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The purpose of this research is to investigate the

differentials and commonalties in the consumer behavior and

attitudes of the working woman as opposed to the non-working

woman. The findings of the research are analyzed to deter-

mine their impact on the performance of marketing institu-

tions and functions.

The major hypothesis tested in this research is:

Working women comprise a distinct market segment, which

differs in kind from the non-working woman.

Both primary and secondary data are used for this

study. The principal sources of secondary data are the

1960 and 1970 U.S. Government Census Tracts of the Census

of Population. The primary data was obtained from a

questionnaire, sent to 1,093 women residing in specific

Census Tracts within the Dallas, Texas Standard Metropoli-

tan Statistical Area. The Tracts were selected by

geographical dispersion and statistically tolerable limits

for female labor force participation and median family
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income. This criteria insured the inclusion of women for

whom the value of work was either high or low.

The analysis of the data revealed that working women

may be segmented into a distinct consumer market. Demo-

graphic characteristics related to consumer behavior were

found to be (in order of importance) Age, Income, Educa-

tion, Age of Children at Home, and Marital Status.

The working woman is more likely to be younger,

unmarried, have fewer, if any, children at home, and have

a family income of less than $10,000 dollars, than her non-

working counterpart. Major differentials, related to work

status were found in the areas of Food Shopping, Personal

Clothing Shopping, Use of Leisure Time, Newspaper Reader-

ship and Television Viewing, Frequency of Eating Out, Use

of Vending Machines, Use of Mail Order Catalogs, Attitude

Toward and Use of Discount Houses, Opinion and Use of

Advertising and Its Portrayal of Women, and Use and Knowl-

edge of Credit. The use of services was more related to

income than to work status.

The conclusions drawn, after analyzing the data, are

as follows:

1. Working women, as a result of more education and

work exposure, are seeking more "individualism." The mass

marketing approach will be less effective in segmented

markets. There will be a higher cost for marketing

research, a shift from material goods as status symbols to
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more experience-oriented pursuits, and an acceleration of

interest in consumerism.

2. The general distrust of advertising claims and its

portrayal of women, coupled with lower newspaper readership

and television viewing by working women will require the use

of new media and changes in the existing ones.

3. The low incidence of women applying for credit in

their own name and the perception of difficulty in achieving

same provide a challenge to lending institutions and retail

stores for education and sales promotion.

4. The consumption of time for work is the most

important factor affecting the consumer behavior for the

working woman, causing a disproportional emphasis on time-

saving conveniences and making her less dollar-value

oriented. This will increase the demand for disposables,

one-stop shopping centers, department stores, service-

oriented institutions and products; and will supply a

shorter life cycle for products.
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CHAPTER I

INTRODUCTION

This study is an investigation of the differentials

in the consumer behavior of the working woman as opposed

to the non-working woman. These differentials and common-

alties are analyzed to determine their impact on the

performance of marketing institutions and functions. The

recent acceleration of women into the labor force provides

the basis of concern for this research.

During the past ten years, females have been entering

the labor force at a rate of more than twice that of males.

For this same period, the number of women in the work

force grew by more than 35 per cent, compared to 9 per

cent for men.1 This acceleration of women workers began

in 1940. From that time to 1968, women accounted for 65

per cent of the growth of the labor force and their repre-

sentation rose from 25 per cent to 40 per cent of all

women in the population. Forecasting from 1968 to 1980,

the Women's Bureau of the Department of Labor estimates

lMorgan Guaranty Trust Company, "Women at Work," The
Morgan Guaranty Survey (November, 1970), p. 4.
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the number of women workers will increase by 23 per cent,

as compared to a 21 per cent increase for men.
2

The present (1973) number of females in the work

force is 34.6 million, accounting for nearly 40 per cent

of the total labor force and 42.5 per cent of all women,

age sixteen and over.3 This acceleration is predicted by

the United States Department of Labor to continue in the

future. They anticipate a total labor force, in 1980, of

over 100,000,000 persons. Seymour Wolfbein, former head

of the United States Department of Labor Force Studies and

present Dean of Temple University's School of Business,

forecasts that 50 per cent of this force will be composed

of women, representing an acceleration of more than

16,000,000 persons into the labor force in the next seven

years.4 The greatest proportionate rise will be for women

in the age brackets (45 to 54 yrs.), and (55 to 59 yrs.),

rising from 52.3 per cent to 59.5 per cent, and 47.9 per

cent to 56.2 per cent, respectively.5

2U.S. Department of Labor, Women's Bureau, 1969 Hand-
book on Women Workers, Bulletin 294 (Washington, 1969),
p. 243.

3 "For Women: More Jobs, But Low Pay," U.S. News and
World Report, LXXV (October 8, 1973), p. 41-

4 Seymour Wolfbein, "In Seven Years Half of U.S.
Workers Will Be Women, Predicts Labor Expert," National
Inquirer (February 18, 1973), p. 3.

51969 Handbook on Women Workers, p. 244.



3

The economy will be accelerating in other areas

during the same time period. According to Fabian Linden,

Conference Board Economist,

By 1980, consumer spending for goods and ser-
vices will exceed a trillion dollars, measured in
today's prices. Real personal income will increase
more than 50 per cent. Our population will rise 13
per cent, thus the average American family will have
about 1/3 more to spend than today.

Growth of these dimensions will undoubtedly
result in some sizeable shifts in the pattern of
consumer demand. In addition to monetary and physi-
cal growth, the consistent proportional increase of
working women should provide adequate substance for
investigation.6

Reinforcing the projection of continued acceleration

of women into the labor force, are the results of a 1972

survey of working women by the Bureau of Advertising.7

They found that women, who are presently working, like

their jobs. Six out of ten women would continue working

even if they could receive as much money by staying home.

The Bureau also found that nearly two-thirds of non-

working women, under thirty-five years of age, intend to

go to work in the near future. The estimated total amount

of women's salaries in 1972 was $116 billion dollars.8

6 Fabian Linden, "The Consumer Market in 1980: An Over-
view," Conference Board Record IX (June, 1972), p. 30.

7Bureau of Advertising, The Working Women (New York,
1972) , p. 5.

8 "The Economics of Womanpower," Forbes III (April 1,
1973), p. 56.
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A study conducted by the Chase Manhatten Bank of New

York in 1972, indicated that the cost of reimbursing

housewives for performing home duties would be $250 bil-

lion dollars, at fair market value.9 Although it is

impossible to equate the two figures at the present time,

since non-working women are not monetarily reimbursed for

their home duties, it would appear that women in the work

force find an attraction in their labor force participa-

tion that is greater than the actual renumeration which

they receive.

It is therefore possible to assume that the accelera-

tion into the labor force of women in the past several

decades will continue. For this reason, a study of the

consumer behavior patterns and attitudes of these women is

both appropriate and meaningful.

Nature of the Problem

Since females have traditionally not constituted a

significant proportion of the full-time work force, they

have not been segmented into working versus non-working

categories in marketing studies. Although long recognized

as a vital force in the decision making role of the con-

sumer buying process, most studies have considered them

collectively as "female purchasers." Women purchase 85

9 Ibid., p. 60.
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per cent of goods and services, either for themselves or

as purchasing agents for their families.1 0

If, in fact, any studies of female shopping behavior

have delineated working women, they have not simultaneously

contrasted them with an equivalent sample of their non-

working counterpart. Any conclusions contrasting these

two segments have been based more on inference or deduction

than by significant sample.

Segmentation of the consumer market is not new. It

has been taking place for the past fifteen years. In 1962,

Kenneth Schwartz wrote,

It is nothing less than a revolutionary transfor-
mation that has come over the mass consumer market
during the past few years. From a single homoge-
neous unit the mass market has exploded into a series
of segmented, fragmented markets, each with its own
tastes and way of life . . . Market fragmentation has
begun to alter American Industry beyond recognition.ll

Segmenting the market into two groups, namely, working and

non-working women is becoming increasingly important for

two reasons. Not only are the proportions of the two

groups changing, but also the life styles of the two

groups are changing. Virginia Miles, Advertising Agency

Executive, states,

1 0 Virginia Miles, "The New Woman: Her Importance to
Marketing," The International Advertiser, 12, No. 4
cited in Dusin Publishing Group, Annual Editions Read-
ings in Marketing '73-'74 (Guilford, Connecticut, 1973),
p. 150.

llKenneth Schwartz, "Fragmentation of the Mass Mar-
ket," Dun's i 80 (July, 1962), p. 30.
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Responding to rapid changes in today's world, women
are searching for personal identity. . . . Each
seeks an opportunity she may not have had before to
assert her own individuality. . . . This striving
for individuality has written an end to mass market-
ing as we have known it. . . . To determine the best
positioning for a product, research is becoming more
subtle, no longer dealing in averages.12

The profile of the female work force has been under-

going a striking change since 1920. Typically, at that

time, the female in the labor force was twenty-eight years

old, single, and most likely worked in a factory. Only

one-fifth of these workers finished high school. Today,

she is nearly forty years of age, married and is most

likely to be employed in a clerical, service or sales job.

She has completed high school and most probably has had at

least one year of college.13 More important, however, is

the fact that today, she is well represented in all age

groups and as such represents all major periods in the

adult life cycle; whereas, in the past, the female worker

ended her labor force participation after marriage. For

these reasons, this investigation of consumer behavior

patterns of working and non-working women should be viable

and representative of women at all age levels.

What would appear especially significant is the

effect on consumer behavior resulting from the

12 Miles, p. 149.

1 3 Morgan Guaranty Trust Company, p. 4,
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acceleration of women into the labor force. Some experts

believe that "no trend since World War II has had a

greater impact on the consumer market than the entry of

millions of women into the labor force."14

Sociologists (Cain,1 5 Ginsberg,1 6 Smuts,1 7 et. al.),

in their study of Life Styles, have established differen-

tials in families where the woman works as opposed to

families where she does not. Marketing academicians

(Jonassen,18 McClure,19 Rich,2 0 Myers,2 1 et. al.) have

shown considerable interest in Life Styles. RKO Tele-

vision Representatives, Inc. recently (1972) made the first

1 4 Grey Advertising Inc., Grey Matter, Thoughts and
Ideas on Advertising and Marketinc, 44 (February, 1973),
p. 2.

1 5 Glen G. Cain, Married Women in the Labor Force
(Chicago, 1966).

1 6 Eli Ginsberg, Life Styles of Educated Women (New
York, 1965).

1 7 Robert W. Smuts, Women and Work in America (New
York, 1959).

1 8 Christian T. Jonassen, "Relationship of Attitudes
and Behavior in Ecological Mobility," Social Forces, 34
(October, 1955), pp. 64-67.

1 9 Peter J. McClure, "Differences Between Retailers'
and Consumers' Perceptions," Journal of Marketing Research,
V (February, 1968), pp. 35-40.

2 0 Stuart U. Rich and Subhash C. Jain, "Social Class
and Life Cycles as Predictors of Shopping Behavior," Jour-
nal of Marketing Research, V (February, 1968), pp. 41-49.

2lJames H. Myers, et. al., Consumer Behavior and
Marketing Management (Boston, 1967).
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application of social indicators to the productivity of

marketing communications. The preface of their research

states,

Life Style not only determines an individuals'
reaction to a particular commercial or advertisement.
Life Style determines how they use their time and
money, their reaction and leisure, the makes, numbers
and models of their cars, the amount of money and
time they spend on their homes, where and how they
entertain, their readiness to accept new products,
their consumption of convenience foods, their brand
loyalty, and their relative interest in the utility,
convenience, or prestige of the products and services
they buy.22

Currently, the literature is giving considerably more

attention to Life Style than to Social Class, as an indi-

cator of predicting consumer behavior. The diminishing

interest in Social Class, as a market indicator, has been

the result of an increasing number of blue collar workers

making more than fifteen thousand dollars per year (nearly

thirty per cent of all persons in this income category),2 3

and the increasing mobility of the population. The former

group have begun to internalize middle-class values,

whereas the latter's consumer behavior is closely allied

to their continuously changing reference groups.

In his new book, A Nation of Strangers, Vance Packard

is concerned with the impact of the highly mobile segment

2 2 RKO Television Productions, Inc., Patterns: The Key
to Micro-marketing, A Study of Life-Style Analysis (New
York, 1972).

2 3 "Explosive Growth At The Top," Sales Management,
1973 Survey of Buying Power, 111 (July 23, 1973), p. A-16.
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of the population on the nation's communities, including

participation and involvement rate. This group displays

a pattern of rootlessness and disengagement due to transi-

tory living conditions. In this type of society, the

consumer behavior is influenced by the constant adaptation

to new locales rather than identity with an established

group of peers in a specific social class.24

Sociologist Alvin Toffler, in his book, Future Shock,

is concerned with future change. He states,

Life Style is no longer simply a manifestation of
class position. Classes themselves are breaking
up into smaller units. Economic factors are declin-
ing in importance. Thus today, it is not so much
one's class base as one's ties with a subcult that
determines an individuals' Life Style.2 5

All of these facts point up the need for segmenting

the market in much greater detail than in previous consumer

behavior investigations. It should, therefore, be very

meaningful in this study to segment working and non-working

women and determine if, in fact, differentials exist in

their consumer behavior and attitudes.

Purpose of the Study

The purpose of this study is to investigate the

consumer behavior of two segmented groups of the population,

2 4 Vance Packard, A Nation of Strangers (New York,
1973).

2 5Alvin Toffler, Future Shock (New York, 1970),
p. 270.
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namely, working and non-working women. If, in fact,

differential patterns of consumer behavior are determined,

they will be analyzed and examined with respect to their

frequency of occurrence demographically, (i.e.) by levels

of income, marital status, education, age, median family

income, ages of children at home and occupation. Data

from the 1970 Census of Population will be used for

criterion in establishing norms for both the Dallas area

and the United States as a whole.

The data will also be analyzed in terms of respon-

dents' cognizance of present offerings. The marketing

implications in terms of institutions, goods and services,

will then be evaluated with respect to the data presented.

Four major areas of concentration will be analyzed.

These are

(1) Marketing Institutions in terms of location, size,

breadth of assortment and female image.

(2) Goods and services as a function of needs and

utility, including present offerings, needed offerings,

and the modification or demise of existing ones.

(3) Advertising and promotion with respect to media

seen by women, credibility, assistance generated for the

performance of the buying function, and a woman's image of

how advertisers perceive her as an individual in terms of

role and life style.
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(4) Consumer credit use and availability to women with

projections for future requirements.

This study will therefore attempt to answer three

major questions:

(1) Does a segmented market exist between working and

non-working women that the business might profitably appeal

to as a market?

(2) If so, what are the similarities and differences

between the two segments?

(3) If differences and commonalities can be identi-

fied, what implications and recommendations can be formu-

lated?

Significance and Contribution
of the Study

The most significant contribution of this study will

be the investigation of consumer behavior of working and

non-working women simultaneously. This information should

reveal any measurable differentials if they exist. Since

most studies have concentrated on the working woman, if in

fact they segmented women at all, the data on non-working

women has necessarily been taken from inference or deduc-

tion. This study will compare the data from the two well-

defined groups, concurrently.

The systematic collection of data, with respect to

its frequency of occurrence demographically for the two

44wwww)w -:- -.- "
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groups of women, should be of significance to marketing

institutions such as retailers and wholesalers, manufac-

turers of consumer goods, media, advertisers, and firms

engaged in issuance of consumer credit. It should enable

them to critically examine their marketing policies with

regard to women as purchasers. They should also find the

data useful in reviewing their marketing mix to evaluate

the effectiveness of their present techniques in the

performance of marketing functions in our contemporary

society. In addition, they should be able to utilize the

information for projection of future needs in specific

consumer categories.

This study should be beneficial in answering such

questions as

(1) What specific benefit will the consumer be most

responsive to? (e.g.) convenience, prestige, utility,

modularity, price, etc.

(2) What specific strategies will generate the most

profitable return for the dollars invested?

(3) What media-mix will be most productive in con-

tributing to sales results?

(4) What products, institutions and services are

valued most, and what alterations, modifications, and

exclusions or additions need to be made in the selective

areas?

. -- I W*Vg4wam. -
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The results of this study should be of considerable

interest to the collective female population in terms of

consumer education. Since women will be categorized,

primarily by their work status, and secondarily by selec-

tive demographic factors, any woman in the population will

be able to compare her consumer behavior patterns, her

general knowledge of consumer offerings, and her general

utilization of marketing institutions and functions with

those of a like category of women who share common factors

of background and present status.

This study should be very meaningful to other large

Standard Metropolitan Statistical Areas (hereinafter

referred to as SMSA's). Research indicates that the

Dallas SMSA compares very favorably with other large SMSA's

(the top ten in population rank) and the United States as

a whole, in acceleration rates of female participation in

the labor force as well as growth in median family income.

This applies to present rates and acceleration rates since

1960.

Table I shows a comparison of the female labor force

participation rate, growth and median family income of the

Dallas SMSA with the United States.
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TABLE I

FEMALE LABOR FORCE PARTICIPATION RATES AND MEDIAN
FAMILY INCOME OF DALLAS STANDARD METROPOLITAN

AREA AND THE UNITED STATES*

Female Labor
Force Median Family

Participation Growth Income

1960 1970 1960 1970

Dallas
(SMSA) 41.2% 49.3% +8.1% $5,925 $10,405

United
States 34.5 42.5 +8.0 5,660 10,236

*Source: U.S. Department of Commerce, Census Tracts,
1960, 1970.

Dallas ranks sixteenth in the United States in terms of

SMSA population.

The Dallas area should provide an excellent area for

the measurement of working and non-working women, since the

incidence of a woman working (49.3%) is practically equal

to the incidence of her not working (50.7%). The statis-

tical chance of tapping both segments of this population

is greatly increased as a result of this fact.

Finally, the results of how well women, by category,

perceive in terms of cognitive awareness, the existence of

consumer products, services and facilities, should offer

considerable contribution in the following areas:

(1) Development of new products, new locations, new

institutions and innovative ideas and techniques for serving
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both categories of women shoppers, for the profitable oper-

ation of consumer oriented businesses.

(2) Enable personnel managers to establish more

definitive guidelines for the procurement and retention of

working women by relating the motivation aspect of why women

work as revealed in their spending patterns shown in this

study. U.S. Department of Labor studies reveal that more

than fifty per cent of all working women, when asked why

they work, respond, "because of economic need." About one-

half of the women gave economic necessity as their major

reason for taking a job.2 6 Demographic and consumer behav-

ior statistics of this study should be helpful in the

validation of this response.

(3) Individual advertisers, as well as advertising

agencies and media, could utilize the data to determine

the effectiveness of penetration levels, differential of

appeals used for specific groups of women, and areas where

more or less promotional concentration should be profit-

able.

Hypotheses

The hypotheses of this study are

I. Working women comprise a distinct market segment,

as opposed to non-working women.

261969 Handbook on Women Workers, p. 8.
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II. The purchasing habits of working women differ

significantly from their non-working counterparts.

III. Families with a wife working enjoy a greater

family income than families where the wife does not work

and as such generate greater disposable personal income.

IV. Income generated by the working woman in a

family is used to purchase products and services different

both in kind and in quality than the equivalent income in

a family where the wife is not working.

V. Working women have need for more convenience in

both location and types of stores and types of goods and

services.

VI. Working women are more responsive to specific

media and types of advertising.

VII. Working women have greater knowledge of consumer

goods and services offered, due to greater market exposure.

VIII. Working women make more independent decisions

in the family unit regarding consumption patterns.

Methodology

Both primary and secondary data were used for this

study. The principal sources of secondary data were the

1960 and 1970 Census Tracts of the U.S. Government Census

of Population. From these sources, data was obtained

regarding (1) Female labor force participation, (2) Median

family income, (3) Population of families, (4) Age

- - - olmmqwp - " "W.U*uh 7
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distribution of females, (5) Education of females, (6) Num-

ber of females working with children at home in specific

age groups. Norms for the labor force participation of

females and median family incomes were established for each

tract by this data.

The primary data was obtained from a questionnaire

sent to women who resided in Census Tracts selected on the

following basis

(1) Geographical disperson to insure the inclusion

of all major areas of Dallas County and selected areas

of the Dallas SMSA. These tracts included South Dallas

(Oak Cliff), East Dallas, Northeast Dallas, Northwest Dallas,

West Dallas, Far North Dallas, the Park Cities, Southeast

Dallas, Mesquite and Farmers Branch.

(2) Specific tracts were selected in each geographical

area on the basis of dispersion of

(a) At least ten (10) percentage points above

or below the norm of the female labor force partici-

pation rate for the SMSA. (Seven tracts)

(b) At least $1,750.00 or more dispersion above

or below the median family income for the Dallas SMSA.

(Eight tracts)

The purpose of the use of (a) and (b) above as criteria for

the sample is to insure coverage of women for whom the value
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of work is high, as well as those women, for whom the value

of work is low, regardless of family income level. Table

II shows the tracts used.

TABLE II

CENSUS TRACTS USED FOR SAMPLE*

Female
Labor Median
Force Family Female

Tract Location Per cent Income Population

15.01 East Dallas 65.0% $ 6,529 2,853
59.01 South Dallas 63.6 8,577 2,511
72.00 Northwest Dallas 70.5 8,577 1,737
79.01 Northeast Dallas 68.1 16,328 3,827
91.02 Far East Dallas 49.9 10,906 3,237
96.02 Far North Dallas 33.7 21,004 2,733

106.00 West Dallas 29.2 6,601 1,579
138.02 Farmers Branch 40.9 15,543 3,072
177.00 Mesquite 51.0 10,361 3,141
195.01 Park Cities 31.4 16,570 2,646

Dallas SMSA 49.3 10,405 560,250

*Source: U.S. Department of Commerce, Census Tracts,
1970.

The tracts listed in Table II include the following

groupings: High labor force participation and low median

family income (Tracts 72.00, 15.01, and 59.01), High labor

force participation with high median family income (Tract

79.01), Low labor force participation with high median

family income (Tracts 96.02, 195.01 and 138.02). Close to
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the SMSA norm in both labor force participation and median

family income (Tracts 177.00 and 91.02).

(c) The tract must have a minimum of 1,500

females in the total population from which the respon-

dents were selected.

(d) A select number of two tracts whose labor

force participation was not more than + two percentage

points and had a median family income of not more than

+ $250.00 from the norm of the SMSA was used for con-

trol purposes.

After the tracts were selected, their boundaries were

established. Cole's City Directory for Dallas SMSA was used

to obtain the names and addresses for a mailing list for

the questionnaires.

The sample was based on a statistically representative

number within each tract. Four (4) per cent of the female

population of the selected tracts was used to form the

sample. The mailing list was based on the selection of

every twenty-fifth residence within the tract, based on a

number chosen from a Table of Random Numbers.2 7

The total population of the tracts was approximately

27,500 females. Four per cent of 27,500 is 1,080. Question-

naires were sent to 1,092 women in the said tracts.

27M. G. Kendall and B. Babington Smith, Tables of Ran-
dom Sampling Numbers (Cambridge, England, 1946).
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Survey

The primary data was collected from working and non-

working women (age sixteen and over) living in the Dallas

SMSA. The total distribution of Census Tracts is as fol-

lows: Dallas County 178 (includes all incorporated areas

with 50,000 or more persons), Garland 11, Grand Prairie

10, Irving 12, Mesquite 12, Balance of Dallas County

(includes all incorporated and unincorporated places with

less than 50,000 persons), Collin County 11, Ellis County

9, and Denton County 7. This amounts to a total of 305

tracts.

Of these 305 Census Tracts, less than 100 have a

population of females of 1,500 or more and less than 50 of

the tracts have a labor force participation rate for females

and/or a median family income which varies at a statis-

tically significant level from the norm for the Dallas SMSA.

The specific tracts used for this study were selected from

the less than fifty tracts which met the previously cited

criteria for use in this study.

Questionnaire

The primary data collection process consisted of a

mailed questionnaire (Appendix A), which had three major

areas of concentration:
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(1) Socio-economic and demographic characteristics

of the female respondents.

(2) Shopping habits and consumer behavior patterns

of the respondent.

(3) Attitudes regarding facilities, goods, location

and quality of merchandise offerings, credit,and advertis-

ing.

The questionnaire was pre-tested on twelve women

selected for their diversity of Life Style, education,

income, and age. Suggestions and comments made by these

persons were carefully evaluated and appropriate correc-

tions were incorporated into the final questionnaire to be

mailed to the sample.

The questionnaire contained both quantitative type of

questions, with established choices, and open-end questions,

where the respondent could state her attitudes and opin-

ions. In categories concerning opinions and attitudes, "no

opinion" response option was used to supress the tendency

of the respondent to guess without adequate knowledge of the

subject matter concerned. The perimeters of the response

sections in the demographic area of the questionnaire were

based on the Census of Population groupings to insure

comparability of the primary data with the Census data.

In order to keep the replies anonymous, the respon-

dent was asked in the cover letter (Appendix B) not to
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identify herself. To provide a method of follow-up, had

it been needed to get a reliable sample, the tract number

and street name were inserted at the top of the question-

naire before mailing to the respondents. This also served

as a control factor in determining the response from the

selected tract areas.

Procedure for Analyzing the Data

The responses to the questionnaire were tabulated and

the per cent of each choice was analyzed. The foremost

consideration was analyzing each response with reference

to working versus non-working women. The data was then

tabulated,with responses to each question segmented by

age, marital status, number of children living at home,

education, type of living quarters and family income.

The data was further examined for differentials

among part-time and full-time employment, female contribu-

tion to family income, factors affecting the incidence

of women's employment, and correlation of a select number

of questions with selected demographic factors as well

as questions of significant relationship. (See Appendix C).

The data was tabulated by Census Tracts to determine

if adequate representation was received. Data from

selected tracts was used to determine significant variance

in specific areas, e.g., consumer behavior and demographic
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characteristics of residents in the central city, as com-

pared to those in the suburbs.

Analysis was made to determine commonality and diver-

sity of responses for significance to marketing. These

areas include Marketing Institutions, Goods and Services,

Advertising, and Promotion, Mass Media and Consumer Credit.

An examination of the statistics of existing facilities

and offerings in the Dallas SMSA was then made to determine

their adequacy quantitatively.

Projection of future trends and evolutionary changes

needed to accommodate both the working woman and the non-

working woman were made, based on the data obtained in the

survey.

For the questions which provided an opportunity for

the respondent to list opinions or provide additional data

in specific choice categories, the answers were summarized

and grouped into general response categories. The analysis

of these open-end responses was made in terms of general

tendencies and as such is not represented as having

precise statistical inference.

Limitations

The limitations of this study are as follows:

(1) The information presented as findings from the

primary survey sources represents the Dallas SMSA only.
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The research does not contend that it is statistically

significant for the nation as a whole.

(2) All information was obtained from female respon-

dents, with no regard for or concern with the male perspec-

tive on any factors.

(3) This research represents a study of the Dallas

SMSA female population as a whole with no regard for race,

color, religion, or nationality.

(4) This study makes no allowance for or measurement

of the effect of prior work experience of respondents on

their values and attitudes.

(5) The research is not concerned with a woman's

attitude toward her work. It is solely concerned with her

present work status and the concurrent buying behavior.

(6) A mail questionnaire was used for this study to

insure and facilitate coverage of the working woman, who

is obviously not at home for personal interviews during the

day. However, this fact prevented communication with the

respondents and interpretation of responses. It is there-

fore possible that a certain number of the responses

reflect misinterpretation on the part of the respondents

or an exaggeration known in research as the "lie factor."

It is believed that this was reduced to a minimum in this

research due to the inclusion of several questions which

are related for cross-tabulation purposes.
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(7) Respondents in the extremely low-income and low-

education categories are under-represented in this research.

This is due in part to the traditionally low response

factor of these categories. Claire Selitz, in her book,

Research Methods in Social Relations, states, "Approximately

10 per cent of the adult population is illiterate for the

purpose of completing even a simple questionnaire. "2 8

Other survey methods, i.e., telephone and personal inter-

views are not effective in procuring this class of

respondents.

(8) No outside financial assistance was used in this

study. Therefore, time and financial restraints restricted

the research to the Dallas SMSA area.

Definitions

Non-working women--all females age sixteen or over who

are not gainfully employed outside the home.

Housewives--was used in this study as a shorthand

notation for non-working women, even though it is recog-

nized that the terms are not strictly synonomous.

Working women--all females age sixteen and over who

are paid for labor performed outside the home. Unless

otherwise designated, the term "working woman", in this

28 Claire Selitz and others, Research Methods in Social
Relations (New York, 1959), p. 241.
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study, included both part-time (work less than 35 hours

per week) and full-time (work more than 35 hours per week).

Participation rate--percentage of total jobs held by

a specific group. It is used in reference to all jobs or

for jobs in specific occupational categories.

Central city--largest municipality in the Standard

Metropolitan Area which is governed under a charter

granted by the state.

Standard Metropolitan Statistical Area (SMSA)--an

area which contains a city or cities of specified popula-

tion to constitute the central city and economic and social

relationships with contiguous counties. Each SMSA must

include (a) one city with 50,000 or more persons and/or

(b) two cities having contiguous boundaries and constitut-

ing a single community with a combined population of at

least 50,000 persons, the smaller of which must have a

population of at least 15,000 persons.

White collar--all employees in official, managerial,

professional, technical, salesor clerical positions.

Census Tracts--small areas into which large cities and

adjacent areas are divided for statistical purposes. Tracts

are designed to be relatively uniform with respect to size

of population characteristics, economic statusand living

conditions. The average tract has 4,000 residents.
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Family unit--a household head and one or more other

persons living in the same household and related to the

head.

Head of household--person designated by members of the

household as principal breadwinner.

Household--includes all persons who occupy a group of

rooms which constitutes a housing unit.

Suburb--any outlying residential district, located

outside the city limits of a city of over 50,000 residents

and economically integrated with the central city.

, p"Ill



CHAPTER II

A STRUCTURAL COMPARISON OF WORKING AND NON-

WORKING WOMEN WITH RELATION TO DEMOGRAPHIC,

ECONOMIC, AND SOCIOLOGICAL CHARACTERISTICS

The acceleration of women into the labor force in the

past several decades is a dynamic phenomenon. It has pro-

duced a multitude of changes in the economy, with respect

to life styles and the cultural outlook of society.

Recognizing that womanpower is one of our country's

greatest resources, the President's Commission on the

Status of Women, was set up by the late President John F.

Kennedy in 1961. This Commission made an extensive examina-

tion of women's roles, their needs and their potentials.

They found that from 1940 to 1968, sixty-five per cent of

the total increase in the labor force was attributable to

the acceleration of women into the ranks.1 There is ample

evidence that this trend will continue.

An extensive survey conducted by Woman's Day Magazine

in 1972 states, "By 1980 there will be forty million

lWomen's Bureau, 1969 Handbook on Women Workers,
Bulletin 294, U.S. Department of Labor (Washington, 1969),
p. 5.

28
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working women." 2 The size of the female labor force has

been growing twice as fast as the nations' total employed.

In 1964, the Bureau of Labor Statistics investigated

why married women became part of the labor force and found

financial reward and necessity, the response of over one-

half of the women, social or psychological reasons for

one-fifth, earning extra money for one-fifth, and miscel-

laneous reasons accounting for one-tenth of the women.3

What appears significant from both of these studies is the

fact that the federal government has recognized the magni-

tude of this phenomenon and has instigated continuous

investigation into its consequences.

Since entrance into the work force constitutes a mini-

mum of one-third (8 hours) of each day in which a woman is

occupied, it is reasonable to assume that it would alter

her life style and consumer behavior. For that reason, this

study should have considerable merit.

The data presented in this chapter is designed to

give the reader a basic profile of the woman who works.

It is believed that knowledge of these factors enable one

to make a more astute analysis of her consumer behavior and

its relationship to her new style of life. Wherever

2Women's Day Magazine Publications, Gone to Work, A
Research Study of Working Women (June, 1972), p. 2.

31969 Handbook on Women Workers, p. 8.
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possible, the working woman will be compared to her non-

working counterpart. Since the data on non-working women

is very limited in scope, omission of facts regarding the

non-worker is due to the absence of appropriate information

in the current literature and statistical data.

Supply and Demand Factors
of the Labor Market

The basic question to which this section of the

research is disposed is, which of the two factors, supply

of females or demand of the labor force, is more signifi-

cant in establishing the cause of the acceleration of

women into the labor force?

Bancroft and Durand have made an analysis of the net

effect of certain factors on the rise in the labor force

participation of women, shown in Table III.

TABLE III

THE EFFECT OF CHANGING POPULATION COMPOSITION
ON THE LABOR FORCE PARTICIPATION OF

WHITE FEMALES: 1920-1960*

Factor of change 1920-40 1940-50 1950-60

Change in per cent
in labor force +4.0 +3.60 +5.54

Due to change in:

Age composition -0.6 -0.61 -1.92
Farm residence +1.3 +0.89 +0.70
Marital status -0.6 -2.81 -0.14

Net effect + .1 -2.5 -1.4
*Source: Valerie K. Oppenheimer, The Female Labor

Force in the United States (Berkeley, CiTfornia, 1970),
p. 26.
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Table III shows that the net ef fects of changes in the

population composition cannot in themselves account for

the rise in female labor force participation. As example,

between 1950-60, the net effect of changes in the

selected factors was -1.4 per cent, whereas the labor force

participation rate increased +5.54 per cent; thus a 6.9

percentage is left unexplained.

The shifts in population composition cannot account

for the increased female work rate primarily because trends

in marriage and age structure have operated to put higher

proportions of women into categories which usually have

lower rates. The negative effect of these variables has

outweighed the positive effect of continued urbanization.

Since the majority of female workers are concentrated

in occupations which are disproportionately filled by

women, it is meaningful to discuss demand factors with

respect to these occupations. During the period between

1900 and 1960, between 60 and 73 per cent of the female

labor force were employed in occupations where the majority

of the workers were women.4 These jobs include Clerical,

Secretarial, Office Machine Operators, Telephone Operators,

Secondary and Elementary School Teaching, Medical Workers,

Retail Sales, Waitresses, Private Household, and Factory

Operatives. The demand for workers in all of these

4Valerie K. Oppenheimer, The Female Labor Force inthe United States (Berkeley, California, 1970), p. 73.
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categories has increased substantially in the past several

decades and employers have not only secured more women for

the positions but also have been forced to recruit older

women in the absence of appropriate quantitites of younger

ones.

The traditional sex-labeling of jobs has been based

on factors which are changing in our present society.

Women have traditionally been associated with (1) accep-

tance of low pay with high skill jobs, (2) adaptability to

repetitious tasks, (3) intermittent participation in the

labor force, (4) extension of jobs traditionally done in

the home, namely, care of children, food preparation, sew-

ing and cleaning, (5) opposition to a woman as a super-

visor, (6) lack of career continuity, (7) lack of geographic

mobility, and (8) lack of career aspirations due to the high

value placed on marriage and child-rearing by society.

In the past several decades, many social and economic

changes have evolved which have served to negate the

validity of these factors. Summarily these include (1) women

have been freed for work outside the home by technological

devices that simplify home chores; (2) educational oppor-

tunities have broadened; (3) a move from central cities to

suburbia has taken place, expanding home ownership and the

need for goods and services, and providing both a source of

new jobs and a need for taking them to supplement family

income; and (4) a cultural acceptance of the working woman
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has occurred, coupled with training that makes her more

dedicated to labor-force participation.

In summary, it may be stated that the supply factors

of more women in the past seventy years cannot account for

the rise in female labor-force participation. The female

population rose three-fold during this period, while the

labor-force participation of females rose six-fold. The

most contributing factor has been a rise in the demand of

certain occupational categories which traditionally have

employed women. Since these are "sex-labeled" jobs, men

have not been willing to occupy them; thus demand has caused

employers to recruit older women to fill them.

Demographic Factors

The major factors of consideration demographically are

age, marital status, education, occupational categories,

income, and family status. Other considerations discussed

are work patterns and characteristics and work life expec-

tancy.

Age

Almost one-half of all working women are over forty

years of age. The median age for working women is 37.9

years, whereas it is 47.4 years for non-working women. Of

those women in the labor force, nearly 56 per cent were

over 35 years of age.
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TABLE IV

LABOR FORCE PARTICIPATION BY
AGE GROUP, 1971*

Participation Rate Distribution
of Females Per Cent in
(Per cent) Labor Force

16-19 years 43.2% 10.3%
20-24 " 57.1 15.8
25-34 it 45.5 18.5
35-44 " 51.3 18.5
45-54 " 53.8 20.5
55-64 " 42.4 13.1
65 and over 9.0 3.3

100.0

1971.*Source: Bureau of Census, Current Population Reports,

While the increasing tendency of married women to

start to work or to return to previous jobs has raised the

median age of working women, employed women are still

younger than non-working women, probably due to the large

proportion of single women working, and retirement policies

in the age group 60 to 65 years.

Marital Status

Today, the working woman is quite different from her

counterpart in 1940. At that time, only 36 per cent of

all female workers were married, whereas 59 per cent were

married in 1971.5 The greatest portion of the increase

51969 Handbook on Women Workers, p. 5, and Censusof Population, 1970, interpolated.
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in number of working women in the past several decades can

be traced to married women starting or returning to the

work force after their children have passed the critical

pre-school period. This change in the marital status of

the typical working woman obviously affects her needs as

a consumer and her responsiveness to advertising appeals.

Although presently 9 out of 10 girls can expect to

marry in their lifetime, the proportion of single women in

the labor force is much higher for working women (22%)

than for non-working women (8%). There is also a higher

percentage of divorced and separated women in the work

force (71%), but widows show an inverse relationship, with

only 27 per cent working.6 The latter is probably due to

the older age of widows.

For the non-working woman, 69 per cent are married,

19 per cent are widowed, 4 per cent are divorced or

separated and 8 per cent are single.7 For the ages 16 to

20 years, the majority of the single women are in school.

There is a relationship between the age and the mari-

tal status of women and their labor force participation.

The probability of a woman's working is influenced more by

marital status than by age. This is particularly notice-

able in the 2 5-to-29-year age group. In this group,

61969 Handbook on Women Workers, p. 27.

7Bureau of Advertising, The Working Women (New York,
1972), p. 18.

moil
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84 per cent of the women work, whereas only 34 per cent of

married women work. This is probably accounted for by the

high incidence of married women in this age group having

young children at home. While this age group represents

the largest participation rate for single women, for

married women it is in the age group 45 to 54 years (45 per

cent). For each group, beginning with 20 years, the

highest rate of participation was among single women, and

the lowest rate was among married women with husbands

present. The participation rate of widowed, separated and

divorced women fluctuates by age group, with a high of

69 per cent for the age group 35 to 54 years.

Although the age group of 16 to 20 years has a high

incidence of school enrollment and single women, the

average age of marriage in the United States has not

increased. One-half of all women marry by age 20.6 years

and more marry at age 18 than any other age.8 This factor

contributes to the high incidence of married women in the

work force, using age 16 and over for statistical criteria.

Education

There is a direct relationship between the educational

attainment of women and their labor force participation.

The more education she has received the greater the likeli-

hood of her being engaged in paid employment.

81969 Handbook on Women Workers, p. 7.
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TABLE V

LABOR FORCE PARTICIPATION RATE BY
YEARS OF SCHOOL COMPLETED, 1968*

Less than 5 years *.-.--.-..-.-
5-7 years.....-.-...-.....-.......
8 years...........-.....-.........
9-11years -9 - - --
12 years
1-3 years college...-.-...-.-.-.-
4 years college..................
5 years or more college - - .

(ages 45-54=86%)
(ages 55-64=76%)

*Source: U.S. Department of
Statistics.

17.4%
28.2
30.8
39.6
48.1
45.5
54.5
70.8

Labor, Bureau of Labor

Of the 58 per cent of all women not employed, 71 per

cent are not high school graduates, as compared with only

29 per cent of those employed. There are two schools of

thought on this subject: (1) more education makes women

more employable, and (2) education motivates a woman to

enter the labor force. Regardless of the cause, a study

of consumer behavior segmenting these two groups should

reflect correlation with educational attainment and con-

sumption patterns .

Occupation

Since the occupation of an individual is an integral

part of her life style, it can have a profound effect on

her needs, tastes and consumption patterns, Areas of

major concern for this study are, the kinds of work

- - - - - . .
- - . . . . -
- - - - - . .
- - . - - . -
- - - - . . .
- - - - - . .
- - - - - . .
- - - - - . .

. .

. .
. .
. .
. .
. .
. .
. .
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women are engaged in, and how this has changed over the

past several decades.

The amount of education a woman has completed often

determines the type of job she can obtain. Table VI shows

selected categories of occupations and the number of years

of school completed by women in these occupational cate-

gories.

TABLE VI

SELECTED* WOMEN'S OCCUPATIONAL CATEGORY
BY YEARS OF SCHOOL COMPLETED, 1968**

(interpolated)

0 E-r_4 Oa

Hd Ml H H
0 4.))-P H

5 yrs. college + 94% 4%
4 yrs. college 82 13
1-3 yrs. college 30 49
Hi. School grad. 11 51 13% 12%
1-3 yrs. Hi. Sch. 20 26 28
8th Grade 11 26 32 15%
Less than 5 yrs. 18 35 36
*All occupations
not inc.

"Source: U.S. Department
Statistics, Special Labor Force

of Labor, Bureau of
Report No. 103.

Labor
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Table VI indicates that those employed in the White

Collar occupations are more likely to have had some col-

lege education, than those who are engaged in Blue Collar

work.

There is a relationship between education level and

unemployment rates for women. In 1968, the unemployment

rates for women were as follows: 8th grade education,

5.1 per cent, high school graduate, 3.8 per cent, and col-

lege graduates, 1.6 per cent.9 Women with a limited

education are more likely to be employed part-time than

are highly educated women. The likelihood of working less

than 35 hours per week diminished with each higher level

of education for women.10 Many of the opportunities avail-

able to the lesser educated women are in private household

and service positions, typically part-time jobs.

Women are highly concentrated in specific occupational

categories. Table VII shows the percentage of women

employed by, occupation. Not only are women concentrated

in specific occupations; many of these occupations are

occupied predominantly, by women. These jobs are frequently

referred to as "sex-labeled" occupations. Few men are

attracted into their ranks.

91969 Handbook on Women Workers, p. 217.

1 0Ibid., p. 221.
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TABLE VII

EMPLOYED WOMEN BY OCCUPATION, 1968

Professional, technical,
medical
non-college teaching

Mgrs., Proprietors
Clerical
Sales Worker
Craftsman
Operatives
Non-farm Laborer
Private Household
Service
Farmers (Mgrs.)
Farmers (Laborers)

ro
a)

0 0

P40
:3:U

14.6%
3.7
6.1
4.4

33.7
6.8
1.1

15.0
.4

6.3
15.6

.3
1.7

0 0a

0

a) 0

38.6%
61.6
70.9
15.7
72.7
41.2 (Retail 60.8)
3.2

30.0
3.4

98.1
57.4
4.1

29.8 (Unpaid family
64.3)

Source: U.S. Department of Labor, Bureau of Labor
Statistics, Employment and Earnings, May, 1968, in 1969
Handbook on Women Workers, Bulletin 294, Washington,
Government Printing Office, 1969, p. 90.

Table VII would indicate that women are highly concentrated

in specific areas of employment. It should also be noted

that although women represent 38.6 per cent of Professional

and Technical workers, they are highly concentrated in the

lower-income-producing segment of this category. As

exampleonly 4 per cent of all lawyers and judges are

and seven per cent of all doctors, contrasted to 86 per cent

I

i wmd

----- I

I
I
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of all elementary school teachers and 60.4 per cent of

medical technicians. The high concentration of women in

a limited number of categories should make segmentation

regarding consumer behavior very meaningful in this study.

The second question of relevance, how have women's

occupational categories changed in the past several decades,

reveals that the foremost change has been in the transfer

to a larger concentration in White Collar work as opposed

to the Blue Collar categories. In 1940, 45 per cent of

working women were in White Collar jobs, with 55 per cent

in Blue Collar categories. In 1970, the trend has

reversed, with 59 per cent in White Collar jobs and 41 per

cent in the Blue Collar group. This transition is mainly

attributed to the increased demand for clericals, medical

technicians, elementary and secondary education, with a

corresponding decrease in factory employment demands. As

compared with 1900, fourteen of the seventeen sex labeled

occupations were still predominant in 1960. Although the

Census Bureau now lists 250 female occupations, women

represent 75 per cent of the workersand in 12 of these

occupations women represent more than 90 per cent of the

work force.

Diversification of women's occupational category is

largely dependent upon (1) attitudinal shift in employer's

offerings, (2) educational attainment of women, and

(3) cultural acceptance of the role of women working and
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marital role. Based on the data presented, this change

would appear to be slow in movement and as such not a

major concern of this study.

Income

This study is particularly interested in family

income, most especially median family income. The rela-

tionship of a married woman's income to that of her male

counterpart in the work force (legal status of equal pay)

is not considered in this study. The research in income

categories is specifically limited to the working woman's

income in relation to the total family income, how it is

spent, and if it alters the purchasing behavior, whether

in fact or in attitude.

In 1970, the median income of all U.S. families was

$9,867. The following shows median income by household

category for 1970:

Male head of family $10,480
Wife in labor force 12,276
Wife not in labor force 9,304
Female head of family 5,093

Source: U.S. Department of Commerce, Current Popula-
tion Reports, 1970.

A special Labor Force Report in 1967 revealed that

there is some correlation between the labor force partici-

pation of women (married) and the income of their husbands.

Table VIII gives the findings of this report.
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TABLE VIII

RELATIONSHIP OF HUSBAND'S INCOME TO
INCIDENCE OF WOMAN WORKING, 1967

Husband's Per cent of
Income Female Per cent of

Population Female
Employed Workers

Less than $1,000 37.4% 4.2%
$1,000 to $2,000 27.0 5.2
$2,000 to $3,000 33.0 6.5
$3,000 to $5,000 41.4 18.6
$5,000 to $7,000 42.6 26.8
$7,000 to $10,000 37.9 24.9
More than $10,000 28.8 13.9

100.0
Source: U.S. Department of Labor, Special Labor

Force Report No. 94, Washington, Government Printing
Office, 1967.

As shown in Table VIII, the percentage of wives in the

labor force is highest when the husband's income is

between $5,000 and $7,000 dollars. A recent report in the

Wall Street Journal states,

By last year (1972) families with more than one worker
accounted for almost 55% of all the families headed by
married men in the labor force, compared with only 45%
ten years earlier. 1 1

Table IX shows the contribution made to the family

income by married women, including both full-time and part-

time workers.

llThe Wall Street Journal, November 28, 1973, p. 8.
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TABLE IX

MARRIED EMPLOYED WOMEN'S CONTRIBUTION
TO FAMILY INCOME, 1967*

Per cent Median
Family of Family Income
Income Contributed by Wife

Less than $2,000.-............ . . .... 6.0%
$2,000-$3,000...-... . . . . . . . . . . 12.2
$3,000-$5,000 . . . . . . . . . . . . . . . 14.4
$5,000-$7,000............... . 15.8
$7,000-$10,000....... . . . . . . . . . . 23.0
$10,000-$15,000.. . . . . . . . . . . . . 28.1
More than $15,000 . . . . . . . . . . . . . 22.9

*Source: U.S. Department of Labor, Special Labor
Force Report, No. 94, Washington, Government Printing
Office, 1967.

Table IX would indicate that a wife's income reflects a

smaller proportion of family income in the low income

categories than in the higher income families. This

could be a result of lower-income-earning families having

wives whose education limits their labor force participa-

tion and job opportunities.

These statistics should provide helpful criteria for

validating income listed by respondents in this study, and

it can be compared to income listed for husband, thus

placing a control factor on overstatement of income by the

respondent.

In families where the total family income is low,

with wife working, the consumption pattern will probably
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reflect less discretionary income spending than in higher

income families with wife working.

The income of the one-person household, in which 49

per cent of all household heads are in the labor force,

has shown real growth in the past decade. Table X shows

the growth of one-person household's income as compared

with the growth of total household's income for 1971.

TABLE X

INCOME OF ONE-PERSON HOUSEHOLDS
AND TOTAL HOUSEHOLDS, 1971

0

)

0

H

z U)

N 4 U0
P4~ a )

H0)
0 m

(a

H
0

0
H 0-
NH

H4J
0

Ha

Under $4,000 6,960 13,869 + 13.2% - 38.6%
$4,000-$6,999 2,352 11,468 + 61.3 - 34.4
$7,000-$9,999 1,475 11,602 +442.1 + 22.5
$10,000-$14,999 963 15,602 +903.1 +218.3
$15,000 and over 427 14,002 +967.5 +701.9

0)

4J 0jJ ).

o4 0f4U

U)

En
roH

HJ 0
C) rPO
to (D
0) OU)
OI (7H

4 4J
a)O0

Source: uone Person Households," Sales Management,
Survey of Buying Power,lll (July 23, 1973), p. A-3.

Those persons, shown in Table IX, in the income group of

under $4,000 dollars, are predominantly older widows and

widowers, who are retired. The real growth is evidenced



46

in buying power in those earning more than $7,000. The

growth in the female sector of the one-person household

has been in younger women, who have postponed marriage and

continued in the work force. A more exhaustive discussion

of this group is found in Chapter Four of this study.

Family Status

This section is specifically concerned with the

presence of children at home. Although the husband's

income is a factor in the decision of a woman to enter the

work force, the presence of young children in the family

appears to be an even more important consideration.

The 1970 Census of Population findings of female labor

force participation rates are summarized in Table XI.

TABLE XI

LABOR FORCE PARTICIPATION RATES OF
WOMEN WITH CHILDREN AT HOME, 1967

All
Families Income

less than $5,000- over

Children under 6 $3,000 $7,000 $10,000

years at home 30.6% 31.3 31.6 14.7
Children ages 6-17

years at home 49.5 50.8 49.9 32.9
None under age 18

years 34.8 *29.2 48.0 36.6

*Probably reflects the presence of many older women.
Source: U.S. Department of Labor, Special Labor

Force Report No. 94, 1967.
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The participation rate of females in the Dallas SMSA with

children under 6 years of age is 23 per centas compared

with the U.S. average of 28.8 per cent with husbands

present.

Overall, there is no appreciable difference in the

percentage of employed and not-employed women with chil-

dren at home. About one-half of both groups have one or

more children under age eighteen. However, the presence

of a pre-school child (under age 6) in the home tends to

decrease the labor force participation of the mother. If

all married women are viewed collectively, the odds are

3 out of 4 that she will be non-working if she has a child

under six in the home.

Part-time employment is related to the number of

children present in the home. About one-half of those

women with four or more children work part-time. Those

women with no children at home under age 18, represent only

31 per cent part-time employment.

Work Patterns and Characteristics

Part-time versus Full-time Employmentl2 --Full-time

employment is defined by the Bureau of Labor Statistics as

35 hours per week or more. In 1968, 77 per cent of all

women, age 18 to 64 were employed in a full-time job.

However, only 42 per cent of all women workers were

121969 Handbook on Women Workers, p. 66.
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employed full-time, full-year (50 to 52 weeks). The

highest concentration of full-time employment was in the

age group of 20 to 24, with 82 per cent. Single women and

divorced/separated women had full-time jobs, 76 and 79 per

cent, respectively. Some 23 per cent of all women workers

work only part-time, as compared with only 5 per cent of

all men workers working part-time. This may contribute to

the traditional labeling of the female as a "working"

woman, rather than a "career" woman.

Turnover, Absenteeism and Tenurel 3 --Labor turnover

rates are influenced more by skill level of the job, age

of worker, stability record and length of service than by

sex. The fact that, traditionally, many women leave the

work force temporarily for marriage and childbearing does

increase turnover rates for women; however, men's rates

are raised by their greater tendency to move from one job

to another. Therefore, the major factor in female job

tenure is age, since marriage and childbearing are the

important criteria.

Absenteeism for women is 5.6 days per year, as

compared to 5.3 days for men. Most statistics show that

women are absent more frequently, but for shorter times

than men; however, their average yearly rates are very

comparable.

1 3 Ibid.
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Work Life Expectancy

An important factor in today's society is the

increased longevity of women. A baby girl born in 1900

had a life expectancy of 48 years, whereas one born in

1970 had a life expectancy of 74 years. For those women

electing to enter the labor force, this has greatly

expanded the number of their working years.

Another important consideration is urbanization, which

has been a factor in reducing desired family size. Medi-

cal technology, in terms of contraceptives and the

increased cultural acceptance of their use, has reduced

the family size and also spaced the birth of children, so

that the last child is usually born before the woman

reaches the age of 30 years. This factor has made the 35-

year-old-woman whose youngest child has entered school an

excellent prospect for re-entry into the labor force.

These factors reflect the change from an average work-life

expectancy of 6.3 years for women in 1900 to 20.1 years in

1970.

Statistics show that women in the labor force at 20

years of age have a work life expectancy closely allied to

that of a man. The work life expectancy of women by marital

status is shown in Table XII.
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TABLE XII

WORK LIFE EXPECTANCY OF WOMEN
BY MARITAL STATUS*

Marital Work Life
Status Expectancy

Remain single (10% of pop.)......... .... 45 years
Marry and have no children................35
Marry (1 child).....-.-.................25
Marry (2 children).................... 22
Marry (3 children) .....---. .. . . . .. 20
Marry (4+ children) .......... .......... 17

Source: U.S. Department of Labor, Women's Bureau,
Facts About Women's Absenteeism and Labor Turnover
(Washington, 1969), p. 3.

Table XII indicates that a married woman's work life

expectancy decreases by each increment of additional chil-

dren.

Economic Factors

Of major significance here in relation to supply

factors is the propensity of women to work. There are two

basic economic concepts regarding this factor. The first

is the income effect, which states that higher wages cause

the worker to take some of his higher income in the form

of more leisure and thereby lessen his labor force

participation. The other theory is the price of substitu-

tion effect, which states that a rise in wages raises the

cost of leisure to the worker so that he works more, rather

than less.
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Clarence Long made a study of the effects of these

relationships on women. He used Census Data and Current

Population Reports, and correlated labor force and real

earnings in 38 large cities from 1900 to 1950. He found

the higher the average real earnings in a city, the lower

the overall rate of labor force participation for both men

and women. For the period 1940-1950, he found that the

higher the husband's income, the lower the labor force

participation of the wife, with or without young children,

white or non-white, old or young in age bracket.1 4 This

would reinforce the Income Effect theory.

However, this negative association is no longer

uniform for all groups. A government study in 196315

showed that labor force participation of women, in the age

groups of 14 to 34 years, and over age 55 years, increased

as the husband's income increased, up to $7,000. Unfortun-

ately, these are one-time studies, and we obviously need

longitudinal studies to measure the effect of rising income

on the same workers over an extended period of time. An

interesting question here would be whether a woman enters,

remains in, or leaves the work force as her husband's income

increases, and to what degree.

14 Clarence D. Long, The Labor Force Under Changing
Income and Employment (Prince ton, 1958 ),~~ . ..

15 U.S. Bureau of Labor Statistics, Special Labor
Force Report, No. 40, Washington, Government Printing
Office, 1963, Table L.
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A popular economic concept is that the rise in

women's participation may be attributed to labor-saving

devices, i.e., housework made easier. An appropriate

measure of this hypothesis would be the measure of the

number and variety of such improvements in the period of

1900 to 1940 as opposed to the period 1940-1969, the latter

representing the greatest acceleration of women entering

the work force.

The period 1900 to 1940 is based on information

obtained from the book, Mechanization Takes Command.1 6

Innovations of this period include

Electricity--In 1907, it was used in only 8% of all
dwellings as compared with 90.8% in 1940.

Gas Ranges--Were introduced in 1880.

Washing Machines--(hand crank type) were introduced
in 1900, reaching significant purchase proportion
in 1935.

Electric Iron--Introduced in 1909.

Vacuum Cleaner--Introduced as a portable model suit-
able for home-use in 1900 and widely accepted by
1929.

Refrigerator--Introduced in 1916 at a price of $900.
It was found in homes, significantly, by 1936.

With all of these labor saving devices introduced

during this period, the age-specific work-rates of female

workers for this period peaked at 20-24 years, There

appears to be a question of cause/effect here, which might

1 6 Siegfried Giedion, Mechanization Takes Command (New
York, 1948), pp. 512-627.

-loom
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place the perspective on labor-saving devices being a

consequence, rather than the cause of labor force parti-

cipation.

Another economic factor for the 1940 to 1960 period

is the decline in the availability of domestic labor for

the home. In 1900, as example, there were 98.9 private

household workers per 1,000 households, whereas the figure

dropped to 69.0 and 34.4 in 1940 and 1960, respectively.1 7

This factor would be negative in correlation to acceler-

ated work force participation of women, since child care

would pose an increasing problem without help in the home.

Briefly, the supply factor of fertility change should

be noted. Since 1940, the average number of children born

to married women has risen from 1,863 per 1,000 women in

1940 to 2,460 per 1,000 in 1960 and 2,240 per 1,000 in

1965.18 Certainly, no correlation can be made with lower

fertility rates and acceleration of labor force partici-

pation of women.

The acceleration of suburbanization and home owner-

ship has actually operated to increase the time needed for

17 D. L. Kaplan, and M. Claire Casey, Occupational
Trends in the United States, 1900-1950, Bureau of the
Census, Working Paper No. 5 (Washington, 1958).

18 Wilson H. Grabill, Clyde V. Kiser, and Pascal K.
Whelpton, The Fertility of American Women (New York, 1958).
Figures for 1960 and 1965 from Dennis Wrong, Population and
Society (New York, 1967), p. 48.
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house and family duties, according to Valerie Oppenheimer,

in her book, The Female Labor Force in the United States.1 9

Operative factors here are lawn care and transportation

responsibilities of the wife for the children. In addition

to this, literature indicates that standards of home care

are rising,as well as the attitudes of mothers in the extra

time needed to be with the children is increasing.

Paradoxically, labor-saving devices may actually

operate to increase the amount of time spent on household

tasks. An example of this is the housewife who might

rarely, if ever, bake a cake if she had to buy and assemble

all the ingredients, whereas she may do so often when

electric mixers and cake mixes are available. Valerie

Oppenheimer makes an excellent point here when she notes

that "when substitutes for a woman's labor at home can be

purchased from the bakery, laundry, department store, etc.,

the greater use of labor-saving devices . . . may operate

to increase the amount of time a woman spends on house-

keeping. "20

Sociological Factors

The key to the supply factors in this category is a

review of attitudes. Robert Smuts, in his book, Women and

1 90ppenheimer, Female Labor Force, p. 36.
2 0 Ibid., p. 39.
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Work in America,2 1 summarized the attitudes about women

working around the turn of the century. He found that mid-

dle and upper classes viewed working women in disfavor.

It was generally thought that industrial employment would

destroy femininity and lead to the demoralization of women.

The employment of wives and daughters was a sign of mascu-

line failure. This attitude was less pronounced, if at

all present, among the lower classes. Another key factor

was the influx of migrants and immigrants and their climb

up the social urban hierarchy. This destroyed the develop-

ment of strong tradition. He says,

Many successful Americans were still too close to
working class and impoverished origins (agricultural)
to have forgotten how their mothers worked.2 2

The polls on women working began in the 1930's.

Surveys at that time by Fortune and Gallup indicate that

less than 25 per cent approved of a married woman working.

In 1939, the American Institute of Public Opinion conducted

two polls which focused on the attitudes of husbands toward

their own wives working. The results were interesting,

since the question was posed if they favored their wives

working if the wages were $25 per week and if the wages were

$50 per week. At the lower figure 22 per cent favored

2 1 Robert Smuts, Women and Work in America (New York,
1959), pp. 110-155.

2 2 Ibid., p. 137.
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work, whereas the higher figure increased the positive

response to 33 per cent. Even with this factor, it is

evident that general disapproval was the dominant attitude

toward female labor force participation.

During the 1940's, the surveys showed little change

in attitudes, even though the labor force composed of

women was accelerating rapidly. In the late 1940's,

questionnaires received responses of 66% of males disap-

proving of women working, regardless of their home respon-

sibilities. 23

In 1946, Richard Centers studied attitudes by social

class. He found the most permissive attitudes were

characteristic of middle class men, for whom the contribu-

tion of funds by the wife is less important. Table XIII on

the following page shows the results of one of his questions.

Ironically, the working class male, who perhaps needed the

additional income of a wife working, was least favorable

to the wife working. It might be concluded that tradi-

tional concepts are more prevalent at this level of social

class structure,

In 1961, Leland Axelson studied the attitudes of

husbands toward their wives working. He found wide differ-

ences of opinion between husbands whose wives worked and

those whose wives did not. The response to the question,

2 30ppenheimer, p. 48.
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should wives work, showed that 96% of those whose wives did

not work said "no", whereas only 59% of those with working

wives said "no".24

TABLE XIII

MALE OPINIONS ON THE PLACE OF WOMEN,
BY CLASS AND PLACE OF RESIDENCE:

1946*

Place of
Residence
and Class

Affiliation

Question:

"Do you think women's place should be in
the home, or do you think women should be
free to take jobs outside the home if they
want them?"

Replies in Percentages:

Total
In the

Home
Out-
side

Qualified
Answer

Urban

Middle class 100 44 38 17 1
Working class 100 59 24 15 2

Rural

Middle class 100 58 28 13 1
Working class 100 63 21 11 5

*Source: Richard Centers, The Psychology of Social
Classes, Princeton, 1949, p. 146.

An area of concern, regarding attitude studies,

probably originating in the depression of the 1930's, is

24Leland J. Axelson, "The Marital Adjustment and
Marital Role Definitions of Husbands of Working and Non-
working Wives," Marriage and Family Livi 25 (May, 1963),
pp. 189-195.
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whether women are taking over men's jobs in any appre-

ciable quantity. John Durand, in his study of the labor

force, from the period of 1890 to 1960, pointed out that

technological development led to substitution of semi-

skilled for skilled workers in many industrial processes.2 5

This led to a reduction in the premium placed on experience

and craftsmanship.

Clarence Long, in his study of the change in income

and employment, argued that young women with more education

were replacing older males with less education.26 Both of

these arguments, by Durand and Long, appear inconvincing

since (1) women's labor force participation has not

increased in the "Operatives" category, and (2) increases

in female employment have occurred in the White Collar

categories (especially clerical), where it is unlikely that

undereducated males are working.

In summary of the supply factors affecting accelera-

tion of women into the labor force, the increase cannot be

attributed to the supply of women alone. Also, one cannot

argue that supply of labor increases the demand for it.

If this were so, unemployment would never exist. It would

appear that the supply/demand relationship is structural in

content, i.e., the composition of job demand with the

2 5 John D. Durand, The Labor Force in the United States,
1890-1960 (New York, 1948), pp. ll2-116.

2 6 Long, p. 31.

- ______________________________________



59

quantity of skilled versus unskilled workers. The occupa-

tions which have experienced the real growth in the past

several decades are those which have traditionally

employed a disproportionate amount of females. For this

reason they are unacceptable to men. Employers have there-

fore been forced to recruit the only available source of

labor for these occupations, namely, older, married women.

Summary of Incidence of Employment

As of 1970, there were nearly 32 million women in the

labor force, representing 42.5 per cent of all females

age 16 and over. The participation rate was up 8.0 per

cent in the United States from 1960 to 1970, and for the

Dallas SMSA, up 8.1 per cent. Acceleration in the Dallas

area is therefore representative of the nation as a whole.

Projections to 1980 show a continuous acceleration of

women into the labor force.

As outlined in the Background section of this study,

the factors most closely correlated with the incidence

of women working are as follows:

Education--High School graduate or more.

Age--40 years of age or over.

Marital Status--married (husband present).

Family Status--no children under age 6 at home.

Husband's income--below $10,000 dollars.

Skills--clerical, medical, teaching.
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Based on this criterion, this study should provide

some meaningful insights into the consumer behavior of the

working versus the non-working woman. By comparing the

respondents' demographic statistics with the population as

a whole, the study may isolate other significant character-

istics of working women which have not been developed in the

literature.



CHAPTER III

SIGNIFICANT CHARACTERISTICS AND

ANALYSIS OF THE SAMPLE

Selection of Dallas as Site for Study

The selection of the Dallas SMSA as a site for this

research is both meaningful and appropriate. This area

has a number of characteristics which make it both an ideal

location for a study of both working and non-working women,

and statistically comparable with other major SMSAs in the

United States. The characteristics of concern are popula-

tion growth, female labor participation rate, median family

income, and the number of industries and establishments

with a labor force composed of a disproportionate amount

of women.

Population Growth

The population of the Dallas SMSA for the period of

1960 to 1970 showed an increase of 39.1 per cent, from

1,119,000 per sons to 1,556,000 residents.1  The components

of this growth of 437,000 persons are 293,000 births,

100,000 deaths and 243,000 net migration.2 The net

lStatistical Abstract (Washington, 1972), p. 19.

2 Ibid.

61
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migration figure reflects a large amount of persons moving

into Dallas area annually from a different region of the

country. This means that the responses in this survey most

likely reflect a proportionate amount of diversified values,

rather than provincially oriented values. The opinions and

attitudes of many of these respondents reflect comparisons

with offerings and facilities in other parts of the country

and, as such, should be very meaningful in analyzing con-

sumer behavior of these groups.

While the growth of the Dallas area has been notable

in the past, predictions of future growth show that it

will not abate. A recent study by Oliver Matingly of M-PF

Research for the real estate industry, indicates a growth

of 600,000 more residents in the Dallas SMSA by 1980.3

This figure projects a growth of 38 per cent or a total

population of 2,153,000 in 1980. A further refinement of

these statistics shows some of the component parts to be

the city of Dallas, +12 per cent, Collin County, +121 per

cent, and Denton County, +122 per cent.

Female Labor Force Participation Rate

The female labor force participation rate in the

Dallas SMSA has shown great acceleration in the past

decade. This rate in 1960 was 41.2 per cent of all women

age 16 and over and 49.3 per cent in 1970. This represents

3Dallas Times Herald, Oct. 7, 1973, pp. 1-A, 25-A.

M MO.,-mOlow" - -
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an 8.1 per cent increase in a ten-year period. The city

of Dallas has an even higher concentration of working

women, with 52.0 per cent of all women in the work force

in 1970.4 This means that more than one-half of all women

in the city of Dallas are working outside the home for pay.

Table XIV, on the next page, illustrates how the Dallas

SMSA compares statistically with the ten largest SMSAs in

the United States. Only one SMSA has a female labor force

participation rate larger than Dallas; that is Washington,

D.C.

Table XIV shows that the Dallas SMSA compares favor-

ably with the top ten SMSAs in median family income and

is slightly higher in the percentage of females in the

labor force.

Median Family Income

The median family income for the Dallas SMSA nearly

doubled in the period from 1960 to 1970. It rose from

$5,925 in 1960 to $10,405 in 1970. Table XV shows a break-

down of the counties and major cities in the Dallas SMSA.

It should be noted that the 1960 data for several of the

cities and counties was not available in a form for correla-

tion with 1970 data. Such are noted with a double asterisk

(**) in Table XV.

4U.S. Department of Commerce, Census Tracts, Dallas,
Texas (Washington, 1972).
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All of the counties and cities in the Dallas SMSA,

as shown in Table XV, experienced growth in terms of

population, median family income, and female labor force

participation. The median family income of the Dallas

SMSA is only $169 dollars more than the U.S. average

median family income. As such, this area should be very

representative of the spending power of families through-

out the nation.

According to Sales Management, 1973 Survey of Buying

Power, Dallas County had an effective buying income of

$6,351,076.00, representing .8024 per cent of the United

States and placing it seventh in retail sales volume. The

per capita income was $4,469 dollars, with an average

household income of $13,487 dollars. The average per

capita income for the United States was $3,779 dollars,

and the average household income was $11,618 dollars.5

The percentage of households by income category for Dallas

County, as of December 31, 1972, compared with the United

States,is shown in Table XVI.

5 Sales Management, 1973 Survey of Buying Power, 111
(July 23, 1973), Metro Area Data by State.
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TABLE XVI

PERCENTAGE OF HOUSEHOLDS REPRESENTED
BY SIZE OF INCOME, 1972*

Income Category Dallas County United States

Under $4,000 10.9% 15.4%
$4,001-$7,000 26.0 19.8
$7,001-$10,000 13.6 14.4
$l0,00l-$15,ooo 26.5 22.3
$15,001-$25,000 15.5 12.6
Over $25,000 7.5 5.0

100.0 100.0

*Source: U.S. Department of Commerce, Bureau of the
Census, Current Population Reports, 1972.

Table XVI shows that Dallas County compares favorably with

the United States average in the middle ($7,001-$15,000)

income category, but is disproportionate at the extremes,

with a slightly larger than average share of low income and

upper income groups.

Industries and Establishments
Utilizing Women Workers

The Dallas SMSA has a large number of industries and

establishments which traditionally employ a disproportionate

amount of women. These include insurance companies, banks,

textile industries, electronic industries, medical and

health institutions, retail sales, and secondary and elemen-

tary teaching. Figure I shows the fifteen major industries

in the Dallas SMSA and the percentage of total jobs held by

women.
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Of all women employed in the Dallas SMSA, 64.6 per

cent are in white collar work, 27.7 per cent are in blue

collar work, and 7.7 per cent are in the service fields.6

The occupational distribution of working women in the

Dallas SMSA is office and clericals, 45.3 per cent; opera-

tives, 21.4 per cent; sales workers, 9.9 per cent; service

workers, 7.7 per cent; laborers, 4.3 per cent; professionals,

4.0 per cent; technicians, 3.0 per cent; officials and

managers, 2.3 per centand craftsmen, 2.0 per cent.7

Other facts regarding the Dallas area which place it

in a unique position for the survey of women are (1) Dallas

ranks second in the nation in the number of life insurance

company headquarters, (2) Dallas ranks fourth nationally as

headquarters for companies with million dollar sales plus,

(3) Dallas Metro banks have over $6,000,000,000 dollars on

deposit, (4) Dallas (city) is the number one destination of

out-of-state visitors entering Texas, (5) There are forty-

seven (47) degree-granting colleges, universities,and pro-

fessional schools within a hundred-mile radius of the city

of Dallas.8

6 Equal Employment Opportunity Commission, Employment
Profiles of Minorities and Women in the SMSAs of 16 Large
Cities, 1970 (Washington, April,~1972), p. 11.

71bid., p. 12.

8Dallas Times Herald, Dallas County Shopping Center
Guide (Dallas, Texas, 1972).

-
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The Survey

This study was made by mailing in August, 1973, 1,093

questionnaires to females in the Dallas SMSA area. The

selection of these women was detailed in Chapter I. Of the

1,093 questionnaires mailed, 391 were returned,for a

response of 35.77 per cent. Of these replies, 17 were not

usable, leaving a net sample of 374 women. A detailed

break-down of responses may be found in the Appendix of

this study.

Demographic Characteristics of Respondents

At the end of the questionnaire, the respondent was

asked to answer seven questions of a demographic nature for

categorization purposes. An additional four questions were

asked of those persons who responded that they were

presently working.

The major thrust of this study was to determine if

differentials exist in consumer behavior and attitudes among

working and non-working women. Responses to all of the

questions were first tabulated and analyzed in terms of

whether the woman worked or did not work. The data was

further tabulated and analyzed by each of the remaining

demographic factors. Wherever specific demographic factors,

other than work status, showed significant correlation to

the specific response, they were incorporated into the

analysis.

- - - - -- -

.------ - --.--- ------- ---- .-------
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The demographic characteristics of the respondents

are divided into the following categories: work status,

age, marital status, number of children living at home,

education, type of living quarters and annual family

income. The four additional categories for the working

respondents are occupation type, monthly income, location

of workplace, and method of going to work.

Work Status

The distribution of the respondents very closely

parallels the Dallas SMSA population, shown in Table XVII.

TABLE XVII

DISTRIBUTION OF RESPONDENTS BY WORK STATUS

Work Status Respondents Dallas SMSA

Not working 46.98% 50.7%
Working Part-time

and Full-time 53.02 49.3

Of the working group, 69.9 per cent work full-time

and 30.0 per cent work part-time (less than 35 hours per

week). This compares favorably with national statistics,

which show that about thirty per cent of all women workers

work part-time.9

9Women's Bureau, 1969 Handbook on Women Workers,
Bulletin 294, U.S. Department of Labor, (Washington, 1969),
p. 3.
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The non-working respondent was composed of 7.6 per

cent women who "usually work, but presently are not work-

ing," and 92.4 per cent non-working housewives. It is

difficult to make any assumptions about the former category,

since the questionnaire did not provide for explanation of

the causes of that status. While it is possible that they

were unemployed, it cannot be inferred, that they were

presently looking for work. Of significance here is the

fact that 53.85 per cent of this category were over age

fifty-five. A logical deduction would be that they have

retired from the work force.

Age

The study obtained response from a very representative

group by age category, with the exception of the 16-24

years of age group, which was under-represented. Table

XVIII shows the distribution of the respondents.

TABLE XVIII

DISTRIBUTION OF RESPONDENTS BY AGE GROUPS

Age Per cent
Category Responding

16-24 years..................... .. 2.75%
25-34.".. . ... ... .... 22.47
35-44 ::... ........ 28.77
45-55............... . .... .... 24.38
Over 55 years...-................ . ... ... 21.63
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Overall, the working respondent was younger than the

housewife. For the age groups of 16 to 44 years, both

part-time and full-time workers had a higher rate of repre-

sentation. Some 57.77 per cent of the full-time workers

and 60.34 per cent of the part-time workers were under 45

years of age, while only 50.96 per cent of the non-working

women fell into this category. While the age group of 45

to 55 years continued to show a larger proportion of house-

wives (28.03 per cent) than working women (22.22 per cent),

the group over 55 years showed little perceptible differ-

ential, with 21.02 per cent of the housewives and 20.0 per

cent of the workers.

It was interesting to note that for the age group, 25

to 34 years, a time traditionally reserved for raising

families and staying home, the survey showed more women

working (23.70 per cent) than at home (21.02 per cent).

It would appear that women in the Dallas SMSA are following

the national trend of returning to work earlier, i.e.,

after the youngest child enters school.

Marital Status

The working woman is much more likely to be married

(87.74 per cent) than the non-working woman (64.66 per cent).

In addition to the incidence of being single (14.29 per

cent of the working women), the worker has a much greater

likelihood of being divorced (10.53 per cent), or widowed
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(9.02 per cent). Traditionally, more of the separated and

divorced women than widows are in the labor force, due to

the age factor. Widows are usually older and the likeli-

hood of their finding employment after the death of a spouse

is lessened by the age factor. Some 75 per cent of the

widows in this survey were over 55 years of age. The

economic need factor is much higher generally for divorced

and single women than it is for married women. As consum-

ers, they are much more likely to use their income for

necessities than the married working woman. This factor

will be evidenced in the discussion of consumer buying

habits in Chapter IV, under the heading of Growth of the

One-Person Household.

Age of Children Living at Home

In this category, the age and number of children still

living at home has a definite relationship with the inci-

dence of the respondent's working. The younger the child,

the less likely the mother is to work. Table XIX shows

this relationship. The highest incidence of women not

working found that children under six years are present

in the home. Conversely, the lowest incidence for a woman

not working is when no children are present.
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TABLE XIX

WORK STATUS OF WOMEN BY AGE
OF CHILDREN AT HOME

Age of Per cent of Women Responding
Children Non- Work Work

working Part-time Full-time

Under 6 years 71.43% 10.71% 17.86%Age 6-17 only 41.28 21.10 33.03Age 0-17 years 68.42 15.79 15.79None at home 35.64 13.83 46.81

This table clearly indicates that the incidence of a woman

working, full-time, is greatest when she has no children at

home, or when her children are over six years of age. The

incidence of part-time employment is most likely when a

woman has children whose ages fall in both under six years

of age and between six and seventeen years, indicating at

least two or more children in the family.

Education

As is prevalent in surveys of this type, the response

factor among persons of very low educational level was very

modest in this study. As quoted before, Selitz found about

10 per cent of the adult population was illiterate for the

purpose of completing even a simple questionnaire.10 The

degree of interest in the subject is also a major factor

10Claire Selitz and others, Research Methods in SocialRelations (New York, 1959), p. 241.
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in whether a person will complete the questionnaire.11

Since the mobility of the shopper and the degree of expo-

sure to a wide assortment of stores and advertising media

would most likely be less for the uneducated persons, it is

understandable that they are less interested and less

informed for the survey response purposes.

Overall, the working woman in this survey had slightly

more education than the non-working woman. Table XX reveals

these relationships.

TABLE XX

AMOUNT OF EDUCATION COMPLETED BY WORK STATUS

Education Per cent of Women Responding
Completed Non- Work Work

Working Part-time Full-time

Less than high school 11.33% . . .% 10.45%
High school graduate 88.67 86.21 89.55
Completed 1-3 years

college 60.63 67.25 52.99
College graduate 29.33 34.49 24.63
Graduate college
work 7.33 15.52 14.93

From this table, it may be seen that the most significant

differential in the work status of the women is among those

who have done graduate work. Women who had completed some

llHarper Boyd and Ralph Westfall, Marketing Research
(Homewood, Illinois, 1972), p. 153.
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graduate work were more than twice as likely to be working,

either full- or part-time.

Correlation was found between higher education and

earning power. Those women with graduate college work were

heavily concentrated in higher personal income categories

and total family income groups.

Living Quarters

More than 83 per cent of the respondents lived in a

home, with 15.26 per cent living in an apartment. The

highest incidence of apartment living was among singles in

the 16-to-24-age group. This would appear to be more of

a factor of age and/or marital status than work status.

More housewives (96.77 per cent) live in a home than

do workers (61.94 per cent). However, marital status was

a better indicator of living quarters. Only 22.22 per cent

of apartment dwellers were married. As a result of the

response factors and their analysis, type of living quarters

cannot be isolated so much as a work factor, as it can be

correlated with marital and age status.

Total Family Income

When the family income per year was between $4,000

and $10,000, there was a higher incidence of the woman

working than not working. Women with a family income of

$10,000 and above are less likely to work than those with

less income. Table XXI shows these relationships.
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TABLE XXI

WORK STATUS OF THE RESPONDENTS BY INCOME

Income ($) Per cent of Women Responding

Non- Work Work
Working Part-time Full-time

Under $4,000 66.67% 33.33% %$4,001-$7,000 35.29 17.65 47.06$7,001-$10,000 36.37 10.91 52.73$10,001-$15,000 40.63 21.88 37.50$15,001-$25,000 48.51 13.86 37.62Over $25,000 59.09 14.77 26.14

In Table XXI, the over-$25,000 dollar per year bracket

shows a noticeable differential in work participation. In

this group, 57.95 per cent of the women are housewives and

only 26.14 per cent are working women, full-time. This

would suggest that the higher the husband's income, the

less likely the woman is to be in the labor force. This

factor is, of course modified by higher education, of the

female, as previously discussed.

The Bureau of Labor Statistics recently published some

statistics for the year 1973,12 indicating various incomes

required for certain levels of living standards for a

family of four. The statistics reveal the "lower" level

need $7,600 dollars, the "intermediate" level need $11,800

dollarsand the "higher" level require $17,055 dollars.

1 2 Bureau of Labor Statistics, "Family Budgets," ParadeMagazine (August 19, 1973), p. 4.
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The major differentials among the three groups, according

to the Bureau, are

Lower budget--occupies a rented house, without air-

conditioning, takes advantage of free recreation facilities,

and does much of its own work.

Intermediate budget--consists of $2,310 dollars for

housing, $2,673 dollars for food, $979 dollars for trans-

portation $956 dollars on clothing, $632 dollars on medical

care, $1,857 dollars on taxes, and the balance of miscel-

laneous and personal care.

Higher budget--owns own home, possesses cars, has more

household appliances and pays considerably more for personal

services.

In the analysis of the income classifications of the

respondents, an effort was made to determine what percentage

of the family income was contributed by the woman, if in

fact she worked. To do this, it was necessary to select

a mid-point within each range offered in the questionnaire,

since the respondent did not list the exact amount of her

income. Table XXII shows these relationships. In the

higher income ranges, women made a much smaller contribution

to the total family income. This is perhaps due to the fact

that women are frequently employed in lower paying occupa-

tions than their spouse.
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TABLE XXII

PERCENTAGE OF TOTAL FAMILY INCOME
CONTRIBUTED BY A WORKING WOMAN

Family Income Per cent of Income of Female Worker*
(per month)

0 )o o o o oo o o oNvC) C)C)

s-I I I .

Under $4,000 60.% . . . .% .. % %$4,O-$7,000 22.0 f5. .0
$7,00l-$10,000 14. 42. 70.0 98.0

0%

$U0,00l-$15,000 9.0 j 48.0 67.0 950
$15,001-$25,000 6.0 18.0 30.0 42.0 60.0
Over $25,,0004.0 12.0 20.0 28.0 40.0

*The percentage of income contributed by the working
woman to the total family income was computed by using thefollowing mid-points of monthly salaries: $100.00, $300.00,$500.00, $700.00 and $900.00. The mid-points used for totalfamily income were: $2,000.00, $5,500.00, $8,500.00,
$12,500.00, $20,000.00 and $30,000.00.

Table XXII indicates that the more money the woman

makes, the more likely she is to be either the sole

supporter of the family or single, suggesting dedication

and/or pre-training for the position. The women making

less than $400 dollars per month were more likely to be

working part-time or supplementing family income. From a

standpoint of increasing the spending power of the family,

the women making $401 dollars to $800 dollars per month

would appear to make the most appreciable difference.
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The likelihood of a woman working decreases as the

amount of the husband's income increases. This is clearly

seen in the percentage of non-working women by income

category as shown in Table XXIII.

TABLE XXIII

PERCENTAGE OF HOUSEWIVES REPRESENTED
BY SIZE OF INCOME

Total Family Per cent of
Income Housewives

Under $4,000 .. . . -.-.-.-.-.. .. -. -. 50.00%
$4,001-$7,000o-o-...... ....... .... 26.47
$7,001-$10,000-o-. -.-.--. ....... 34.55
$10,001-$15,OOO.. - - ---o............ 40.63
$15,001-$25,000.-.-.......-..-.-...-.. . 43.56
Over $25,000..........-.......-.. .... 57.95

This table clearly indicates that women who are part of a

family that has more than $10,000 dollars per year income

are more likely to not be in the work force.

An analysis of income by age category reveals that

income of less than $10,000 dollars per year is most pre-

valent among the young, (age 16-24 years, 70.0 per cent)

and the aged (over 55 years, 43.04 per cent). Of those

making from $10,000 to $25,000 dollars per year, 76.74 per

cent were age 35 to 55 years, with the same percentage true

for those making more than $25,000 dollars per year.

There is ample evidence in reviewing the income cate-

gories that when the woman works, she is contributing an
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ample amount of the families' total income. This would

suggest that working women are married to like earners and

their consumer behavior is reflective of the values held by

their family.

Occupation Type

Of the respondents who worked full-time, clerical and

secretarial positions represented 44.44 per cent of the

workers. The next highest category for full-time workers

was teachers (11.11 per cent). Of the part-time workers,

clerical and secretarial work and teachers tied for first

position,with 15.52 per cent in each group. Sales repre-

sented the next highest category, with 12.07 per cent of

the part-time workers.

The clericals and secretaries for both full-time and

part-time workers showed their monthly salaries to be

divided among $401.00 to $600.00 (40 per cent) and $601.00

to $800.00 (28.57 per cent). The teachers showed a much

wider disbursement in income, due in part to the large

percentage of part-time workers represented in this field.

Sales work was concentrated among the low-income

categories of women, perhaps due to the fact that women

are in retail sales, which usually offer low pay and part-

time work. Of the part-time workers, 93.74 per cent showed

an income of less than $600 dollars .per month,.

-;; - -,- - ?
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Location of Work

The respondents were asked to indicate the location

of their work with respect to their place of residence in

terms of travel time. The part-time worker was more

inclined to work close to home, with 36.21 per cent report-

ing less than 10 minutes travel time, contrasted with only

18.25 per cent of the full-time workers. Of the full-time

workers, those traveling from 11 to 20 minutes, represented

43.70 per cent, whereas travel time of more than 20 minutes

was listed for only 35.56 per cent.

These statistics suggest that the travel time (location

of employer) might be a significant factor in the decision

to find part-time work. This would perhaps negate the

attraction of part-time personnel to downtown locations,

since the trend for residences is to the outlying suburban

areas. Downtown department stores could suffer the most

from this fact, due to their need for large numbers of part-

time workers at peak seasons of the year.

Method of Going to Work

The method of going to work showed a preponderance of

the women driving alone in a car. This category represented

74.14 per cent of the part-time and 68.15 per cent of the

full-time workers. In this period of ecological concern

for conservation of natural resources, it would appear that
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women workers are a prime target for the encouragement of

use of mass transit and/or car pools.

Sociologist Talcott Parsons has developed the Instru-

mental-Expressive Scale of Traits assignable to male and

females.1 3 The Instrumental Scale is associated with being

task-oriented and concentrated among males, whereas the

Expressive Scale is social-emotional in orientation and more

feminine. Since females are usually labeled as being more

concerned with social welfare and more responsive to crisis,

this theory would reinforce the obvious concentration of

efforts to car pool among women.

In summary of the demographic characteristics of the

respondents, it is clear that the working woman is less

likely to be married, age 16-44, have a high school diploma

or more education, have no children under age six years or

no children at home, and be a member of a family making less

than $10,000 per year, than her non-working counterpart.

The consumer behavior and attitudes of these two groups

should then be meaningful for comparative purposes.

Analysis of Differentials in
Consumer Buying Habits

The consumer behavior of the respondents has been

categorized into segments for perspective and analysis.

These segments are food, personal clothing, general

1 3 Talcott Parsons, Social Structure and Personality(London, 1965), p. 59.

1 "W4*oo
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shopping, use of leisure time, use of retail institutions

and promotion. Each of these categories will be analyzed

with respect to response factors among working and non-

working women. In such categories where other demographic

factors are termed to be significant, they will be pre-

sented and analyzed.

To establish the independence in purchasing factor,

the respondent was asked to indicate specific categories for

which she needed advice or approval from a husband or family

member before purchasing. In all categories, with the

exception of food purchasing, the working woman was the more

independent shopper. Table XXIV presents the results.

TABLE XXIV

PERCENTAGE OF WOMEN NEEDING ADVICE OR
APPROVAL PRIOR TO PURCHASING BY

CATEGORY OF PURCHASE

Category Per cent of Women NeedingApproval

Non-working Working

Pay bills 12.66% 8.15%Car 83.54 49.63Furniture 71.52 37.04Appliances 64.56 35.56Food 1.29 2.96Toys 1.90 .74Personal clothing 3.80 3.70Children's clothing 4.43 2.96

Factors of age and education showed no appreciable

difference in need for approval among the women by category.

*
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Income had some correlation in cars and furniture, with

need for approval increasing with income over $10,000

dollars. Marital status was an obvious indicator among

the single, but showed little or no correlation for the

divorced, widowedor separated. On the basis of the

responses to this study, it may be stated that the working

woman makes more of the purchase decisions independently

than her non-working counterpart.

To establish the attitude of the non-working woman

regarding work and the actual distribution of income among

the women already working, the question was asked, "If you

should go to work, or are presently working, where do you

believe most of the income added to the family by you is

spent?" Table XXV shows the responses of the women.

TABLE XXV

PERCEIVED EXPENDITURE OF
WORKING WOMEN'S INCOME

Category Per cent Responding

Non-worker Worker

Savings 44.94% 38.52%Clothes 48.73 46.67Car Expense 18.35 25.19Entertainment 13.29 26.67Food 18.35 42.22Education 17.09 22.22Travel 22.78 31.11Furniture 17.09 20.74Eating Out 17.09 26.67Purchase Major Items 24.05 33.33Used Totally for Support 10.13 68.19

al.11.1.11:sin a a ails lies E ille is ..11na a 11.. . ... . ..... ... ... .....
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Table XXV indicates that non-working women associate women

working with added luxury rather than with economic support

purposes. This is well illustrated by the housewife's

positive response to use of her income for savings and

clothes, and her low response to use for total family sup-

port. The amount spent for food showed a wide differential

between the two groups, showing that the reality of working

is perhaps much more emphasized by the working women, whose

financial status requires more concern with the basics in

goods and services.

Other factors of the demographic type showed correla-

tion with women's attitudes toward the expenditure of their

own income. The use of funds for personal clothes, car

expense, entertainment and eating out was much more dominant

for the woman under 44 years of age. Higher education

(college degree or more) played a dominant factor with those

women who placed emphasis on savings, travel, eating out and

entertainment, but showed no correlation with more emphasis

on the use of funds for education. It is perhaps possible

that the respondents interpreted the question of education

as personal, not including other family members, and this

would account for highly educated women not placing pres-

ent value on it. Income of over $10,000 per year was

very important in the women who placed emphasis on savings,

clothes, travel, furniture,and major items. Those with
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incomes of less than $10,000 were more inclined to res-

pond that they used these funds for car expense and total

family support.

Food Shopping

In the area of shopping for food, the housewife pre-

sents a somewhat different profile from her working

counterpart. She is, however, very similar to the part-time

worker, suggesting that the time consumed in full-time work

is the key factor in changing her shopping habits.

To enable the reader to make proper comparisons of the

differentials in the consumer behavior for food shopping

among the three groups, namely, housewife, part-time worker

and full-time worker, Table XXVI was prepared with selected

items by category for each group. Only those items which

showed significance were included.

Table XXVI clearly points out that the non-worker shops

for food 2 to 3 times per week (51.27 per cent), prefers

Monday through Thursday (62.18 per cent) and mornings (55.13

per cent). Her selection of a food store is based primarily

on the assortment of the goods (31.61 per cent), and she

visits 2 to 3 food stores per week (62.66 per cent). Her

food bill is higher than that of her working counterpart,

suggesting the presence of children, a major factor in her

not working. Her higher expenditure for food is also
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TABLE XXVI

SELECTED CHARACTERISTICS OF FOOD SHOPPING
BY WORK STATUS

Shopping Characteristics Per cent of Women Responding

Part-time Full-time
______Housewife Worker Worker

How Often
2-3 times per week 51.27% 50.0 % 37.78%
Once a week 41.77 36.21 45.19
2-3 times per month 5.06 10.34 14.07

Time of Day
Mornings 55.13 37.93 13.33
Afternoons 38.46 53.45 48.89
Evenings 6.41 8.62 36.30

Day of Week
Monday through Thursday 62.18 63.79 37.78
Friday 21.15 17.24 14.81
Saturday 11.54 17.24 32.59
Sunday 5.13 1.72 13.33

Decision of Where to Buy
Assortment 31.61 31.03 25.19
Convenience 12.90 15.52 32.59
Price specials in news-

paper 18.71 8.62 13.33
Low prices 16.13 18.97 8.89
Same store all the time 19.35 17.24 17.04

Number of Stores Shopper Per
Week

One store 35.44 43.10 42.96
2-3 stores 62.66 56.90 j 54.81

J. urcja.LsLluliaLer of Ftooda
Woman
Husband

Criteria for Selection
Purchase national only
Purchase national and
private

Compare price
Amount of Weekly Food Bill

$11.00 to $25.00
$25.01 to $50.00
Over $50.00

Use of Food Advertisements
in Newspapers

Extremely helpful
Somewhat helpful
Not helpful
Rarely if ever reads ads

94.30
3i -qn

2.- F# I70

11.46

54.16
23.57

16.46
61.39
21.52

23.42
50.00
1.90

24.68
24.68

93.10
. V .A

5.17

48.28
329 760;

-

15.52
68.97
15.52

18.97
55.17
1.72

24.14

83.70
11.85

15.56

51.11
22.96

45.19
40.0
9.63

13.33
40.00
3.70

42.22

I
I

NOW-, , -p--im- -- -- , i '' - I
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affected by the greater incidence of her being married.

Some 69.23 per cent of the singles report spending $11.00

to $25.00 for food.

The housewife is more likely to be the major food

shopper (94.30 per cent), as opposed to the working women,

of whom 11.85 per cent reported sharing this duty with their

husbands.

The part-time worker very closely parallels the non-

working woman, with the exception that she is more likely

to shop in the afternoons.

The full-time worker presents a different profile. She

shops for food less often, with 45.19 per cent shopping only

once a week and as high as 14.07 per cent reporting that

they confined their food shopping to 2 to 3 times per month.

She shops afternoons and evenings, the later category pre-

ferred by 36.30 per cent of the working women and only 6.41

per cent of the housewives. She is more interested in

convenience than assortment or price, suggesting that time

is at a premium for her and she is willing to pay more to

save it. She is a much more loyal shopper, with some 42.96

per cent reporting they shop only one food store. Age

appears to be a factor of store loyalty. The older the

respondent, the less loyal she is. Some 90 per cent of

those under age 24 and 50 per cent of those 25 to 34 years

shopped in only one food store, whereas only 27.85 per cent

of those over 55 years did so. Age is also a factor in the
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time of day preferred by the women. One-fourth of the

respondents under age 35 preferred evening shopping and

less than 8 per cent of those over 55 years showed prefer-

ence for evenings.

Housewives found newspaper advertising more helpful in

food shopping than did the working women. Some 73.42 per

cent of the housewives rated food advertisements as extremely

or somewhat helpful, as compared to only 53.33 per cent of

the workers who did likewise. Other factors that affect

the incidence of reading food advertisements in newspapers

are age and income. Those under 35 years had the lowest

readership and those women with incomes of less than $10,000

rarely, if ever read food advertisements. This would sug-

gest that food advertising aimed at the younger group would

be more effective in a medium other than newspapers. A

possibility in this regard would be handbills in apartment

house complexes, which house a disproportionate amount

of young singles. Although the single spends less than her

married counterpart with a family, it would appear that her

future business might be influenced by her shopping habits

formed early in her career.

With regard to the criteria used for the selection of

brands in foods, it should be noted that few of any group

"ignored brand name and read ingredients" or compared

brands by price. Some 64.77 per cent of all women in the

survey buy either national brands only or national and
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private brands. While this finding would support the

effectiveness of national advertising in establishing image

with the consumer, it is of some concern for those encourag-

ing the federal government to pass legislation requiring

open-code dating, unit pricing, and more exact listings of

actual ingredients.

In analyzing the consumer behavior of the women respon-

dents for food shopping, it is noted that the food stores

face a dilemma. Economically, the housewife, on the basis

of her weekly expenditure, should be grocer's primary target.

However, on the basis of loyalty and lower concern for

prices and assortment, the working woman is much more likely

to spend all of her food allowance in one store. In addi-

tion, the working woman shops at a different time of the

day and is more likely to shop on weekends, thus diversi-

fying the traffic load for the food merchant. Food stores

might do well to run evening (6:00 to 9:00 p.m.) specials

to attract the business of working women. In the food

category, the non-working woman appears to take more time

shopping, read the newspaper for price advantages, and shop

more stores.

Supermarkets were the primary choice for grocery shop-

ping of all groups. Discount stores accounted for the

major food purchasing of only 5 per cent of the women in

all categories. Of major significance here is the potential

market development of food purchasers for the discount

- - : - -, -A-, -- , ON
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house. The ratio was two to one, among all women, that

overall prices were less expensive than other stores in

discount houses. However, when asked to check the cate-

gories where they believed the prices were lowest, only

one-fourth of all the respondents listed food. It would

appear that competition in the food category, by super-

markets promoting the discount price image, has reduced the

significance of price advantage in food at the discount

house.

Competition for the food business is very high. Some

sixty per cent of the nation's 370 food chains converted to

a discount operation in 1970.14 This means curtailed

services, discontinued use of trading stamps, and the

promotion of their prices as being less expensive for image

purposes. The working woman apparently finds the convenience

and assortment of supermarkets more appealing for food shop-

ping. She may also find the price structure very similar in

the supermarket to the discount house, and disregard what

little differential is apparent, for the convenience aspect

of shopping a local supermarket.

The respondents were asked to indicate if they used a

number of products and where they purchased them if, in

fact, they bought them. Food items covered in this question

were frozen fruits and vegetables, frozen pies, T.V.

14 U.S. Department of Commerce, The Industrial Outlook
(Washington, 1971), p. 431.
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dinners, cake mixes, casserole dinners, snack foods, and

soft drinks. The "use factor" on most of these items

showed little if any relationship to the work status of the

women. The exceptions were T.V. dinners and prepared cas-

serole dinners, which showed a six per cent higher use

factor among working women. This was termed negligible,

considering the size of the sample.

Age appeared to be a much more important indicator

of the use of selected food items. Those women over 55

years of age showed "no use" percentages of frozen pies

(18.99 per cent), T.V. dinners (29.11 per cent), cake mixes

(20.25 per cent), casserole dinners (37.93 per cent), and

soft drinks (16.46 per cent). Income and education had

little relevance to food usage factors.

There is a relationship between the amount spent for

food and the total family income when the expenditure for

food exceeds $25.00 per week. Table XXVII shows this

relationship.

It is evident from Table XXVII that more than 92 per

cent of the persons spending over $50.00 per week for

food have a total income of more than $10,000, whereas

all (100.0 per cent) of those spending less than $10.00

per week for food make less than $10,000 annually. While

the extremes show high correlation with income, the

middle perimeters of weekly food expenditures from

$11.00 to $50.00 show a fairly even distribution of
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TABLE XXVII

RELATIONSHIP OF WEEKLY FOOD
EXPENDITURE TO TOTAL INCOME

Total Family Dollars Spent Per Week (Per cent)
Income Under $11- $26- Over

$10 25 50 $50
Under $4,000 16.67% 2.04% 1.03% 1.79%
$4,00l-$7,000 50.00 20.41 5.64 . .
$7,001-$10,000 33.33 27.55 12.31 5.36
$10,001-$15,000 . . . 21.43 18.46 17.86
$15,001-$25,000 . . . 20.41 36.41 21.43
Over $25,000 . . . 8.16 26.15 53.57

income categories. More than 82 per cent of all respondents

were found to have food expenditures of $11.00 to $50.00

per week. In these categories, income is not a prime

indicator.

The number and age of children living at home was

significant in predicting the amount spent for food. The

number of children was the most significant factor, and the

age (over 6 years) second in importance.

There is a correlation between the frequency of news-

paper readership and the rating given by the women on how

helpful food advertising was to them. Those that found

food advertisements "extremely helpful" had the highest

incidence of daily readership (92.96 per cent). Those that

found the advertisements "somewhat helpful" had a daily

readership of 87.2 per cent; whereas those who "rarely, if

ever read" food advertisements had a 69.57 per cent incidence

rl., PI- , , : - - , , r -kwm, --- , -11 1



96

of reading the newspaper once a day. It would appear that

regular newspaper readers are more inclined to read food

advertisements. Since newspaper readership is stronger among

non-working women, it would reinforce the idea that food

stores are more likely to reach the housewife in newspaper

advertisements than the working woman.

Shopping for Personal Clothing

The non-working woman has a different profile in many

areas of shopping for clothing for herself. Table XXVIII

highlights the selected areas where the differential between

working and non-working women is most accentuated. Unlike

her alliance with the housewife in food shopping, the part-

time worker, when shopping for clothing, is very closely

allied with the full-time worker. This fact suggests that

the effect of working is very pronounced in consumer

behavior in this category.

A review of Table XXVIII indicates that the working

woman is a more frequent shopper than the non-working woman,

with 40.74 per cent of the working women shopping once a

month or more and only 29.94 per cent of the housewives

doing likewise. Although the working woman shops more often,

she spends less per purchase. Some 82.97 per cent of the

working women spend less than $50.00 per clothing purchase

while only 76.28 per cent of the non-working women do

likewise. In the less than $25.00 bracket, she is more
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TABLE XXVIII

SELECTED CHARACTERISTICS IN SHOPPING FOR
PERSONAL CLOTHING BY WORK STATUS

Shopping Characteristic Per cent of Women Responding

Part-time Full-time
Housewife Worker Worker

Type of Service
Prefer self-service 38.22% 46.55% 46.67%
Prefer salesperson 43.95 27.59 36.30
No preference 17.83 25.86 16.30

Time of Day
Daytime 96.15 82.76 77.78
Nights 3.21 15.52 21.48

Frequency of Purchasing
2-3 times per month 17.20 24.14 22.96
Once a month 12.74 15.52 17.78
Several times per year 167.52 58.62 57.04

Criteria for Selecting Store
Mark-downs and specials 36.11 36.21 28.15
Shop same store all the

time 19.44 18.97 30.37
Newspaper advertising 15.28 10.34 7.41
Impulse shopping i15.28 10.34 16.30

Criteria for Selecting
Clothing

How flattering 60.81 65.52 45.19
Price 23.65 15.52 11.11
Suitability for work 2.03 5.17 21.48

Average Price of Dress
Under $25.00 29.49 34.48 35.56
$25.00-$50.00 46.79 48.28 47.41
Over $50.00 23.72 13.79 14.07

likely to be a prospect than her non-working counterpart.

Less than 9 per cent of either group reported "making their

own. " Night shopping for personal clothing appeals to

nearly 23 per cent of the working women, but to only 3 per

cent of the non-workers.
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The working woman's preference for self-service could

be a factor of limited time, but other factors should be

considered. She shops often, buys lower-priced dresses,

utilizes nights,and is influenced by impulse purchasing,

while shopping for something else. These factors would

indicate that she is a good prospect for large department

stores and discount houses, as opposed to the small

specialty store.

The major criterion for the selection of a garment for

both groups of women was how flattering it appeared to be.

It would surely appear that the addendum of a salesperson,

both in assistance for selection and in verbalizing the

assets of the item, would be effective in this category.

The fact that so many of the women in both groups were not

adamant in their preference for sales personnal makes it

suspect that their response reflects more of acceptance of

present service than preference for it.

Factors other than work status showed some marked

differentials in the consumer behavior of clothing shopping.

Those women under age 35 years shopped more often, were

more likely to shop at night, and had a very high preference

for self-service. They were much more likely to purchase a

dress costing less than $25.00 dollars and were more likely

than other groups to select both the store and the garment

on the basis of mark-downs or specials. Income was corre-

lated with how price-conscious the woman was in her
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purchases. This factor was very prevalent in the group

making less than $10,000 dollars per year. High income

groups were more likely to purchase an expensive dress and

shop at the same store all the time. Flattery was the

first criteria for clothing selection for more than 75 per

cent of those in the over-$25,000 dollar income group,

whereas it represented only 36.36 per cent of the $4,000-

to-$7,000-dollar-income group.

Since more than 65 per cent of the working group

indicated in the demographic statistics that they lived

within 11 to 20 minutes of their workplace, it may be

assumed that a great proportion do not work in the down-

town area, where the proximity of stores traditionally makes

noon-time shopping very attractive. If this be the case,

coupled with the fact that 45.45 per cent of the workers are

clericals, who most probably work in office buildings, shop-

ping for clothing should increase in the evening hours.

Most large office buildings employing clericals are not

located in shopping centers and noon-time shopping thus

becomes inaccessible to these women.

In the questionnaire, the respondent was asked to

indicate ownership of a wig or wiglet, false eyelashes, eye

makeup, pant suits, and a bikini swimsuit. The purpose of

this interrogation was to establish preference for items

normally associated with "mod"or high-fashion identification.

The differentials for ownership, with reference to work
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status, were very slight for these items. Table XXIX shows

the preferences of the women.

TABLE XXIX

PERCENTAGE OF WOMEN BY WORK STATUS
USING SELECTED FASHION ITEMS

Item Per cent of Women Using

Non-Worker Worker

Wig 34.18% 42.96%
False Eyelashes 14.56 12.59
Eye Makeup 67.72 74.07
Pants Suit 86.08 91.11
Bikini Swimsuit 13.92 20.00

Table XXIX points up the modest differentials. The

working woman was slightly more inclined to use a wig, wear

eye makeup, wear a pants suit,and a bikini swimsuit and less

likely to use false eyelashes. Age was an important factor

in the use of eye makeup, with more than 82 per cent of

those under age 35 using it and only 47 per cent of those

over 55 years using it. Pant suits were very popular (90.0

per cent) for all ages up to 55 years, where they dropped to

a 69.0 per cent usage factor. The bikini swimsuit was

highly related to youth, with 39 per cent of those under 34

years using one and only 10 per cent of those above this age

using one. If, in fact, the above items are proper criteria

for fashion consciousness, it would appear that working women

are essentially the same as non-working women in this area.

-

- - - -
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The working woman is more likely than her non-working

counterpart to purchase a dress for herself in a depart-

ment store as opposed to a specialty store. Some 47.66 per

cent of the working women and only 36.71 per cent of the

housewives preferred this institution for personal clothing.

The housewife, in contrast, had a preference for the

specialty store, with 40.51 per cent preferring one. The

fact that 60.81 per cent of the housewives mentioned "flat-

tery" as the decisive criterion for clothing selection, and

a preference for salesperson assistance (43.95 per cent),

might well account for the attraction to them of a

specialty store, which is traditionally smaller and more

service-oriented than the larger department store. Those

over 55 and those with over $25,000 income prefer specialty

stores.

There was little evidence that any of the women,

regardless of status, bought their personal clothing in

discount houses. For most categories, it represented less

than 5 per cent of all purchases. The group with the

largest preference for them was 12.5 per cent of those with

less than a high school education.

Nearly 76 per cent of the hosiery and 50 per cent of

all shoes were purchased by both groups in department stores.

The discount house was the second choice for hosiery, whereas

a shoe store was the second preference for shoes.
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From the facts presented, there are some significant

differentials in the purchase of personal clothing between

the working and non-working woman. The working woman shops

more often, has a greater affinity for night openings, pre-

fers self-service, and department stores, and spends fewer

dollars per dress purchased. She is more likely than her

non-working counterpart to shop in the same store all of

the time and considers the suitability of the garment for

work more important than the price. The commonalty that

she shares with the housewife is the importance she places

on how flattering a garment appears as a criterion for

purchase and the fashion items such as wigs, eye makeup,

pant suits, etc. that she purchases and uses. It would

appear important for stores, in catering to both groups, to

project a strong fashion image, offer a wide selection of

clothes to satisfy the flattery requirement, and use the

mails more frequently than the newspapers for advertising

messages.

General Shopping

This study was interested in the general shopping

habits of women. A number of questions were asked which

reflected her preference for types of services, products,

and stores. The data revealed some interesting differen-

tials between working and non-working women.
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Services--Areas considered in the services category

were beauty salons, household help, yard care, car repair

and ownership, and gasoline service stations.

The use of a beauty salon showed little differential

among working and non-working women. Slightly more than

one third (varying from 36 to 39 per cent) of both groups

of women use a beauty salon once a week. Another third of

the women use one for special occasions only, about one-

fifth never use one, and approximately six per cent use

one once a month. Factors of greater significance than work

status here were age and income. Those under age 35 years

had the highest incidence of never using one, with 50 per

cent of this group reporting no use. Of the once a week

users, an income of more than $15,000 dollars was prevalent

among 51 per cent of the group.

Present hair styles of the younger groups would pre-

clude their use of professional hair care. Contemporary

hair styles may be a factor to be explored in determining

demand for this type of service.

For the use of household help, some differential

between working and non-working women was observed. The

working woman was less likely to use a maid at any time.

Among working women, 77.78 per cent never use one, as

compared to 65.19 per cent of the housewives. Less than

5 per cent of either group have a maid full time. Among

those who use one, once a week to clean, the frequency was
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15.56 per cent among the workers and 28.48 per cent among

the housewives. There is a possibility that working women

are receiving some of the services normally rendered by a

maid from other family members; and also, the large propor-

tion of women who work as a result of economic need may

find this service a luxury which they cannot afford.

Income was a factor in use of household help. For

those women whose family income exceeded $25,000, a maid

was used once a week for cleaning in 51.72 per cent of

the homes and a full-time maid in 11.49 per cent of them.

This survey measured only the use factor of household help

and made no provision for demand. It may be that the

supply factor of maids precludes their use by many of the

women, thus reflecting a very low use factor in the

responses.

This study asked the respondents, who did their yard

care. The working woman responded that she was much less

likely to care for her own yard, with only 10.37 per cent

doing so, as compared to 26.66 per cent of the housewives

who tended their yard. Certainly, a part of this differ-

ential is explained by the larger percentage of working

women, especially singles, living in an apartment. Approx-

imately 50 per cent of both working and non-working women

utilize a family member for yard care. The use of hired

help for yard care was somewhat more prevalent for house-

wives, of whom 17.20 per cent did. Only 10.37 per cent of

-
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the working women used outside help for this purpose.

Income was a definite factor in determining who performed

this service in the household. The lower the income, the

greater the possibility of the woman or a family member

performing the function. The family with an income of over

$25,000 dollars had the lowest incidence of the woman doing

yard care, 11.24 per cent, and the highest incidence of

hired help, 30.39 per cent. It would appear that the effect

of working on the service of yard care had little effect,

except a possible shift of the function to a family member,

when the woman worked.

With respect to car ownership and car repair, the

respondents were asked to list the number of cars in their

family and the year of the newest model they possessed.

The ownership of two cars was the most frequent amount for

both groups of women. Table XXX shows these relationships.

The age of the newest car owned showed very little dif-

ferential by work status. The non-working woman was more

likely to be in a family with more cars than the working

woman.
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Table XXX shows that working women are more likely to have

only one car, which may be attributable to the number of

singles in this group, since conversely, they are more

likely to have three cars in the family than the non-working

woman. Income was a prime factor in both categories, with

those having a family income of more than $10,000 having a

much higher incidence of owning three cars and having newer

cars for their latest model.

Of prime importance, with regard to car ownership, is

the fact that working women appear to be more independent

in the purchase of a new car than the housewife. As

reported earlier in this study, only 49.63 per cent of the

working women need advice or approval from a husband or

family member, as opposed to 83.54 per cent of the house-

wives. This factor would appear important to car dealers,

who may find a woman unaccompanied by a man a prime pros-

pect, if she is currently working. Both working and non-

working women indicated that they bought their cars from

a dealer, with less than 10 per cent of both groups purchas-

ing their car "used". The incidence of purchasing a used

car was greatest for those with an income of less than

$15,000 and less than a high school education.

The repair of the car showed greatest differentials

between the car dealer service department and the repair

shop. While both working and non-working women indicated

their first choice for car repair was the new car dealership,
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31.11 per cent of the working women favored a repair shop,

as compared to only 21.52 per cent of the housewives. The

higher percentage of housewives favoring the car dealer

service department is probably allied to the fact that she

is more likely to own a newer car and therefore use her

warranty.

The marketing implications here would be greater

emphasis by car dealers on their service departments.

Since housewives show the greatest incidence of using

them, it might be profitable to offer transportation

facilities to housewives to encourage their bringing the

car for repair at later hours than would be possible for

the working woman.

Among the services, the gasoline station appears to

have the greatest potential for growth in the development

of self-service for women. Little differential was found

between the non-worker and the worker in preference for

self-service. Some 8.89 per cent of the workers and only

6.96 per cent of the housewives pump their own gas. This

fact is most probably related to feminine roles, which

have traditionally associated the servicing of a car with

a masculine image. Accordingly, service stations could

promote such ideas as "The Pink Pump" soliciting women in

the self-service areas. This should be productive in

terms of reducing the high cost of labor and attracting a

new group of customers. It would surely coincide with

the building of product differential.



109

The Use of Goods and Store Preference--This study was

interested in both the use factor of goods and the most

probable type of store in which they were purchased. A

matrix was developed for this purpose, in which the respon-

dent listed the store where she bought the item or checked

the "do not use" section, if she never purchased the item.

For major appliances, some 60 per cent or more of each

group prefer a department store. A store specializing in

appliances has approximately one-fourth to one-third of the

market. Although work status was not a factor here, age

was very important. The "no use" factor represented 20.25

per cent of those over 55 years and 30 per cent of those

under 24 years of age. Both singles and widows are pre-

valent in these groups.

The purchase of small appliances shows a definite

trend to the discount house. Some 48.10 per cent of the

housewives and 43.75 per cent of the workers chose this

outlet. The second choice was the department store, repre-

senting 40.63 per cent of the working women and 34.18 per

cent of the housewives. Discount houses were favored by

those under age 44 years, having an income of more than

$7,000, while department stores were more prevalent in use

for the opposite groups.

For both groups, phonograph records or tapes were

purchased in about the same ratio in discount houses. Some

37.97 per cent of the housewives and 39.66 per cent of the



110

working women chose this outlet for purchasing them. There

was little apparent differential between working and non-

working women in the use factor. There was, however, a

high "no use" factor for those over 55 years of age (34.18

per cent) and those with a family income of less than

$7,000 dollars (23 per cent).

The purchase of furniture had a higher frequency with

housewives than with working women, most probably attribut-

able to the number of single women in the working group.

Some 13.33 per cent of the working women do not use

furniture, while only 5.70 per cent of the non-working

women reported never buying it. This is most likely due to

the large number of working women who rent an apartment.

The most apparent differential between the working and non-

working groups in furniture was the preference for place of

purchase. Of the housewives, 68.35 per cent preferred a

furniture store, with only 17.72 per cent choosing a

department store for their purchases. The working women

had a first choice of 58.12 per cent for purchasing furni-

ture in the furniture store, but were less divided on their

second choice, with some 30.77 per cent selecting a depart-

ment store.

Those over 55 years of age had a 27.85 per cent "no

use" factor, and 26.0 per cent of those with family incomes

of less than $7,000 dollars bought none. The higher the

family income, the more likely the woman purchased furniture
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in a furniture store, ranging from 56.0 per cent of those

with less than $7,000 dollars family income to 79.07 per

cent of those with more than $25,000 dollars per year

income.

The majority of both working and non-working women

chose department stores for their purchase of children's

clothing. This institution was the choice of 73.03 per

cent of the workers and 50.63 per cent of the housewives.

A children's store was the second choice of the housewives,

accounting for 17.77 per cent of them, while 10.11 per

cent of the working women chose this outlet. Neither group

showed much interest in making their own children's cloth-

ing,with less than 2.0 per cent of each group so reporting.

This represents an even lower "do-it-yourself" factor than

the less than 9.0 per cent of both groups who prefer to

make a dress for themself.

The purchase of beer or liquor showed little differ-

ential between the two work statuses. These items are

purchased by 67.09 per cent of the housewives and 65.93 per

cent of the working women. Although both groups reported

more than 63 per cent use of a liquor store for purchase,

the working woman showed a much higher preference for dis-

count houses, with 14.61 per cent buying there, as opposed

to only 1.90 per cent of the housewives doing so. The

discount house was also preferred by those who were less

than 34 years of age and made less than $10,000 dollars per
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year. The over-55 years of age group had the highest "no

use" factor, 49.37 per cent.

Some 55.56 per cent of the housewives and 48.73 per

cent of the working women purchase cigarettes. The great-

est differential between the two groups was not as much in

usage as in place of purchase. Both groups preferred the

supermarket, but the working woman concentrated most of her

purchases there, with 46.67 per cent responding, as opposed

to only 25.32 per cent of the housewives. The drug store

(21.33 per cent) and the discount house (17.33 per cent)

were the second and third choices of the working woman,

while the housewife was much more divided in her choices

and tended to spread her purchases over a wide range of

outlets.

Age was the best indicator of whether cigarettes were

purchased, with some 30.0 per cent of those under age 25 not

using them and 62.03 per cent of those over 55 years abstain-

ing. The high preference of working women for purchasing

cigarettes in the supermarket emphasizes the convenience

aspect of her buying patterns and reinforces the trend to

"one-stop" shopping, which is discussed in Chapter IV.

Toiletries, such as toothpaste, deodorant, and shampoo,

showed a marked differential in place of purchase, between

the working and non-working women. The drug store was

favored by 39.69 per cent of the working women, while

the discount house was preferred by 39.87 per cent of the
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housewives. There was a high concentration of those under

45 years of age and with incomes from $10,000 to $25,000

who purchased these items in the discount house.

Interestingly, headache remedies (aspirin, etc.),

products closely allied in store displays with toiletries,

showed a much different pattern of store purchase prefer-

ence. More than 45.0 per cent of both non-working and

working groups use the drug store for these purchases.

Approximately 30.0 per cent of both groups selected the

discount house as a second choice. A statistic revealed

in this study that would appear questionable is the fact

that 16.46 per cent of persons over 55 years of age

reported not using headache remedies.

For prescription drugs, the drug store or pharmacy

was the dominant choice of both groups of women, with more

than 70.0 per cent of the women purchasing there. There

may be a tie-in here with the fact that women preferred a

drug store for headache remedies; that is, the image of a

pharmacist and the accompanying paraphernalia is more

dominant in this older, traditional outlet than it appears

in the discount house or department store. This is a high-

profit center and may well be an area where discount houses

could improve their image for a greater share of the market.

The purchase of yard and garden equipment was nearly

three times greater for non-working women than for working

women. The differential, however, would appear to be more
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a factor of type of living quarters than work status. Some

31.85 per cent of the working women reported renting their

living quarters and therefore did not perform any yard

maintenance, while only 3.82 per cent of the housewives did

likewise.

Of those women (90.51 per cent of housewives and 77.04

per cent of the working women) who purchased yard and garden

equipment, the discount house was the number one choice of

both groups. This outlet accounted for 56.71 per cent of

the non-working women and 42.31 per cent of the workers.

A nursery or garden store was the second choice for both

groups. The "no use" factor was correlated with age, with

40.0 per cent of those under age 24 years abstaining. This

is probably accounted for in the previous discussion of

singles and renters.

The purchase of toys showed a marked differential

between the working and non-working women. The housewife

was twice as likely to purchase them as the working women,

with 13.92 per cent of the housewives not purchasing, as

compared to 25.19 per cent of the working women abstaining.

Age, education, and income showed little correlation with

usage. The highest correlation was marital status, with

42.86 per cent of the divorced reporting "no use" and 27.46

per cent of those with no children at home never purchasing

toys. Some 38.46 per cent of singles never purchase toys.
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The discount house was the first choice of both work-

ing and non-working women, with 42.41 per cent of the

housewives and 33.66 per cent of the workers concentrating

their purchases there. The department store was the second

choice of both groups, but the dominant choice of those

over 55 years of age, with 40.0 per cent of them preferring

it. The housewife is twice as likely to purchase toys in

the discount house as in the department store, which repre-

sents only 20.89 per cent of her purchases. The toy store

was a weak choice with all groups, with less than 11.0 per

cent of all groups purchasing there.

The price promotions of discount houses in the Dallas

SMSAhave apparently built the image required for buying

concentration. The strong influence of national brand

names, via the television commercials, makes price compari-

sons simpler in this area than for most other products.

The purchase of flowers had a high use factor for all

of the respondents, with more than 85.0 per cent of both

groups purchasing them. The store preference was almost

exclusively a florist; however, that factor is somewhat

blurred by the fact that this type of outlet remains the

major source of supply in this area. In other parts of the

country, flowers are sold by supermarkets, variety stores,

discount houses, department stores, nurseries, and street

vendors. In the Dallas SMSA, these outlets are inconse-

quential, and as such, concentrate the purchases in one
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type of outlet, namely a flower shop. The highest inci-

dence of "no use" was among the lower-educated having less

than a high school diploma, and among those earning less

than $10,000 per year, running 25.0 to 30.0 per cent

respectively.

Consumer behavior in the purchase of .automobiles

showed little differential between working and non-working

women. More than 83.0 per cent of both groups bought them

at automobile dealers. There was some differential, how-

ever, among the used car purchasers, with 12.0 per cent of

the workers, and only 8.0 per cent of the housewives,

reporting this preference, or reporting that they purchased

at no special place, suggesting that they might buy a new

or used car.

The highest correlation for "no use" was for those

making less than $10,000 a year. This group also had the

highest incidence of driving an older car, with 67.74 per

cent of this group having their newest car four years or

older. This would suggest a low frequency of purchasing

for this group. Those over 55 years of age had a 17.72 per

cent "no use" factor, with approximately 47.0 per cent

owning a car more than 4 years of age.

Leisure Time Activities

This study asked the respondents how they spent their

leisure time. To assist in quantifying this data and



117

defining the term with some standardization for all women,

a number of choices were offered for the woman to check if

they applied to her life style. A blank line was also

provided for the respondent to fill in with other activ-

ities, which were not listed on the questionnaire. Table

XXXI shows the responses to this question.

TABLE XXXI

LEISURE TIME ACTIVITY BY WORK STATUS

Activity Per cent Responding

Non-working Working
Women Women

Yard work 46.20% 21.48%
Helping husband with
business 10.16 4.44

Shopping 44.30 42.22
Cooking 44.30 40.74
Talking with friends 46.20 45.93Church work 29.75 25.19
Reading 63.35 72.59
Watching T.V. 63.29 73.33
Movies, plays,
musicals 22.78 32.59

Sleeping or lounging 12.03 25.93
Swimming, tennis or

golf 20.25 21.48Bowling 1.27 5.93*Other 38.61 30.37
*A blank line was inserted in the questionnaire forthe respondent to list additional activities. This figurerepresents the per cent of women using that space. Thecontent of their answers is found in the discussion of thetable in the body of the study.

Table XXXI is arranged so that the reader may see the

trends by reading vertically. By doing so, it may be noted
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that the housewife is twice as likely to use her leisure

time to engage in yard work and help her husband with his

business. She is only slightly more inclined than her

working counterpart to use her leisure time for shopping,

cooking, talking with friends, and church work. The work-

ing woman is much more likely than her non-working counter-

part to use her leisure time for reading, watching tele-

vision, attending movies, plays, and musicals, sleeping and

lounging, or engaging in active sports.

The "Other" section of this question was voluntarily

filled in by 125 women, 33.42 per cent of the respondents.

The following results were found: non-working women

mentioned civic club work, school volunteer work, trans-

porting and assisting children, and playing bridge with

the most frequency; and crafts, needlework, and sewing with

somewhat less frequency. The working woman emphasized

camping, boating, crafts, needlework, and painting, with the

most frequency, and knitting and sewing with somewhat less

frequency. Consideration should be given here to the fact

that had these items been placed in the body of the

questionnaire for checking by the respondent, they might

have received more response and a different distribution.

Only generalizations for this category can be made, owing

to the manner in which the question was posed.

-two,Amoy& 1w,
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Comparison analysis of work status and leisure-time

activities shows that the housewife favors home-centered

activities and those which are people-centered or social

in nature. The working woman is more self-centered,

reflected in activities which require no social accompani-

ment and are often removed from the home. This phenomenon

may be partially explained by the larger number of working

women who have few, if any small children in the home,

and are therefore less confined to the home. It may be

also explained by the fact that her additional income

enables her to engage in activities that are more luxurious

in value and compensate for the fact that she is working.

The analysis of the data also revealed that several

demographic factors were statistically related to the fre-

quency of selection of certain leisure-time activities.

Those women who engaged in yard work were most likely to

be over 25 years of age, have less than a high school

diploma, and have a family income ranging from $10,000

to $25,000. The amount of reading was closely allied

with the education of the respondent, including only

54.05 per cent of the women with less than a high school

diploma, and increasing to 83.33 per cent of those who

had completed some graduate college work. Watching tele-

vision was most frequent among those over 55 years of

age (77.22 per cent) and having an income of less than
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$10,000 (82.14 per cent). Helping a husband with his busi-

ness was most prevalent among those whose income was over

$25,000, with 12.36 per cent so responding. The best

indicator, among those studied, for predicting the use of

leisure time for sleeping or lounging was having an income

of less than $10,000, with 32.14 per cent indicating this

preference. Engaging in active sports, such as swimming,

tennis, or golf was most frequent for those women under 35

years of age (34.15 per cent), having a family income of

more than $15,000 (31.46 per cent). Conversely, bowling

was preferred more frequently by those who had less than

$10,000 income (8.82 per cent).

Of the items listed for response in leisure time

actitives, those most frequently checked by all respon-

dents were reading (70.86 per cent), watching television

(66.06 per cent), talking with friends or relatives (44.65

per cent), shopping (41.98 per cent), and cooking (42.25

per cent). Among the fill-in activities listed as "other",

the most frequently added were civic clubs, sewing, crafts,

and needlework, knitting, boating, camping and helping

children in their activities, in that order.

Newspaper Readership--This study was interested in

investigating the frequency of newspaper readership among

the women. The housewife appeared as a more likely
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candidate to read the paper every day than the working

woman. Table XXXII shows the relationship of the two

groups in this category.

TABLE XXXII

FREQUENCY OF NEWSPAPER READERSHIP
BY WORK STATUS

Frequency Per cent Responding

Non-working Working
Women Women

Once a day 85.90% 78.30%
Sometimes during the week 11.54 18.52
Only when looking for

something 1.28 1.48
Rarely, if ever 1.28 3.70

Table XXXII indicates that the housewife places more

value on newspaper readership than her working counterpart.

This factor corresponds with the housewife's response

regarding use of newspapers in purchasing food and clothing

for herself, as discussed previously. The non-working woman

was almost twice as prone to rate newspapers helpful in

buying food, 50 per cent more likely to look in newspapers

for price specials on foods, and more than twice as likely

to use newspapers as her major criterion for selecting a

store to purchase her personal clothing. The newspaper

appears to be a more effective media for reaching the

housewife than it is for reaching the working woman. This
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survey made no attempt to establish the degree of coverage

or thoroughness with which the women read a paper.

In addition to the differential of readership noted

among working and non-working women, there was almost

perfect linear correlation to age, education and income

factors of the respondents, regardless of work status.

Table XXXIII shows this progression for the response of

"Read a daily newspaper once a day."

TABLE XXXIII

PERCENTAGE OF WOMEN RESPONDING TO DAILY
READERSHIP OF A NEWSPAPER BY
EDUCATION, INCOME, AND AGE

0 0
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Per cent 79.41 69.64 75.38 _85.44 93.10
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Per cent 20.0 1 74.07 -83.0 87.50 1 92.41-

Based on the data received from the respondents, Table

XXXIII would indicate that all three factors, education,
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income, and age are key indicators of the predictable fre-

quency of women's newspaper readership, even though the

factors themselves are not statistically related to each

other.

Television Viewing--As would be expected, the amount

of television viewing showed some marked differentials

between working and non-working women. The worker,

presumably with less time in the home, is more than twice

as likely to not watch any television as her non-working

counterpart. Table XXXIV shows these relationships in

viewing time.

TABLE XXXIV

TELEVISION VIEWING TIME BY WORK STATUS

Viewing Time Per cent of Women Responding

Non-working Working
Women Women

Rarely or never 5.06% 12.59%
Less than 3 hours daily 46.84 61.48
More than 3 hours daily 48.10 25.93

Table XXXIV shows that the working woman is nearly two

and one-half times more likely to watch less than 3 hours

of television daily than she is to watch it more than that

time. The chance of her rarely or never viewing it is two

and one-half times more probable than with her non-working

counterpart. Modest educational attainment and low incomes
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were correlated with the incidence of viewing more than

three hours per day.

Newspaper Readership Related to Television Viewing--

To establish if one medium was merely a substitute for the

other, this study correlated the response to the question

of newspaper readership to the one regarding television

viewing. The results show that the woman who reads a

newspaper once a day is also the most likely to watch more

television. Table XXXV shows the relationships of these

categories.

TABLE XXXV

FREQUENCY OF NEWSPAPER READERSHIP RELATED TO
TELEVISION VIEWING TIME FOR ALL WOMEN

Incidence of Women Per cent of Women
Reading Newspaper Viewing Television

Less Than More Than
Rarely 3 Hours 3 Hours

Rarely, if ever 25.0 % 37.50% 37.50%
Once a day 5.90 55.74 38.36
Sometimes during week 15.69 56.86 27.45
Only when looking for

something 20.0 60.0 20.0

An analysis of Table XXXV would indicate that there

is little or no justification in assuming that newspaper

readership is a substitute for television viewing. Caution

should be exercised in making statistical inference from

this table since the distribution of the sample was heavily

--
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concentrated in the "once a day newspaper readers," who

represented 82.66 per cent of the responses to the original

question on newspaper readership. For this reason, the N

was too small in each of the other categories for reli-

ability of correlation.

In conclusion, it may be said that work status is a

better indicator of the amount of television viewed than

it is for newspaper readership. For those who rarely read

a newspaper, television is obviously not a substitute,

since they, collectively, watch less television and show

no differential in amount of overall viewing time. Other

possible inferences from this data are (1) the housewife

has more time to read a newspaper and view television than

the working woman, but more importantly, is in a position

to take advantage of opportunities offered in these media.

The working woman cannot respond as fast to sales, meet-

ings, events and the like, due to work consuming her day-

time hours. (2) The housewife has less exposure to the

outside world, and as such, may feel a greater need to

observe it through the media.

Eating Outside the Home--This activity was categorized

as part of leisure time, since the question specifically

indicated that business lunches and dinners were not to

be included in the response. The respondent was asked two

questions: one asking if she ever ate outside of the home,
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and the other, if she ate out for pleasure, what type of

facility she would most likely choose.

Table XXXVI shows the relationship between frequency

of eating out by work status. The working woman is much

more inclined to eat out two to three times per week (28.89

per cent) than is the housewife, of whom 17.31 per cent so

engaged.

TABLE XXXVI

FREQUENCY OF EATING OUT BY WORK STATUS

Frequency of Per cent of Women
Eating Out Non-working Working

Rarely, or never 5.13% 5.19%
2-3 times per week 17.31 28.89
Once a week 29.49 27.41
2-3 times per month 26.28 20.0
Occasionally throughout

the year 21.79 18.52

The greatest differential between the two groups is

shown in Table XXXVI as occurring in the 2-3 times per

week category, suggesting that working accelerates

the frequency of eating outside the home. Where the pattern

of eating out is once a week or less, there is very little

differential.

Other factors which showed up in the analysis of the

survey, correlating with the frequency of eating out,

are higher education and an income of over $10,000 dollars.

- - i " 1 4111-4- Ait - , -, , Z t- ,, , , , - , , , -- I '. ,
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The latter factor increased the frequency rate of eating

out by three times.

The selection of type of restaurant facility, using

the criterion of type of service facilities offered in the

establishment, showed little, if any, differential between

the working and the non-working women. More than 70 per

cent of both groups preferred a full-service restaurant

when dining out. The second highest category for both

groups was the cafeteria, with some 17.0 per cent of each

group reporting this preference.

The type of eating facility selected by the women was

not related to their work status. Income and age showed

more significance in this area. Some 87.64 per cent of

those women who had a family income of more than $25,000

preferred the full-service restaurant. The cafeteria was

the selection of more than one-third of those women over

age 55 years, and the preference of more than one-fourth

of those with an income of less than $15,000.

Self-service, quick-order, and drive-in showed very low

preferential among the women in this survey. This is of

some concern, since this type of food outlet is proliferat-

ing in this area and would normally be reflected in the

sample. The lack of response to this category could be the

fault of the manner in which the question was worded; or it
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may reflect a facility preferred by the respondents on a

more sporadic basis, and as such not considered a regular,

habitual dining-out facility. Of the few persons (4,84

per cent of the total respondents) who listed self-service,

quick-order, or drive-in, their profile reflected an

education of one to three years of high school, and less

than a $7,000 income.

Vacation--This survey asked the women if they took a

vacation of five days or more per year away from home. Work

status appears to be insignificant in establishing a dif-

ferential here. Slightly more than 50.0 per cent of both

groups took at least one vacation a year. Some 19.0 to

20.0 per cent of both groups never took one. The housewives

showed a slight lead of 29.90 per cent taking more than one

a year, contrasted to the working women, of whom only 20.0

per cent took multiple vacations. This is probably explained

by the fact that most working women are eligible for a maxi-

mum of one vacation per year. Income had the closest cor-

relation to more than one vacation per year, representing

48.31 per cent of all those with more than $25,000 per year

income. The small differential in the per cent of working

women versus non-working women in the vacation construct

would suggest that other factors not found in this survey

are better predictors of potential vacationers.
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When asked what influences the choice of their vaca-

tion spot, more than 50.0 per cent of both groups selected

"sightseeing and exploring new places." The second choice

for both groups was "the location of friends or relative's

homes." This choice accounted for approximately one-fourth

of both groups. The remaining choices were fairly evenly

divided among the multitude of choices offered in the

questionnaire and showed low statistical frequency. Work

status showed little evidence as a good indicator in this

category. Education and income showed some relationship to

choice of sightseeing versus staying at a relative's home.

Those with a college education and more than $15,000 per

year income were much more likely to select sightseeing,

while those with $7,000 to $15,000 annual income per year

were much more likely to spend their vacation in a friend's

or a relative's home.

The fact that sightseeing and exploring new places

showed good correlation with income and education parallels

the marketing theory of the new high mobiles, those persons

whose business causes frequent residential moves. These

persons are less tradition-bound and less tied to the family

of either spouse. Therefore, they are more likely to be

independent in their choice of vacation spots, not only as

a result of more income, but also as a result of a new set

of values for their life styles.
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Attitude and Use of Selected
Retail Initiitutions

Since this study was concerned with consumer behavior,

it was deemed appropriate to investigate the attitudes of

the women toward a select group of retail institutions.

Accordingly, questions were asked regarding non-store retail-

ing (door-to-door salesman, vending machines, and mail order

catalogs), and the discount house.

Non-Store Retailing--The respondents were asked their

attitude toward door-to-door salesmen. The question was

posed, "If a door-to-door salesman came to your house, when

you are there, would you?" with an appropriate choice of

responses, including "no opinion." Although the differen-

tial was small, the housewife appeared to be more responsive

than the working woman to his (or her) visit. Table XXXVII

shows the responses.

TABLE XXXVII

ATTITUDES TOWARD DOOR-TO-DOOR SALESMAN
BY WORK STATUS

Attitude Reaction Per cent of Women Responding
Non-Working Working

Women Women

Avoid answering the door 18.99% 25.93%
Answer door and get rid of

person 48.73 48.15
Review products and pur-

chase if interested 22.78 18.52
No opinion 9.49 7.41
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For the two response categories of "Avoid answering

the door" and "Answer the door and get rid of person,"

Table XXXVII shows that 74.08 per cent of the working women

and 67.72 per cent of the non-working women are so inclined.

The review of the products showed a slight differential

favoring the housewife.

A review of the demographic factors reveals an interest-

ing phenomenon. The woman who has completed some graduate

college work had the highest incidence of "Reviewing prod-

ucts and purchasing if interested." She also had the highest

work force participation rate of any educational category,

with 47.62 per cent so responding. While this phenomenon

is not explainable with the limited facts presented, it

would tend to disprove the idea that working is the major

factor for a negative response to door-to-door selling. It

would also negate the association of a more positive atti-

tude toward door-to-door selling with low mobility of the

individual. Surely, the working woman with graduate college

work is considered one of society's "high mobiles."

There was no relationship in attitude to income, and a

slight one for age, with the very young and those over 55

years of age showing the least likelihood of "Reviewing the

products."

A recent conversation (September, 1973) with the

Regional Director of the Fuller Brush Company for the Greater

Dallas Area revealed some interesting contemporary facts
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regarding the industry. She noted that the general publics'

awareness of the high crime rate, coupled with the absence

of working women from the home during the daylight hours,

had posed a serious problem for this type of distribution.

To combat this problem, this company has employed women for

65.0 per cent of its sales staff, and they begin their work

day around 4:00 p.m. each day. Interestingly enough, this

manager indicated that the type of neighborhood no longer

made the number of working women predictable. Other than

the very expensive ones, the chance of a female working

had infiltrated all types of housing classes.

Another problem which besets this type of selling is

the problem of recruitment. In a period of economic pros-

perity, such as this country is currently experiencing,

the need by the companies for salesman is very high and the

low desirability of this type of work precludes many

persons from applying for a position. The mortality rate

is so high that extensive training is too costly for the

company to incur. In addition to these problems, the

mobility of the shopper today, brought about by automobiles

and numerous shopping centers, make this type of distribu-

tion somewhat obsolete and less desirable.

The vending machine represents one of marketing's

newest types of retail distribution and is growing at the

rate of 9.0 per cent annually.1 5

1 5 Dallas Times Herald (September 12, 1971), p. A-36.
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The questionnaire asked the respondent to indicate the

products they purchased in vending machines, if any. Table

XXXVIII shows the responses.

TABLE XXXVIII

USE OF VENDING MACHINES BY PRODUCT
AND WORK STATUS

Products Purchased Per cent of Women Responding
Non-working Working

Coffee and soft drinks 25.81% 21.05%
Cigarettes 4.52 3.76
Candy 1.94 6.02
Lunch
Use for two or more of

the above 19.35 40.60
Never use 48.39 28.57

Table XXXVIII shows that the differential for working

women as compared to housewives, was very substantial.

Nearly one-half of the non-working respondents never used

a vending machine. This would suggest heavy usage in work

establishments. The use of this dispenser for two or more

products was more than double for the working woman. The

percentages listed in the single products category do not

include those persons who listed two or more selections.

These were omitted to avoid duplication of responses.

Other factors of significance in relation to vending

machine use by the respondents related to age, income, and
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education. Those persons over age 55 years had a 63.64

per cent "no use" factor. Those women whose income was

less than $7,000 had lowest usage, with some 55.88 per

cent responding that they did not use a vending machine.

The woman most likely to use the vending machine is under

35 years of age, in the $10,000 to $15,000 income bracket,

working, and possessing a high school diploma or less edu-

cation. This profile is closely allied to clericals and

secretaries, who comprise 44.44 per cent of the working

women in this survey.

The use of mail order catalogs would appear to be the

preference of the non-working woman. The use of a catalog

for shopping is nearly twice as common for the housewive

as it is for the worker. Because- mail order selling has

taken on new characteristics in recent years, such as tele-

phone ordering, and catalog order desks in stores, in addi-

tion to the traditional method of mailing in orders, this

survey questioned the respondents in each of these categories.

Table XXXIX gives the percentages of women responding in

each category. It is interesting to note that many more

working women than non-working women never used a mail order

catalog. Since this form of distribution offers "conven-

ience" in shopping, it would appear that working women pro-

vide a potential generic market for mail order retailing.
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TABLE XXXIX

USE OF MAIL ORDER CATALOGS BY WORK STATUS

Method of Use Per cent of Women Responding

Non-working Working
Women Women

Phone orders into store 57.05% 40.74%
Mail orders into store 6.41 9.63
Use catalog order desk

in store 10.90 6.67
Never use mail order

catalog 25.00 42.22

It is obvious after viewing Table XXXIX that the

original use of mail order catalogs, that is, mailing orders

into the store, has become somewhat passe at the present

time. The adaptation of this method of distribution to the

needs of an urban society is noteworthy.

The higher the education of the respondents, the less

frequent a user she is of any type of catalog. The mobility

and self-confidence associated with the higher-educated

women would perhaps account for this phenomenon. There was

no correlation of usage with income or age.

The Discount House--A relative newcomer on the retail-

ing scene is the discount house, which made its appeareance

in the late 1950's and came into its own in the 1960's.

The dimensions of this industry are discussed in some detail

in Chapter IV in the analysis of the Dallas SMSA Institu-

tions. This section is confined to an analysis of the

9$TW ,&AAWWA-- - , I y3x WWW* 1-- . - o"Nommi a 11 - --
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response given to the questions regarding the attitude

toward and use of the discount house in the questionnaire.

The respondent was asked, "Do you ever shop in a dis-

count store?" The responses received on this question show

that the use of and attitude toward this institution tend

to favor the housewife. Table XL shows the usage factor

and frequency of use of this institution.

TABLE XL

FREQUENCY OF USE OF THE DISCOUNT HOUSE
BY WORK STATUS

Per cent of Women Responding
Frequency Non-working Working
of Use Women Women

Once a week or more 24.68% 21.48%
Once very month 39.87 34.81
Rarely, if ever 35.44 42.96

As is shown in Table XL, more than two-fifths of the

working women and more than one-third of the housewives

rarely if ever go into a discount house. Some 64.55 per

cent of the housewives and 52.29 per cent of the working

women visit one at least once a month or more.

The woman least likely to use the discount house is

over 55 years of age, reporting a "no use" factor of

60.76 per cent, or makes less than $7,000 per year

(53.0 per cent never use). The profile of the woman most

likely to shop there is one who is between the ages of
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25 years and 34 years, married, not working, in the $7,000-

to-$15,000 income group, with children under age 18 years

living at home.

In addition to work status, age appears the best

criterion for predicting usage of the discount house. Those

under 24 years of age are infrequent patrons, presumably

because they are more likely to be single and have less

need for the large quantity packaging so prevalent in this

institution.

The respondent was asked, "Do you believe that prices

on most items are less expensive in a discount store." Some

66.57 per cent of the entire sample reported "yes." This

figure was distributed into 67.74 per cent of the house-

wives and 61.48 per cent of the working women responding

positively to the question. If the respondent answered

"yes" to this question, she was asked to check from a list

those items whose prices she believed were less expensive.

The responses to this question are shown in Table XLI.

Since the major selling motivator of the discount

house is the promotion of lower prices, the attitude of the

respondents on this factor should be significant. Table

XLI reveals that there was a great deal of consensus among

the women regarding the price level of the products men-

tioned. There were, however, some differences of opinion

between the two groups of women. In the area of food and
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TABLE XLI

PRODUCTS IN DISCOUNT HOUSES PERCEIVED AS
LESS EXPENSIVE BY WORK STATUS

Item Per cent of Women Responding
Non-working Working

Women Women

Toiletries and Drugs 55.70% 53.33%
Toys 37.97 20.00
Prescription drugs 32.28 29.63
Household goods 32.28 39.26
Food 29.11 22.22
Ladies' clothing 17.09 15.56
Children's clothing 16.46 28.50
Men's clothing 13.92 14.07
Major appliances 10.13 21.48
Furniture 6.96 7.41

toys, the housewife appeared to have a more positive image

of the lower prices offered at the discount house. The

items of major appliances and household goods had a reverse

image, with the working woman perceiving them as much more

illustrative of low prices than did her non-working counter-

part. The table is arranged in descending order of frequency

of each item reported by the entire sample.

Youth was definitely on the side of the discount house

in its image of low prices. Some 90.0 per cent of those

under age 24 years and 83.95 per cent of those 24 to 34

years believed prices were cheaper at the discount house,

while only 46.84 per cent of those over 55 years thought

likewise. It is difficult to determine if the low image of
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the elder citizen is the cause or effect of their low

usage. An exploratory study on this point might prove very

productive.

As income rose, the respondent had a more positive

image of lower prices in discount houses than other stores

for certain products. These were food, toys, and prescrip-

tion drugs. The higher income groups are generally more

aware of prices and product offerings. The age bracket of

25-to-34 years had a much higher than average image (32.93

per cent) of lower prices in foods, presumably the result of

having children in the home and buying in larger quantities.

To establish credibility of attitude to usage, an

analysis was made of the purchases by the women, by store,

for correlation of actual buying to attitude, Their prefer-

ence for discount stores matched their attitudes on the

individual products in all categories except food. For

this item, Table XLI revealed that the non-working woman per-

ceived lower prices for food at the discount house, yet she

was less likely than the working woman to purchase food

there. The reliability of matching attitude with perform-

ance was substantiated on all other items.

Considering the amount of plant space invested in the

food section of most discount stores, the results of this

survey would suggest that a more positive image of the food

section would be developed by discount houses.
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Attitude Toward Promotion and Advertising

To obtain specific attitudes of the women in the

areas of promotion and advertising, this study asked the

respondents to evaluate advertising in various categories,

specifically, how they believed it portrayed women, and

their opinion of advertising in newspapers, magazines, and

television. The utilization of newspaper advertising for

the purchase of clothing and food was discussed previously

in the specific categories involved.

In the area of promotion, the respondent was asked to

select from a group of responses, the most effective means

of getting the respondent to purchase a product, such as

food, shampoo, soap, etc.

To compare the opinion of advertising in newspapers,

magazines and television with exposure to these media, the

responses to the question of opinion of advertising, over-

all, were matched first to the readership of newspapers,

and second, to the amount of television viewing reported by

the working and non-working women.

Advertising--Considering all respondents, collectively,

most women rated advertising in newspapers, magazines and

television, as "fair and could use improvement," with 41.99

per cent of the total sample so responding. Some 30.39 per

cent of all women rated it as "useful and informative."

When the sample was analyzed by the response of working and

non-working women, some differentials became obvious. Table

,W --Opmw, . , , " I .. . - "-t
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XXXVII shows a breakdown of the opinions of advertising

by work status. It should be noted that the non-working

women consistently found advertising more usefu, and had

a higher opinion of it, than the working woman. They were

also more opinionated, with only 2.53 per cent of the

housewives reporting " noopinion" and 8.33 per cent of the

working women undecided about their opinion.

TABLE XLII

OPINION OF ADVERTISING IN NEWSPAPERS,
MAGAZINES AND TELEVISION

BY WORK STATUS

Opinion Per cent of Women Responding

Non-working Working
Women Women

Useful and informative 36.08% 26.52%
Fair and could use

improvement 43.67 38.64
Untruthful and mislead-

ing 16.46 26.52
No opinion 2.53 8.33

In Table XLII, if the first two categories are combined,

that is, the per cent of women responding that advertising

is "useful and informative," or "fair and could use improve-

ment," the differential between working and non-working

women becomes even more pronounced. It includes some 79.75

per cent of the housewives and 65.16 per cent of the working

-
-
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women. This means that the non-working women had a higher

overall opinion of advertising than did the working women.

The opinion of women on how advertising portrays them

reveals a marked differential between the working and non-

working women. The housewife is much more apt to perceive

the role of women portrayed as a housewife, while the

working women's concept is somewhat different. She sees

advertisers portraying women as "desiring glamour for sex-

ual appeal." The working woman was also more prone to have

"no opinion" on the matter than the housewife. Table

XLIII outlines the relationships of the work status of

women and their perception of how women are portrayed in

advertising.

TABLE XLIII

OPINION OF HOW ADVERTISING PORTRAYS WOMEN
BY WORK STATUS

Role Per cent of Women Responding
Non-working Working

Women Women

Housewife 41.14% 35.11%
Dependent upon males for
decisions 4.43 3.05

Desiring glamour for
sexual appeal 31.65 38.93

As a business woman 2.53 2.29
No opinion 16.46 20.61
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The preceding table clearly indicates that very few

women, regardless of work status, believed that advertising

portrayed a woman as a business woman or as dependent upon

males for decisions. There was consensus on the idea that

women were shown as feminine role players, a role which

often carries the passive, non-intellectual image,

Education was related to the women's response to both

the question of opinion of advertising and the portrayal of

women. The higher the educational background of the respon-

dent, the more likely she was to rate advertising as only

"fair or misleading," and see women portrayed as sex symbols.

In the age brackets, the women under age 35 years were twice

as likely as those over 55 years of age to see women por-

trayed as housewives, as opposed to sex symbols. The older

woman may interpret advertising's portrayal of women as

symbolic of women desiring glamour, since it is a contrast

to yesteryear, when less emphasis was placed on youth and

glamour.

Since housewives are more inclined to read a newspaper

once a day, and watch television more hours per day, this

study matched the responses to opinion of advertising with

frequency of readership and viewing. The purpose of this

correlation was to determine if exposure makes one more or

less critical of advertising. Table XLIV shows that the

smaller the amount of daily readership, the more critical

the respondent was of advertising.
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TABLE XLIV

RELATIONSHIP OF NEWSPAPER READERSHIP TO
OPINION OF ADVERTISING

Opinion of Per cent of Women Responding
Advertising

Read Sometimes Looking
Rarely Once During for
Read A Day the Week Something

Useful and informative 1.82% 85.19% 12.96% . .%
Fair and could use

improvement 1.32 86.18 11.84 .66
Untruthful and mis-

leading 2.50 76.25 17.50 3.75
No opinion 5.26 73.68 15.79 5.26

As is apparent in the table, there was little differential

in daily readership among those who rated advertising use-

ful or fair. Those who found it untruthful and misleading

had a lower incidence of daily readership and a higher

frequency of occasional readership. This study recognizes

that it is difficult, with the information presented, to

determine whether a low opinion of advertising is the cause

or effect of low readership. However, the fact that some

76.25 per cent of the respondents who rated advertising as

untruthful and misleading read the paper once a day would

negate the position that low opinion is the cause of low

readership.

In matching the responses of number of hours of tele-

vision viewed per day to opinion of advertising, there was

little evidence that the amount of television viewed affected
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the overall opinion of advertising. The relationships are

shown in Table XLV.

TABLE XLV

RELATIONSHIP OF TELEVISION VIEWING TO
OPINION OF ADVERTISING

Women Stating This Per cent of Women Responding to
Opinion of Advertising Television Viewing Time

Less Than More Than
Rarely 3 Hours 3 Hours
If Ever Per Day Per Day

Useful and informative 5.45% 58.15% 36.36%
Fair and could use

improvement 7.89 53.95 38.16
Untruthful and mislead-

ing 8.64 56.69 34.57
No opinion 26.32 47.37 26.32

Table XLV points out that the opinion of advertising varies

very little with the amount of television viewed. For those

watching less than 3 hours per day, an almost equal number

of the respondents shared positive and negative opinions of

advertising. This same phenomenon was true for those who

watched less than three hours of television per day. The

only statistically significant variable was among those who

expressed "no opinion." Almost twice as many of the lesser

viewers expressed "no opinion," as those for whom television

consumed more than three hours per day. This would tend to

show that opinions of advertising are not pre-conceived,

but are formed after increased television viewing.
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To investigate the value placed by the respondents on

the way advertising portrayed women, the responses in that

category were matched to their overall opinion of adver-

tising. Table XLVI shows -these relationships. The most

obvious finding from this table is the fact that among

women who find advertising "untruthful and misleading,"

the portrayal of women is more likely to be perceived as

"desiring glamour for sexual appeal." Those who found

advertising "useful or fair" were most likely to perceive

women as shown as housewives. If a deduction were to be

made, it would be that women apparently find the women por-

trayed as a sex symbol.

TABLE XLVI

RELATIONSHIP OF OPINION OF ADVERTISING TO
THE PORTRAYAL OF WOMEN

Opinion of
Advertising

Useful and informa-
tive

Fair and could use
improvement

Untruthful and mis-
leading

No opinion

Per cent

ai)
4-1

44.86%

42.67

35.90

0)0

pct

2.80%

4.00

2.56

of Women Responding

ow
00

0

28.97% .93% 22.43%

36.67 1.33 15.33

42.31 3.85 15.38
26.32 5.26 68.42

I
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Table XLVI shows that women who had "no opinion" about the

quality of advertising also had "no opinion" about how

advertising portrayed women. Cross-tabulation of these two

questions provided an opportunity to test the consistency

and reliability of the respondent's answers.

Those women who perceived advertising's portrayal of

women as a housewife were most likely to be under 35 years

of age and in the higher income groups. Those women who

saw the woman portrayed as a sex symbol were over 45 years

of age, regardless of education or income.

A conclusion from this data is that advertising aimed

at the younger generation is better received by that

audience if it portrays women as housewives, as opposed to

sex symbols. Exploration of how women would like to see

women portrayed in advertising would be meaningful.

Promotion--The respondents were asked to select from a

choice of response categories the manner they thought would

be most effective in getting them to purchase a product such

as food, shampoo, and soap. Table XLVII indicates that both

working women and non-working women had commonalty of thought

with regard to their first choice. Both groups had more

than 58.0 per cent of the respondents selecting "free

sample mailed to the home" as their first choice. Other

selections showed some differentials between the two work

statuses.
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TABLE XLVII

PROMOTIONAL PREFERENCE FOR MEANS OF
INTRODUCING A PRODUCT BY WORK STATUS

Means Preferred Per cent of Women Responding
Non-Working Working

Women Women
Free sample mailed to your

home 58.71% 58.91%
Free sample given in store 6.45 6.20
Cents off coupon printed

in newspaper 18.71 6.98
Cents off coupon given in

store 2.58 3.88
Seeing product demon-

strated on television 13.55 24.08

The housewife was three times as likely to prefer a

"cents off" coupon in the newspaper as her working counter-

part. This differential would correspond to the previous

finding that working women read the newspaper less often

and utilize it less than the housewives for food or personal

clothing shopping. Viewing of a product on the television

screen was preferred by almost twice as many working women

as housewives. Ironically, working women watch less tele-

vision than the housewife and find the advertising on this

medium much less palatable.

Income and education had little, if any, effect on the

manner in which the women preferred to be introduced to a

product. For all categories, the first choice was being

sent a sample in the mail, representing 60.06 per cent of

a i
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the entire sample. As shown in Table XLVII, the major

differentials appeared in the second choices of the respon-

dents. In addition to the work status, shown in that table,

age showed some relevance. Those over age 34 years pre-

ferred a "cents-off coupon in the newspapers." "Demonstra-

tion of the product on television," was the dominant second

choice of those over 55 years of age, representing 21.33 per

cent of that group.

It may be concluded from the analysis of this question

that sending a free sample of a product to the home is well

received by women of all categories. The use of a cents-

off coupon in the newspaper is more restricted to non-work-

ing women over 55 years of age. In 1971, Chain Store Age

completed a survey of consumer's attitudes toward promo-

tional devices and found that free samples received the most

favorable responses of the women surveyed. Their conclusion

was that this represented the least effort of the respon-

dent.1 6 This was reinforced by A. C. Nielson Research,

Inc. in 1969, after they researched redemption rates of

newspaper and direct mail coupons. Their findings showed

that 17.5 billion coupons were printed by the food and drug

industry; only 3.0 per cent of those offered in

1 6 Delbert J. Duncan, et. al., Modern Retailing Manage-
ment (Homewood, Illinois, 1972), p. 473.
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newspapers were redeemed, and 15.0 per cent of those sent

by direct mail were redeemed for the products.1 7

Use of Credit

An area of increasing importance in the study of con-

sumer behavior is the use of credit instruments by women.

With the present national interest in equal rights, this

subject has received considerable attention from both a

legal and an economic viewpoint. To investigate this area,

the respondents were asked to complete five questions in

the survey. These questions interrogated the women regard-

ing their personal use of major credit cards, if they had

ever applied for credit in their own name without the use

of their husband's signature, if they were issued or refused

credit, and if they thought it would be difficult for a

woman, regardless of marital status, to obtain credit in her

own name. To test their knowledge and attitude toward the

use of credit, the last two questions asked them to indicate

the credit agency they thought would charge the lowest rate

of interest in the purchase of a car, and finally, how they

preferred credit to be stated (as a per cent or in dollar

amount) in the installment purchase of a major appliance,

television, or furniture. Some substantial differentials

were found between working and non-working women.

17Ibid.
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TABLE XLVIII

USE OF CREDIT INSTRUMENTS BY WORK STATUS

Category Per cent of Women Responding
Non-working Working

Women Women

Per cent of women who ever
applied for credit in
their own name 39.24% 53.13%

Per cent issued credit in
own name 91.67 86.57

Use of major credit cards:
Gasoline card 77.22 66.67
Retail store card 74.05 73.33
Bank card 44.94 40.00

Table XLVIII shows that a considerably larger percent-

age of working women than non-working women have applied

for credit in their own name. This factor is most probably

explained by the higher incidence of marriage among the non-

working women, who may not have had an occasion to apply for

credit in their own name.

In the use of major credit cards, the non-working women

had a higher incidence of ownership and use than their non-

working counterpart. This would reinforce that non-working

women (87.74 per cent of whom were married) used credit

issued to their husbands and therefore did not apply for it

in their own name.

The differential between the two groups, on the per-

centage of women who had applied for credit being issued
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it, was very small. Caution should be exercised in analyz-

ing this figure, however, since the study did not measure

the number of applications per person, and this could be

a key factor in measuring the incidence of issuance.

To test the relationship between the application for

credit and the perceived difficulty level of obtaining it

by the women, the responses to these two questions were

compared. Table XLIX shows the relationships.

TABLE XLIX

RELATIONSHIP OF APPLICATION FOR CREDIT AND
PERCEIVED DIFFICULTY OF OBTAINING IT

Category Per cent of Women Responding
Not

Difficult Difficult
to Obtain to Obtain

Applied for credit 54.55% 45.45%
Had not applied for

credit 70.26 28.70

Table XLIX clearly points out that when all of the

respondents are considered collectively, there is a strong

relationship between application and perceived level of

difficulty in obtaining credit. Those who had applied

perceived it as easier to obtain than those who had not.

To determine if the perception of credit as being diffi-

cult to obtain was related to the degree of actuarial

risk of the women who had or had not applied,, a complete

wpm
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analysis was made of age, income, and education of those

who applied for credit. There was no evidence whatever

that those who had applied for credit in their own name

were any better risk factors, as related to these cate-

gories, than those who had not applied for credit.

Since the working woman showed a higher incidence of

applying for credit in her own name, and because she was

more likely to be unmarried than her non-working counter-

part, an examination was made of the relationship of marital

status to incidence of applying for credit and the perceived

difficulty level of obtaining it. Table L shows the rela-

tionship by marital status.

TABLE L

RELATIONSHIP OF MARITAL STATUS TO
APPLICATION FOR CREDIT AND
PERCEIVED DIFFICULTY OF

OBTAINING CREDIT

Marital Status Per cent of Women Responding

Perceived
Had Applied Difficult
for Credit to Obtain

Married (husband present) 34.40% 64.60%
Widowed 89.96 43.48
Divorced 95.00 57.89
Single 85.00 58.33

This table shows that married women have a lower rate of

application and a higher incidence of perceiving it as

difficult to obtain. The high percentages of the unmarried
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women in application for credit would indicate that it is

not difficult, in this area, for a woman to obtain credit

in her own name.

In the analysis of factors affecting the incidence of

using a major credit card, income was the best criterion

There was perfect linear correlation between low income,

low credit card usage,and high income, high credit card

use. Those making less than $7,000 dollars per year

ranged from 32 to 56 per cent frequency of using any of the

cards, whereas those in the over-$25,000 dollar per year

income bracket had a 60 to 87 per cent usage factor for the

three types of credit cards.

From the facts presented, it would appear that for

those firms in the Dallas SMSA who have a liberal credit

policy, an excellent opportunity exists for building the

image of ease of entry into credit plans by women. There

is a large group of women who have never applied for credit

in their own name and perceive it as very difficult to

obtain.

The respondents were asked which institution they

believed charged the lowest rate of interest for the pur-

chase of a car. The respondent's answers are shown in

Table LI.
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TABLE LI

INSTITUTIONS PERCEIVED AS CHARGING LOWEST
RATE OF INTEREST ON CAR BY WORK STATUS

Institution Per cent of Women Responding

Non-working Working
Women Women

Car dealer 1.27% 1.50%
Finance Company . . .75
Bank 34.18 22.56
Credit Union 44.94 54.14
All charge the same 1.90 5.26
No opinion 17.09 15.79

Table LI shows that most women, regardless of work

status, believed the credit union was the institution charg-

ing the lowest rate of interest for the purchase of a car.

The larger concentration of the working women in this area

would suggest more familiarity with this type of institu-

tion, many of which are located in their place of employ-

ment.

The car dealer and the finance company carried a low

image factor with regard to value received and is clearly

shown in the findings of this set of responses. This

question received a disproportionately high rate of "No

opinion" responses. It was even more pronounced among those

women who were over 55 years of age, of whom some 27.27 per

cent had "no opinion." This is perhaps explained by the

"low usage" factor discussed previously in this study. For
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women over 55 years of age, 17.72 per cent reported that

they did not use or purchase a car.

An analysis of the demographic factors of age, income,

and education revealed little statistical significance in

differentials in these areas. Since work status appeared

to be the bestcriterion in this category, and the non-work-

ing women showed a high rate of "no opinion" and a lower

rate of credit union preference, there is room for credit

unions to expand their market to the non-working women

through their husbands, at whose place of employment, one

may be located.

To determine the attitude of the respondents toward

the manner in which they preferred credit terms expressed,

the survey asked the respondent to indicate if they pre-

ferred it in terms of dollars or per cent. Table LII shows

their response to the question of "If you were to purchase

a major appliance or television or furniture on installment,

which of the following would you prefer?"

TABLE LII

PREFERRED METHOD OF STATING CREDIT TERMS
BY WORK STATUS

Method of Per cent of Women Responding
Stating Interest

Non-working Working
Women Women

Interest stated as
percentage rate 18.99% 23.88%

Interest stated as
total dollars 56.33 58.96

No opinion 21.52 17.16

Ls
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It is interesting to note that this question, like

the responses shown in Table LII, reveals a high percentage

of women with "no opinion." This would reflect an obvious

lack of confidence in or knowledge of this area by the

women. It appears that institutions offering credit need

to educate women about their offerings.

For both groups of women, the preference for interest

stated as total dollars was two to one in ratio. On this

basis, it becomes obvious that the most common method of

stating interest (percentage rates) is not practiced in

response to the wants of the consumer.

The factors of age, income, and education show no

meaningful correlations with the attitude of women toward

means of stating credit. All groups had a majority pre-

ferring that it be stated in terms of total dollars.

An analysis of the data by marital status revealed

only marginal differential among the women in their pre-

ference for method of stating credit terms, with the

majority of all the respondents preferring it stated in

total dollars. A substantial differential, however, was

found among the various marital statuses in their perception

of which institutions charged the lowest rate of interest

for the purchase of a car. Table LIII shows this differ-

ential.

Table LIII shows that widowed women have fewer opinions

as to type of institution charging the lowest rates of
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TABLE LIII

INSTITUTIONS PERCEIVED AS CHARGING THE LOWEST
RATE IN INTEREST ON A CAR BY MARITAL STATUS

Institution Per cent of Women Responding

Married Divorced Widowed Single

Car dealer 1.42% . . .% . . .% . . .%
Finance Company .35 . . . . . . . .
Bank 28.11 15.00 30.43 11.54
Credit Union 54.26 65.00 34.78 57.69
All charge the

same 2.48 ... 4.35 . .
No opinion 13.48 20.00 30.43 30.77

interest, which implies less knowledge of credit. This

reinforces the earlier finding that women over 55 years of

age have a higher incidence of "no opinion" on this cate-

gory. The widowed were also more inclined to rate banks

and credit unions equal in preference. Single women also

showed a high incidence of "no opinion," indicating a need

for more education regarding the use of credit among these

women.

Summary of Consumer Survey Responses

The following summary is based entirely on the

responses received from the 374 usable questionnaires

received from the respondents.

The non-working woman is more likely to be married, and

older than her working counterpart. She is three times

more likely to have children at home under six years of age,

MOM Room
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or distributed with at least one under six years and one

or more between six and seventeen, than the working woman.

The housewife had a smaller incidence of completing high

school and a much higher incidence of being a member of a

family whose income exceeds $10,000 per year. While she is

not much different from her working counterpart in the

$10,000-to$25,000 range, she has twice as much likelihood

of being in the over-$25,000 range. Almost all of the non-

working women lived in a house, while less than two-thirds

of the working women did so. The value of the housewifes'

home is much more likely to exceed $30,000 than is the value

of her working counterpart's. The chance of the women

being a part of the work force were nearly equal, with

some 53.02 per cent of the women reporting working full-

or part-time. Some 30.0 per cent of the workers were part-

time.

The women in this survey who worked reported their occu-

pations as predominantly clerical and secretarial, teaching,

sales, and service. The full-time workers were more likely

than the part-time workers to live more than 20 minutes'

drive away from their work. In the income category of the

women themselves, more than two-thirds of the part time and

less than one-third of the full-time workers reported

an income of less than $600 per month. Some one-fourth

of the full-time workers reported an income of $600-to-$800

per month and one-fifth of them listed their income as over

-
IL--- --- --
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$800 dollars per month. More than two-thirds of all the

working women drove their car to work alone.

In her consumer behavior, the non-working woman closely

parallels the part-time worker in most categories, but she

shows some major differentials in both behavior and atti-

tude from her full-time working counterpart. For food

shopping, the housewife is most likely to shop more times

per week, on Monday through Thursday mornings, and to select

her store on the basis of the assortment of food offered.

She is less loyal than the working woman and often shops

two to three stores for food each week. She is most likely

the major food shopper in her householdfand she buys both

national and private brands, with little reference to their

content or price. Her food bill is consistently higher, and

she finds newspaper advertising for food, more helpful than

does the working woman.

When shopping for personal clothing, the housewife is

more apt to prefer salesperson assistance, daytime shopping,

and the flattery given in a specialty store. She shops for

clothes less often, but spends more per dress than her work-

ing counterpart. She is more price conscious and, with the

exception of false eyelashes, she is less likely to use a

wig, eye makeup, pants suits, or a bikini swimsuit.

The non-working woman is more inclined to use house-

hold help and hire help for her yard work than the working

woman, but shows little differential in the frequency of
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having her hair done at a beauty salon, or in where she had

her car repaired.

For her general shopping, the non-working woman is

more likely to shop in a specialty store, rather than a

department store, and has a higher incidence of use of the

discount house.

The housewife is home-centered in her leisure time

activitieswith greater emphasis on those which are social

in nature, or people-oriented. The working woman is more

self-centered, reflected in activities which require no

social accompaniment and are often removed from the home.

The non-working woman reads a daily newspaper more

often and watches television more hours per day. Her

greater attention to mass media is reflected in her higher

opinion of advertising in general. She sees women portrayed

as sex symbols in advertising, while the working woman

is more inclined to see them portrayed as housewives.

Eating outside the home is more likely among the work-

ing women, but the two groups both favored full-service

restaurants when they did so. The non-working woman takes

more vacations and selects her destination on the basis of

sightseeing and exploring new places.

Like the working woman, the housewife believes the

best way for a marketing firm to introduce her to a product
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is by a free sample sent to the home. Both groups showed

little interest in coupon redemption techniques.

In the area of credit, the housewife has applied for

credit in her own name less frequently than has the working

woman. She apparently relies on her husband for credit

applications, because she is much more likely to use a

credit card than the working woman. She is less sure of

her opinion than the working woman, but prefers the credit

union for the financing of a car, and wants credit terms

stated in total dollars, as opposed to rate of interest.

Marked differentials were found between the two work

statuses in demographic factors, in food shopping, in shop-

ping for personal clothing, in types of stores used, in use

of products, in consciousness of mass media, and in atti-

tudes and opinions in general. Less differential was found

in their use of services, types of goods purchased, and

knowledge of credit. In some categories, factors other

than work status showed a higher correlation with the

response of the women, and these were shown in each of the

categories where they applied.

The Dallas SMSA, with regard to structure, availability,

and growth of selected marketing institutions and functions,

will be discussed in Chapter IV. National as well as local

trends affecting consumer behavior will also be analyzed.



CHAPTER IV

ANALYSIS OF THE IMPACT OF WOMEN WORKING

ON THE PERFORMANCE OF SELECTED

MARKETING FUNCTIONS AND INSTITUTIONS

Effect of Changing Life Styles

The respondents to the survey conducted in this study

reported a 53.02 per cent labor force participation rate,

with the remaining 46.98 per cent not working. This

distribution very closely parallels the 1970 Bureau of

Census statistics for the Dallas SMSA, as discussed in

Chapter III. While the large percentage of women in the

labor force in the Dallas SMSA is of significant concern,

the fact that it represents a growth of some 112,893 work-

ing women, from 163,509 women in 1960 to 276,412 women in

1970, would justify inquiry into the change of life styles

of these women.1

The statistics in this survey revealed a different pro-

file for the working woman than for the non-working woman, in

many respects. She is younger, with 57.77 per cent of her

number under 45 years of age. She is more likely to be a part

U.S. Department of Commerce, Census Tracts, Dallas,Texas (Washington, 1970)
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of the one-person household, with only 64.66 per cent mar-

ried. She is more than three times as likely than the

non-working woman, to have no children under six, and has

a 23 per cent better chance of having no children than the

housewife. These facts make her much more mobile and

independent. The working woman is more likely to have

completed high school and to be employed in secretarial,

clerical, teaching, or sales occupations. These factors

would give her more exposure to the outside world and

measurable skills which are rewarded in absolute dollars

over which she has more independent spending control. Her

consumer behavior patterns in many categories vary from

those of her non-working counterpart, and have some signi-

ficant marketing implications. Before probing these impli-

cations, it is necessary to review how employment changes a

woman's life style.

The Image of the Working Woman

The image of the working woman is coming to the fore-

front in the literature at all academic levels, Virginia

Miles states,

We are in the midst of sweeping changes in
women's values, their attitude toward being women,
their life styles. . .

The new woman with new values poses many prob-
lems to the marketer, but also opens up many oppor-
tunities. . .
* 0 0 . . . . . . . . . . . . . 0 . .0,0 .0
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The most overwhelming influence, which is apt to
have the greatest effect on traditional roles played
by men and women, as well as on the marketing of goods
and services, is the growing number of households in
which the wife works. . . . Marketers are faced with
an entirely new set of attitudes and needs that will
certainly affect the types of new products and ser-
vices to be introduced, and the means of communicating
with this new consumer.2

To better understand the image of women by women them-

selves, the Advertising Bureau, in a survey conducted in

1972, asked both working and non-working women what adjec-

tives best describe each group. More significant than the

answers themselves was the differential in images of the

two groups as they evaluated themselves. Table LIV shows

the responses the Bureau received from some 1,000 women

responding to the survey.

The first and probably most significant point made

from the responses reported in Table LIV is the fact that

housewives (non-working women) equate considerable differ-

ence between themselves and working women on a number of

the descriptive adjectives. For example, the housewife

sees herself as having a fuller life and greater femininity,

and being more admired and respected in society. She sees

the working woman as better organized, overworked, tense,

less exploited, not as dull, a bigger spender, and liking

2Virginia Miles, "The New Woman: Her Importance to
Marketing," The International Advertiser, 12 (Fall, 1971),
p. 14.
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TABLE LIV

IMAGES OF A WORKING WOMAN AND A
FULL-TIME HOUSEWIFE*

Descriptive "Working Woman" "Housewife"
Adjective By By By By

Working Non-working Working Non-working
Per cent Per cent Per cent Per cent

Has a full life 71% 57% 52% 64%
Well-organized 65 57 41 45
Likes shopping

for clothes 54 52 36 37
Admired and

respected 56 42 48 53
Feminine 47 37 47 44
Overworked 30 41 39 35
Tense 33 37 35 31
Big spender 16 24 8 10
Taken advantage 14 14 31 24
Dull 3 6 29 17
None of these 1 4 3 3

Source: Bureau of Advertising, The Working Woman,
(New York, 1972).

to shop for clothes more than herself. The working woman

agrees with the housewife that working women are better

organized, like shopping for clothes, are bigger spenders,

less exploited, and a lot less dull. However, she disagrees

with the housewife on the subject of fuller lives, public

admiration, being overworked and more tense, and degrees of

femininity. Accordingly, the working woman believes she has

the fuller life, is more admired and respected, and is

equally as feminine as the housewife. She thinks the house-

wife is more overworked and tense than herself. In
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summation, it may be concluded that each of the two groups

of women described themselves in more positive terms than

they did the other group. This could signify happiness

with present status or indicate a need for justifying it.

Of the two groups, it would appear that,overall, the house-

wives saw the working women in a more positive light than

the working women saw their non-working counterparts. This

means that the image of the working woman is rising on the

value scale. From a marketing standpoint, the working woman

may be a strong force in trend setting in the immediate

future. Perhaps the housewife image, as seen in many

advertisements, and perceived as dominant by 39.89 per cent

of the women in the survey for this study, is less appeal-

ing, less valued, and non-trend indicative.

Daniel Yankelovich, specialist in attitude research,

sees consciousness of change in life styles, as the success

or ruination of marketers. He lists thrity-one social

trends that alter consumption. These trends have been

placed into table format for this study in Table LV. Each

of Yankelovich's five categories places great emphasis on

introspection of self. The more conscious a person is of

his/her needs, the greater the likelihood of expanding

activities, producing a more versatile life style.
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Almost all of the trends cited in Table LV point up a

striking tendency among consumers to reject traditional

values in an obsessive search for individualism. This

should place a much greater accent on market segmentation

and less concentration on mass marketing of products and

ideas.

The change in life style experienced by a woman who

enters the work force reflects many of these new values.

In the survey for this study, it was shown in Table XXIV,

page 85, that working women are much less likely to need

approval from a husband or family member before purchasing

major items or paying bills. This indicates much more

independence of decision making among working women. They

tend to become a market in themselves, as opposed to part

of a man-wife team for purchasing. Table XXV, on page 86,

showed that working women perceived the use of their income,

in the family spending structure, as more often spent for

luxury and cultural pursuits, after basics were satisfied,

than the housewife perceived the use of such additional

income.

Virginia Miles suggests that the working woman is buy-

ing "change". She further speculates that

It is interesting to speculate on a possible
paradox that may confront marketers as a consequence
of women's broader interests. Women may become less
important as the family purchasing agent.

When the home was woman's only domain, the only
way she had to prove her worth as a woman was by
being a very good shopper, by making fine distinctions
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between brands of coffee and types of detergents.
This was a compensation for lack of fulfillment in
other areas. As she now pursues more liberated goals,
shopping for the family may become of less concern to
her. . . . We may see more products such as food
advertised to a dual audience.3

This study revealed the trend of less dominance by women

as the sole purchasing agent for the family,in the Dallas

SMSA. Table XXVI, on page 89, showed that some 16.30 per

cent of the working women shared this responsibility in

food shopping with either a husband or family member. This

table also showed that the working woman goes to the food

store less often than the non-working woman, suggesting

that shopping consumes less of her time and is perhaps of

less importance in her value structure than it is for the

housewife.

The striving for individuality is substantiated in the

survey's findings that the most important criterion in the

selection of a garment for personal wear, among the women,

is "How flattering it appears." Only 2.30 per cent of all

respondents listed their major criteria as "How high-

fashion it is." This would suggest that women are less

interested in being what is often termed "fashion sheep,"

or in following the leader, and more interested in personal

identification. Since working women showed a higher inci-

dence of purchasing personal clothing in a department store,

as opposed to the specialty store, there is perhaps a need

3Virginia Miles, p. 148.
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for more "boutique" type selling in the traditional, rack-

oriented, mass-selling approach of the department store.

The change in life style of women in our contemporary

world is reflected in their leisure time. This survey has

already indicated that working women are more self-centered

and less home-centered in their pursuit of leisure time

activities. What is even more significant, however, is the

change in the value structure of use of leisure time. What

was once associated with the "puritan ethic", discussed by

Max Weber in his classic book, The Protestant Ethic and The

Spirit of Capitalism (1904), as man justifying monetary gain

by hard work and no play, is now looked upon in a new per-

spective. The working woman, today, has the psychological

ability to accept leisure time and use it for personal

pleasure, as opposed to yesteryear's perception of it being

used for housecleaning. Products and services aimed at

leisure-time pursuits are the fastest growing market in the

United States. Women today, prefer to spend their incomes

on what Virginia Miles refers to as "time-oriented use

values" instead of "product-oriented asset ownership." -

This is reflected in women's acceptance of convenience foods,

aerosol cans, frozen and canned foods, ready-made clothing,

and the growth of services, all of which are substantiated in

this study.

4 Ibid.
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The image that women have of other women who use

convenience foods has changed since 1950. This is well

documented by a 1968 replication of the classic 1950 Mason

Haire "Shopping List" study.5 Haire, originally prepared

two shopping lists, which were identical, with the excep-

tion that one set of items had Maxwell House (Drip Grind)

coffee, and the other set listed Nescafe -Instant coffee.

He then asked some 100 housewives (50 for each of the two

lists) to write a brief description of the personality and

character of the women who had such a list, indicating the

factors which influenced such a judgment. The results of

the study showed significant differences between the per-

ceived image of women who used the two lists. The NescafeO

shopper was visualized as lazier, more of a spend-thrift, a

poor planner, and a bad wife, much more often than the

Maxwell House shopper. The conclusion was that users of

convenience type foods were less acceptable to society than

the traditional cook.

In 1968, Frederick Webster and Frederick Von Pechman

duplicated the Haire Study on a smaller scale, and found

there were no significant differences between the charac-

teristics ascribed to the Maxwell House shopper, as opposed

5Mason Haire, "Projective Techniques in Marketing
Research," Journal of Marketing, 14 (April, 1950), pp. 649-
656.
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to the Nescafe shopper.6 It is logical to conclude that

the use of convenience foods is more acceptable today than

some two decades ago.

The marketing implications from this phenomenon are

exhaustive. Among the more important are the expansion

of convenience type foods, the diversification of frozen

foods, the growth of time-saving services, the expansion of

entertainment enterprises to be freely utilized in leisure

time, and the emphasis placed on time-saving conveniences

rather than basic items at low prices. The acceptance of

convenience foods, at higher prices, in the marketplace

has already substantiated the fact that women will pay more

for this convenience factor.

Education has played an important role in the new life

styles of women and on the basis of this survey and national

statistics, working women, being more educated than the non-

working woman, should play an important role in the accel-

eration of some new concepts. One of the most important

trends, with marketing implications in this area, is the

rapid rise of consumerism. This refers to the rise of

discontent of shoppers with the offerings and practices of

business enterprise and the demands made on government

agencies to correct the problems. Results of the survey

6Frederick E. Webster, Jr. and Frederick Von Pechman,
"A Replication of the 'Shopping List' Study," Journal of
Marketing, 34 (April, 1970), pp. 61-70.
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made for this study showed that the more education a woman

possessed, the lower her overall opinion of advertising.

Her amount of education also influenced her use of news-

paper advertising for the purchase of food and personal

clothing, declining with higher education. Her incidence

of newspaper readership was nearly twice as great as that

of her non-educated counterpart, which indicates overt

abstinence from reading advertising. It can only be deduced

that the educated women's evasion of advertising messages is

derived from either distrust or low value attached thereto.

The marketing implications are obviously pointed in the

direction of more truth in advertising, an upgrading of the

messages to meet the demands of a more educated female

audience, and business establishments projecting a better

image. Their products and services are being more care-

fully scrutinized than ever before by suspecting women. A

Louis Harris survey for the National Retail Merchants

Association, in 1972, showed consumer confidence in retailers

plunged from 48 per cent in 1966 to 24 per cent in 1971 and

28 per cent in 1972.7

The effect of education has raised the tastes of women

and made them less satisfied with the simple products and

services that formerly accommodated them. The growth of

technology and the rising aspirations of women have made new

7 "Marketing Observer," Business Week, 2228 (February
10, 1973), p. 90.

fl " , ,- - , , - - , -1011FAM M
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products self-perpetuating, i.e., matching competition new

offerings. This has raised the cost of research, since in

addition to style variations of old products, new life

styles have given rise to needs for new products, unknown

a decade before.

Bruce Palmer advances two concepts that he believes

encourage consumerism.

Two trends have exacerbated consumerism. First,
is the proliferation of self-service supermarkets and
discount houses. This coincided with the disappear-
ance of the experienced salesclerk who knew the
products she was selling and took time to explain them
to her customer. A second trend is the massive move
to the suburbs. This entails a new concept of ser-
vice. Once a manufacturer could satisfy a customer
with a centrally located service station for repairs
and spare parts. . . . Now the customer wants the
manufacturer to give her greater convenience--at a
reasonable price.8

Palmer suggests there may be a third factor influencing

consumerism, and that is affluence. The rising percentage

of persons with high incomes has brought on discontent,

since they feel little control over their surroundings.

The one place the affluent can be heard is through consumer-

ism, through reporting discrepancies of business enterprises

to government agencies.

In addition to the problem of increasing concern with

planned obsolescence being built into products, it is

suggested that technological growth, which has accelerated

the variety of product offerings, has advanced faster than

8H. Bruce Palmer, "Consumerism: The Business of
Business," Michigan Business Review (July, 1971).

I-o
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the public's ability to understand their proper use. As

a consequence, many products are purchased without proper

instructions for use and are berated by the consumer as a

result of improper use, not quality. It is further advanced,

as a result of this study, that the depersonalization of the

growing numbers of large stores is increasing animosity on

the part of the consumer. The comments written in by the

respondents at the end of the survey substantiate this feel-

ing among the more concerned customer. These comments are

discussed at the end of this chapter. For those customers

who are more astute, more concerned, less apathetic, and

thus the most likely candidates for voicing their complaints,

the business atmosphere is becoming less attractive. The

removal of the owner control from a single individual to

the stockholders, who have little or no control of the large

businesses of today, has caused a disinterested attitude

among employees, who see their job as a short-run stop-gap

rather than a long-run growth enterprise. The reporting of

complaints to store managers and their numerous assistants

in discouraging at best and not rewarding in terms of action

taken. Prediction of this phenomenon was made by Thorstein

Veblen as early as 1904, in his book, The Theory of Bus-

iness Enterprise. Although Veblen failed to visualize the

responsiveness of government in correcting this problem,

there is ample evidence of its success in doing so. In the
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Dallas SMSA, the Office of Consumer Affairs had handled

10,561 complaints, since its inception in 1972.9

As a result of the change of life styles, there have

emerged some major trends that have considerable marketing

implications. These include growth of the affluent family,

growth of the one-person household, and growth of suburbia.

Each of these is analyzed with respect to the findings from

the survey used in this study.

Growth of the Affluent Family

A trend which is surfacing in the Dallas SMSA and

throughout the nation is the emergence of the family whose

yearly income is more than $15,000. The larger number of

these families is due, in part, to the additional income

provided by the woman in the household working. The per

cent of families in the Dallas SMSA whose incomes were

over $15,000 in 1970 was 24.0 per cent.1 0

In the early 1950's, one out of twenty-five families

had an income of over $15,000 per year. Today one out

of five families is in this category, and in 1980, two out

of five families will be found in this income bracket.1 1

9U.S. Department of Commerce, Census Tracts, Dallas,
Texas (Washington, 1972).

1 0 City of Dallas, Department of Consumer Affairs,
Newsletter (September 28, 1973), p. 1.

11 "Explosive Growth at the Top," Sales Management,
Survey of Buying Power, 1973, 111 (July 23, 1973), p. A-15.
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Fabian Linden states,

In a short span of twenty years (1950-1970), the U.S.
population increased to 30 per cent, while the size
of the upper income brackets ($10,000+) expanded five
times.12

This study has already shown that higher-income fami-

lies have a different spending pattern and cause a shift in

the demand for discretionary items. The results of the

survey revealed that for food, the higher income groups

shopped more often, were more likely to shop in the morning,

spent more dollars per week, and were more loyal, shopping

at one store only per week. They were also more likely

than those of lower incomes (less than $15,000 per year) to

buy non-food items such as toothpaste, deodorants, aspirin,

and toiletries in the supermarket. This would suggest that

scrambled merchandising is advantageous for supermarkets.

Traditionally, non-food items have a higher mark-up than

food items for these enterprises, making it profitable to

develop this merchandising technique.

For clothing, the higher-income groups consistently

spent more dollars per purchase and showed preference for

one store, preferably a specialty store. The personalized

service normally associated with the smaller specialty

store is obviously attractive to this clientele. The

1 2 Fabian Linden, "The Consumer Market in 1980: An
Overview," Conference Board Record (June, 1972), p. 30.
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self-service, mass-merchandising technique of many depart-

ment stores would need revamping to capture this portion of

the trade.

The survey further revealed that high-income families

are almost unanimous in their preference for a new car

versus a used one, and are the most likely to own a car

less than one year old, and that some 36 per cent of them

have three or more cars. Their likelihood of owning a home

of more than $50,000 market value is 60.90 per cent; the

major criterion for selection of it was the quality of

the schools, while condition and appearance were much more

frequent responses of the lower income groups.

For their leisure time, they were less likely to watch

television, had more diverse interests and hobbies, and

more wives were likely to help their husband in his busi-

ness than in any other group. This would suggest that their

familiarity with the outside world is heightened by the

exposure to knowlege of the male role in the household.

They eat out more often and almost exclusively prefer full-

service restaurants, suggesting that price is not a criter-

ion of restaurant selection. The incidence of taking more

than one vacation a year shows a perfect correlation with

higher income. Those with more than $15,000 annual income

are less bound to relatives and are more inclined to visit

a new vacation spot each year, making them a prime target

for travel bureaus and tourist-oriented enterprises.
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These more affluent families read the paper more often,

with 93.10 per cent of those with $25,000 annual income or

more reading at least one newspaper per day. They watch

less television, suggesting that advertising may have

greater exposure potential for the high-income group if

placed in the newspaper media.

The affluent family is the most likely to own credit

cards and use them regularly each month, and more than 40

per cent of the women in this group had applied for credit

in their own name, implying mobility and shopping indepen-

dence. For the lowest rate of interest on the purchase of

a new car, they preferred a credit union, suggesting that

a large proportion of these women are exposed to this

institution via the work force. Their widespread use of

credit, and their obviously lower risk factor, suggest

deals utilizing the "cash only" basis, less appealing and

perhaps less productive. They are less frequent users of

discount houses for their shopping. Exploration into the

causes of this phenomenon might reveal that their lack of

credit extension to consumers is unappealing to the afflu-

ent.

Some one-fourth of the respondents who have a family

income of over $25,000 per year, and one-third of those

who are in the $15,000-to-$25,000 dollar bracket are

presently working. These women are three times as likely
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to be a manager of a business and 50 per cent less likely

to be a clerical than those with less than $15,000 income,

Those in the professional category were less likely to be

married, thus accounting for a lower overall income, since

theirs was the only source. Some one-fourth of the working

respondents in the higher income groups were engaged in

teaching. Since persons of similar backgrounds and educa-

tion are most likely to marry each other, it would appear

that the higher income groups are composed of families in

community leadership positions, achieved by the prestige

others attach to their occupations. The marketing implica-

tion here is that the image they project causes their utili-

zation by business as trend setters and early adapters to

new products and services, as well as facilities. There

was little, if any, evidence that the cause of higher

incomes among the respondents was the result of Blue Collar

workers placing their wives in the labor force in low-pay-

ing, low skill jobs. Lesser-skilled, low-income women

workers were frequently the sole supporters of the family,

not supplemental to it. Women making less than $400 per

month were most likely to be the sole supporter of their

families (single, or otherwise). Those making between

$401 and $800 per month, suggesting more responsible posi-

tions, made the most obvious difference in spending

power of the family. Some 95 per cent of the respon-

dents making more than $800 per month were the sole
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support of families in the $10,000-to-$15,000 category and

provided 60 per cent of the income of $15,000-to-$25,000

families. Those women who were divorced, widowed, and

single had the lowest incidence of making more than $800

per month. More liberal credit for women would be an

apparent marketing implication, since the spending power

of these women is not dependent on the male income.

There is ample evidence in the literature that afflu-

ent families have caused a shift in the consumer spending

patterns in discretionary purchases. The fastest-growing

consumer categories in the 1960's were air travel, tele-

vision sets, phonograph equipment, radios, new cars, hobby

goods, books, specialized health items, automobile acces-

sories, and toys.1 3

The responses to the questionnaire for this study were

analyzed to determine the effect, if any of two variables:

income and work status. The Chi-Square test was used

for this analysis. The responses were divided into two

groups, those showing a total family income of less than

$10,000 per year and those with a total income of more than

$10,000 per year. Each questionnaire response was tested

in each of the two income groups by work status, working

and non-working women. The level of significance (proba-

bility) used for this test was .05. The degree of freedom

1 3 "Explosive Growth at the Top," p. A-15.
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for each question varied with the number of responses pos-

sible for each question. To be considered significant, in

terms of work status affecting the response, the chi-square

for each question had to be equal to or greater than the

appropriate chi-square value computed from a standard Chi-

Square table.1 4  Table LVI shows the questions which had a

chi-square distribution with a significance level of .05

of occurrence among the women. The questions listed in

Table LVI are those which indicate that women within the

specific income category gave a response that was signifi-

cantly related to whether the respondent worked or did not

work.

Table LVI shows that work status, regardless of income

category, is the primary criterion for the categories of

living quarters, time of day for food shopping, criterion

for selection of clothing, yard care responsibility, and the

use of vending machines. In all other question categories

listed, the effect of income was equal to, or greater than,

the effect of work status. Questions not appearing in Table

LVI did not pass the Chi-Square test at a significance level

1 4 Vivian Gourevitch, Statistical Methods, A Problem
Solving Application (Boston, 1966), Table C, p. 292.
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TABLE LVI

CHI-SQUARE TEST RESULTS FOR QUESTIONNAIRE
RESPONSES WITH A LEVEL OF SIGNIFICANCE

(PROBABILITY) OF .05

-HO WO . sq

4 4-H41
_____4

Women with a total family
income of less than $10,000

2 Age
6 Living quarters

13 Food shopping time
16 Food store criterion
19 Food newspaper adv.
23 Clothing shopping freq.
24 Clothing store criterion
26 Clothing selection
46 Yard care
48 Year and make of new car
52 Use, vending machine
75 Hours T.V. viewing

Women with a total family
income of more than $10,000

3 Marital status
4 Age, children at home
6 Living quarters

12 Food shopping freq.
13 Food shopping time
14 Days for food shopping
15 Average amount of food

bill
18 Major food shopper
22 Clothing shopping time
26 Clothing selection
46 Yard care
49 Gas station service
52 Use, vending machine
55 Value of home
56 Selection of new home

4
5
2
5
3
3
5
6
3
4
5
2

5
3
4
3
2
3

3
3
1
6
3
3
5
5
4

9.49
11.07
5.99

11.07
7.82
7.82

11.07
12.59
7.82.
9.49

11.07
5.99

11.07
7.82
9.49
7.82
5.99
7.82

7.82
7.82
3.84

12.59
7.82
7.82

11.07
11.07
9.49

9.6542
14.7106
22.7262
16.5311

9.8998
10.2807
12.9090
14.1880
13.8251
10.3140
13.2483
14.0679

17.4525
9.5290

23.6749
9.1160

29.0638
17.1294

22.5178
10.2155
18.5233
12.7060
14.7450
8.0980

13.5936
11.2043
9.7167

- - -I - -JI
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of .05, indicating that the combined factors of work status

and income were not prime indicators of the probability of

their response selections.

As affluent families become a greater proportion of

the mass market, two important problems become apparent for

marketing considerations. First, as a broad-based group,

they are not easily segmented, since they are statistically

composed of a variety of occupational categories, namely,

over 50 per cent managerial, 20 per cent Blue Collar

mechanics, crafts, and skilled machinists, 10 per cent

operative and unskilled manufacturing, 8 per cent sales,

6.5 per cent clerical, 4.3 per cent service, and 1.9 per

cent farm workers.1 5 Second, the double paycheck of the

working husband and wife represents 49 per cent of those

in the over-$15,000 category. Both of these factors would

indicate that affluent families are made up of a broad-based

stratum of iindividuals. This should increase the need of

market segmenting, as discussed earlier, and also increase

the costs of reliable market research in consumer cate-

gories.

The effect of this phenomenon on marketing is two-fold.

First, due to the large number of life styles within the

group, generalizations about their buying habits cannot be

made; and second, a number of these families will move in

15Ibid., p. A-16.
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and out of this income category due to the transient work

life tenure of the working women in these families, some

of whom occupy part-time jobs for supplementary income for

a projected period of time. This would suggest that

business concentrate on short-range goals and sales appeals

and analyze their market via research more often to criti-

cally and more efficiently evaluate their markets.

A national profile of significant demographic charac-

teristics of families with more than $15,000 income

is shown in Table LVII.

TABLE LVII

PROFILE OF DEMOGRAPHIC FACTORS RELATED TO
FAMILIES WITH MEDIAN INCOMES ABOVE AND
BELOW $15,000 PER YEAR IN THE U.S.*

Demographic Factor Per cent of Population

Median Income Median Income
More than Less than
$15,000 $15,000

Age 45-54 32.8% 17.2%
Two person family 38.8 25.2
One wage earner 23.8 48.4
Two wage earners 45.7 41.6
Live in metro area 79.1 65.0
Male head of family 97.1 85.1
Have college education 46.4 18.2

*Source: Sales Management, Survey of Buying Power,
1973, pp. A-16, A-17.

An analysis of Table LVII shows that the most signif-

icant differentials appear in the variance of percentage of
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the group in family size, possession of a college educa-

tion, and the incidence of the wife working. It is also

apparent that the more affluent families are well repre-

sented in the middle-age bracket, suggesting the higher

incidence of the presence of the woman working. This age

bracket represents the second highest incidence of a woman

working, with some 52.6 per cent of all women in this

bracket working. The highest incidence is in the 20-to-24-

year age bracket with 53.2 per cent of these women working,

in 1968.16

In summary, the growth of the affluent family appears,

both in the survey for this study and the national statis-

tics cited, to be largely the result of the accelerated

entry of women into the work force and the ensuing income

they contribute to the household.

Growth of the One-Person Household

"If a man does not keep pace with his companions,

perhaps it is because he hears a different drummer."

This famous quotation is from Henry Thoreau. Although

today's life styles would suggest that Thoreau should

not limit this inference to a man, the implications

derived are very applicable to the growth of another

major trend, namely the one-person household. The

1 6 Women's Bureau, 1969 Handbook on Women Workers,
Bulletin 294, U.S. Department of Labor (Washington, 1969),
p. 19.

...... ... .. ... .. ... ... ... . . .. .... .. I
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growth rate in this sector is four times faster than in all

other types of households.1 7 The Dallas-Fort Worth area

ranks eleventh in the number of one-person households in

major metropolitan areas of the United States.1 8

Traditionally, this group has been composed, predomi-

nantly, of older persons (over 65 years of age). While

this group still represents 51.8 per cent of all households

composed of one female person, the most significant change

has occurred in the meteoric rise of 156 per cent of young

adults (singles, under 35 years of age) in the period from

1962 to 1972. This was more than twice the growth rate for

those over 65 years of age.1 9

Of the 116,131 one-person households (men and women)

in the Dallas-Fort Worth area, in 1970, some 41.7 per cent

own their home,as opposed to renting.2 0 The survey for

this study showed that 19.23 per cent of the singles, 47

per cent of the divorced and 56.52 per cent of the widows

lived in a home. These responses represent females in the

Dallas SMSA only. The growing number of single women who

choose a career or prefer to postpone marriage to a later

1 7 "One Person Households," Sales Management, Survey of
Buying Power, 1973 (July 23, 1973), p. A-3.

1 8Census Bureau, General Housing Characteristics, U.S.
Summary (Washington, 1970), HC (l)-A-1. ~~

1 9 "One Person Households."

2 0 General Housing Characteristics.
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age has increased the number of home buyers among the

single women under age 29 years. Statistics show that in

1972, some 3.4 per cent of all FHA-insured mortgages went

to unmarried females, and 50 per cent of these went to

females under 29 years of age.2 1 Experts attribute this

amount to greater financial sophistication than ever before.

The income tax laws,which favor the home owner, provide an

excellent motivation to the single woman for home ownership.

In the four-year period from 1968 to 1972 the share of

unmarried females who received FHA mortgages doubled, from

1.7 per cent to 3.4 per cent. This accelerating trend would

suggest a growth of a number of areas with marketing impli-

cations. Not only should this affect the generic market

for home and townhouse buyers in this area, but also the

acquisition of a home, regardless of marital status, should

increase the market for appliances, furniture, yard equip-

ment, and repair services related to house maintenance and

all of the allied categories.

The national statistics available on the one-person

household show that they represent 12.2 million house-

holds, accounting for 18 per cent of all consumer buying

units.2 2 Of this total, 4.42 million (36 per cent) were

females. By age groups, females were composed of 4.6 per

2 1 "One Person Households."

2 2 Ibid.
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cent age 14 to 24 years, 9.7 per cent 25 to 44 years, 33.9

per cent 45 to 64 years, and 51.8 per cent over 65 years.

Some 63.5 per cent of the women were widowed, 19.1 per cent

were single, 11.2 per cent were divorced and 6.3 per cent

were married, with husband absent.2 3

The median income for this group is $4,865 dollars

annually, which viewed independently appears small, but

should be considered in terms of one person. A man with

a wife and two children to support would need to earn

$19,460 dollars annually to enjoy the same per capita

income.

Other factors which affect the incidence of one-person

households are the decline in the number of marriages and

the increase in the number of divorces. In 1953, some 90

out of every 1,000 persons age 15 and over married.

Today (1973) only 80 of every 1,000 persons in the same

age category marry. For the same period, divorces have

risen some 85 per cent.2 4 For every 1,000 persons in the

population, there were 3.7 divorces in 1971, compared

with 2.2 per 1,000 persons in 1960.25 Projections show

that this trend will not abate in the next two decades.

2 3 Ibid., p. A-6.

24 "The Economics of Woman Power," Forbes, 111 (April
1, 1973), pp. 56-60.

2 5 Census Bureau, General Population Statistics
(Washington, 1972).
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The accelerated entry of women into the labor force has

caused many women to think more independently than in the

past, resulting in later marriages and more divorces, since

marital ties are not so closely bound with financial

security. Nearly two-thirds of all women working in 1973

are single, divorced, widowed, or have husbands earning

less than $7,000 dollars per year.2 6 With the number of

working women accelerating, and a sizeable component of

working women being unmarried, it is justifiable that an

investigation of one-person households and their consumer

patterns be undertaken.

In the survey conducted for this study, non-married

women, i.e., single, widowed, separated, divorced, and

married (husband not present), represented 22.40 per cent of

the respondents. To determine if life style and consumer

behavior among these women differ from those of the mar-

ried woman, an analysis was made according to marital

status. Table LVIII presents a summary of some of the

most important differentials.

Table LVIII shows that the unmarried woman has a much

higher incidence of being in the work force, full-time. The

younger group are single, with the older composed predomi-

nantly of widows. Singles were twice as likely to have

graduated from college as the married woman and nine times

26 "For Women: More Jobs, But Low Pay," U.S. News and
World Report (October 8, 1973), p. 41.
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TABLE LVIII

SELECTED DEMOGRAPHIC CHARACTERISTICS OF
RESPONDENTS BY MARITAL STATUS

Category Per cent of Women Responding

rj)

ro a) r
4 0 0

Demographic Data:

Work, full-time 30.94% 76.0 % 70.0 % 50.00%
Work, part-time 17.27 20.0 50.0 12.50
Under 35 years, age 22.58 64.0 30.0 4.17
Over 55 years, age 16.49 24.0 20.0 75.00
Graduated high school 29.18 16.0 38.0 22.73
Graduated college 17.08 36.0 4.76 4.55
Live in a home 93.99 19.23 47.62 56.52
Family Income under

$7,000 3.63 28.0 40.0 52.18
Family Income $7,001

to $15,000 30.55 68.0 50.0 34.79
Family Income over

$15,000 65.82 4.0 10.0 13.04
Occupation:
Clerical 45.10 47.62 41.18 44.44
Teacher 16.57 28.57 5.88 22.22
Sales 9.80 . . . 23.53 11.11

Location of work:
11-20 minutes 40.60 62.50 52.94 35.71

Age of children at
home, Under 6 14.91 . . . . . . .
None 43.31 100.00 61.91 95.83

more likely than divorced or widowed women. Because

singles are concentrated among the young in age, this factor

would suggest the completion of college as a more recent

phenomenon for the women. It also reinforces the theory

that one-person households, specifically the single women,
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are taking advantage of the options available to them and

postponing marriage longer until their education and/or

career plans are formulated.

Some 19.23 per cent of the singles live in a home,

suggesting a trend away from the exclusivity of apartment

living for the unmarried woman. An income of over $15,000

is not prevalent in the one-person household and appears

reserved for the married woman, where she may also contrib-

ute to the family income. Among those who worked, the

clerical occupations were dominant, regardless of marital

status. A larger proportion of divorced were in sales work,

presumably retail sales (suggested by their low incomes).

This could be translated to mean that many of the divorced

women are unskilled and will prepare to enter the work

force upon divorce, a condition which is changing with the

new values for women.

Singles and the divorced women were most likely to

live close to their work, giving rise to the assumption

that they are more mobile in selection of living quarters,

and deliberately select such sites. Apartments located

near concentrations of office buildings would appear to be

profitable, since many of the workers are clericals and

obviously prefer living close to their work establishment.

The presence of children at home appears to be a

factor of age, not related to marital status, with the

exception of singles who did not have any children. An
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analysis of the women by marital status, for differentials

in consumer behavior, reveals the following significant

facts.

In shopping for food, single women are most likely to

shop only once a week, at only one store, and compare

brands by price. They rarely read food ads, apparently

placing convenience over price differentials advertised in

the newspaper food ads. In contrast, the widow finds food

ads extremely helpful, and also compares product brands by

price. The divorced woman shows the highest preference for

evening shopping, uses only one store, and rarely reads

the food ads. The readership of food advertising in news-

papers appears highly correlated with the incidence of

number of stores shopped. Those who shop only one store

have the lowest incidence of reading the food ads.

In shopping for personal clothing, self service is

preferred by the divorcee and the widow, with singles and

married women showing a distinctive preference for sales-

person assistance. The singles preferred a specialty shop

for their clothing purchases, while all other women showed

a preference for the department store for this purpose.

Since the single woman shops more often for clothes than

any other group, and because of her youth, most probably

requires more change of style, her preference for the

specialty shop would suggest their concentration on more

youthful garments and/or an atmosphere conducive to
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attracting the younger client. The earlier suggestion of

department stores trending to a "boutique" atmosphere for

individualized sales techniques is reinforced by this find-

ing.

Married women are most likely to purchase a dress cost-

ing less than $25.00, as are the divorced women. Singles

appear to spend more for personal clothing, with some 58

per cent spending from $26.00 to $60.00 per purchase.

The likelihood of shopping in a discount store is

greatest among the married women, suggesting that the appeal

is related to buying for the family unit. Some 62.50 per

centof the widows, 47.62 per cent of the divorced, and 41.67

percent of the singles never shop there. The concentrations

of large-quantity units of purchase are a handicap to the

one-person householder, who has little use for consumption

of these quantitites in a normal period of time. The image

of a discount store as cheaper than other stores on most

items was high for all groups. Ironically, singles, of

whom 41.67 per cent never shop there, had a 75.0 per cent

incidence of perceiving them as cheaper. Some 67.64 per

cent of the married women and 52.38 per cent of the divorced

women had a positive attitude about their economy. Only

43.48 per cent of the widows perceived them as cheaper.

This would match an earlier finding that the aged women had

less likelihood of shopping at the discount house. In
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addition to their attraction for women with families, the

strong image of discounted prices at these institutions

among singles, coupled with a low incidence of use, suggests

that price is not a highly valued shopping characteristic

for single women.

The possession and use of high fashion items, such as

a wig, false eyelashes, eye make-up, pant suits, and bikinis

favored the single women and the divorced, suggesting that

the dressing-for-males syndrome is allied to fashion aware-

ness. It is of lesser importance to older women or those

for whom marital prospecting is improbable.

The use of services, while it favored the married

woman, due to a larger percentage of home ownership, showed

no particular differential among marital status. The most

significant factor, as reported earlier, was income, The

more income of the individual, the higher the use of ser-

vices.

The perception of the women as to how money earned by

a woman was spent showed some significant variances by mari-

tal status. Some 70.83 per cent of the widowed and 61.90 per

cent of the divorced believed that it was used for total

support purposes, whereas only 42.31 per cent of the

singles and 9.15 per cent of the married women saw it as

such. There was a high correlation to income of the women

here: those whose total family income was less than

$7,000 favored this opinion the most. The single
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women showed a strong belief that it was spent for clothes

and car expense, and, as would be expected, placed little

value on its use for entertainment, travel, or eating out.

Presumably these factors are provided for them by the

opposite sex.

In the use of goods, some 50 per cent of the single

women do not smoke but only 15.38 per cent abstain from

beer or liquor. These figures showed little variance in

smoking among the marital statuses, but considerable differ-

ential in the use of beer and liquor. Some 58.33 per cent

of the widows abstain from alcoholic beverages, but only

one-third of the divorcees and married woman abstain. Con-

sumption of alcoholic beverage appears to be related to

age, favoring youth and the presence of a male. The survey

used for this study did not provide for further projections

in this category.

The single woman had the lowest use of mail order

catalogs and interest in the door-to-door salesman. She

was, however, the most likely user of the vending machine,

reinforcing an earlier finding that its use is related to

the incidence of working.

In the use of leisure time, the married, divorced, and

widowed women had the most in common, with heavy accent on

home-centered activities. The single woman was much more

likely to talk with friends, go to movies and plays, shop,

and engage in active sports. For her home activities, she
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had a higher incidence of reading and watching television,

and sleeping or lounging. This would suggest that promo-

tion of goods for single women should concentrate on the

active, as opposed to passive state, and be socially

oriented, as opposed to self-engaging. The single woman

eats out the most often of all the groups, with some 52

per cent reporting doing so some two to three times per

week. Some 46.15 per cent of the single women take more

than one vacation, of five days or more, during the year,

and more than two-thirds of them prefer sight-seeing, sug-

gesting that they are not bound to the visitation of rela-

tives. This fact should supply ample motivation to the

travel agencies and tourist-oriented places to vie for

their business on a continuous basis throughout the year.

They are not school-bound, since they obviously have no

children over whom they need to be concerned.

Some 92.31 per cent of the singles own a car, with

62.50 per cent reporting ownership of a car less than

three years of age. These statistics would suggest that

automobile dealers should take heed of the single woman

as an independent consumer.

Application for credit in her own name is pre-

dominantly the domain of the unmarried woman. Only 34.40

per cent of the married women have ever done so, as

compared to 95 per cent of the divorcees, 86.96 per cent

of the widows, and 85 per cent of the singles. All of the
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unattached women showed a high incidence of having received

it, although some 50 per cent of each of these groups per-

ceived it as difficult for a woman to obtain without the

use of a husband's co-signature. This would suggest that

some difficulty was incurred before their receipt of it.

The responses received from the women in this study

would suggest that one-person households in the Dallas SMSA

are different in kind and show some marked differentials in

life style, which are reflected in their consumer behavior.

With some 116,131 one-person households in the Dallas-Fort

Worth area, it would appear significant that business enter-

prise give consideration to segmenting this market for pre-

diction of market behavior.

Some strong sociological factors are evidenced in the

growing numbers of younger persons in the one-person

household. While it has been stated that cultural values

regarding early marriage are reduced, due to more options

for women and the growing fear of divorce, those women of

marriageable age (18 to 24 years of age) in 1970 had a

handicap in the number of available men slightly older than

themselves. This was due to the increased birth rate in

the late 1940's as opposed to a lower birth rate in the war

years (the early 1940's), the time when men of the age

these women would desire would have been born. In 1970,

there were only 86 men of age 20 to 25 for every 100 women

I - - - , .. xvw
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counterparts in the age bracket of 18 to 23 years.2 7

Complementing this demographic factor is the fact that

young people today are freer spenders than their depression-

born parents. Needs are taken for granted and the credit

card is a passport,with faith in increased income almost

presupposed. Therefore, these persons spend according to

their values, not necessarily their needs.

Growth of Population in Suburbia

Not the least of the major changes in the life style

of women is the tremendous growth of the population who live

in the suburbs. The term "suburb" is defined in this

study as any outlying residential district located outside

the city limits of a city of over 50,000 residents and is

economically integrated with the central city. The Dallas-

Fort Worth area shows a 92 per cent gain in population in

the suburban areas from the period of 1960 to 1972. Nation-

wide, the suburban areas represent 37.2 per cent of the

population of the U.S. and 48 per cent of the buying power.

They are predominantly occupied by residents who are white,

with only 3.8 per cent of them being black residents.2 8

On the basis of national statistics, the place of resi-

dence, central city or suburbia, has little relationship to

2 7 "One Person Households," p. A-7.

2 8 "Suburbs: Third Force in Marketing," Sales Manage-
ment, Survey of Buying Power, 111 (July 23, 1973), p. A-26.
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the incidence of the woman being in the labor force. Some

45 per cent of the women in the central city work and 42

per cent of women residing in the suburbs work.2 9

In addition to the overcrowding of cities and the

desire of families to own a home with more space, the

growth of the suburbs has accelerated, due to the sociolog-

ical factor. Many of todays young people (ages 18-24) were

reared in the suburbs and have a strong desire to remain

there. The increase in apartment house construction in

these areas and the ease of automobile ownership have made

it both desirable and feasible for the young people to

remain there.

Nationally, the most distinctive characteristics of

families residing in the suburbs are they represent 43.5

per cent of the total family income for the United States,

47.5 per cent of the family heads have four or more years

of college education, and the median family income is con-

siderably higher than for those families residing in the

central cities. Some 43.2 per cent of all families in the

United States whose median income is between $15,000 and

$25,000 reside there and 52.5 per cent of those families

whose income is over $25,000 live there.3 0

2 9Fabian Linden, "Woman Who Work," Conference Board
Record, IX (November, 1972), p. 63.

3 0 "Suburbs: Third Force in Marketing," p. A-31.

-
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The segmentation of suburban residents has signifi-

cance for marketing for several reasons. First, the con-

centration of higher income families increases the buying

power and places emphasis on higher priced goods. Second,

since most of the residents live in a home, the sales of

major durables, yard and garden equipment, and home repair

services are very important. Third, due to the outlying

location of the suburbs, most of the residents are forced

to drive longer distances to work than central city resi-

dents, compounded by the fact that many suburbs have poor

inter-city public transportation. This increases the need

for car ownership and in many families has increased the

number of cars per family. For these reasons, the sales

quotas of salesmen covering both the central city and the

outlying suburban areas, may need reallocation, Companies

marketing consumer products peculiar to the families living

in the suburbs may find it profitable to segment this market

and differentiate the sales potential of each area.

The growth in the suburbs in the past decade is not

peculiar to the Dallas-Fort Worth area. For the period,

1960 to 1970, population in the suburbs in the United States

grew by 28 per cent, compared with a 1 per cent growth for

the central cities and 7 per cent for non-metro areas. The

Census Bureau predicts that by the mid 1980's, the suburbs

will embrace over one-half of the nation's population.3 1

3 1 Ibid., p. A-26.
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The respondents to the survey conducted for this

study, who lived in a suburb, accounted for 106 women, or

28.3 per cent of the returned questionnaires. To determine

if the demographic characteristics and the consumer behavior

are different from those of central city residents, the

responses of these women (included two Census Tracts) were

compared with the general response from the total sample.

An analysis of this data shows that, indeed, some differen-

tials do exist that have marketing significance. Table

LIX lists the demographic characteristics of these women.

Table LIX shows that the incidence of work for women

living in the two suburban tracts chosen for this survey is

similar to that for women in the survey as a whole. The

slightly higher percentage of women working full-time in

Tract 8 is probably allied to their lower income status,

rather than their place of residence. This is further

reinforced by the fact that the women in Tract 7 had a

much higher incidence of part-time work, which, as shown

earlier, is more likely when children are present in the

home.

The proportion of women married varied only slightly

from that among other respondents. There was, however,

inadequate representation of singles, a limitation that was

also true in the response rate for the survey as a whole.

The percentage of the women who graduated from high

school varied in the two suburban tracts and most likely
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has more relation to the income category of the respon-

dents than it does to the place of residence. This is

pointed up by less discrepancy in the percentage of college

graduates between the two tracts, indicating that the tract

is not isolated in education factors. What is even more

significant than the actual amount of education is the fact

that women do not appear to reflect the education charac-

teristics of the head of household, previously cited from

national statistics. It should be noted that this survey

did not provide for educational statistics on the husband,

so actual data is not available for comparison purposes.

Only 19 per cent of the respondents in Tract 7 completed

college. If, in fact, the spouses of these women reflect

the national statistics of 47.5 per cent of suburban head

of households completing 4 or more years of college, the

suburban women possess considerably less education than

their spouses. It is difficult to compare these factors

with the limited sample of only two suburban tracts used

for this study.

The income factor for Tract 7 shows that proportion-

ately more of the families had a higher income than those

in all of the tracts. Those respondents in Tract 8 showed

somewhat below the average of the other respondents. This

would indicate that the suburban tract is not composed of

an equal group of various income groups, but rather attracts

persons of like income in the first place. It would also

suggest that individual suburban tracts must be segmented



206

for purposes of consumer behavior studies, and not be con-

sidered as part of all suburbia as a whole.

The occupations of the women who work in these tracts

showed very little variance from the sample as a whole.

Some 57.14 per cent of the women in each of the two

suburban tracts were secretaries or clericals, as compared

to 45.45 per cent of the entire sample. The women in Tract

7 had a higher incidence of being engaged in white collar

work, specifically sales work, which is reflected in the

high part-time employment for this group. The women in

Tract 8 had a high incidence of being engaged in blue collar

work, specifically factory work. This would suggest that

individual suburbs may reflect social class of the resi-

dents. This would be another correlate of consumer behav-

ior, not investigated in this study.

The working women in Tract 7 had somewhat lower

personal incomes, with 42.86 per cent making less than $400

dollars per month and 50 per cent making from $400 to $800

dollars per month. This is attributed to the incidence of

part-time employment, which traditionally pays less money.

Those women in Tract 8 who worked were heavily concen-

trated in the $400 to $800 dollar range, representing some

70.59 per cent of the workers. There was no major differ-

ential in the amount of travel time to work, with nearly

50 per cent from both tracts reporting it took them from

11 to 20 minutes to travel from their home to place of work.
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The most striking difference in the two suburban

tracts, when compared with the sample as a whole, is the

presence of children in the home. While some 51.60 per cent

of the women in the entire sample reported no children at

home, both of the suburban tracts showed nearly two-thirds

of the women had children at home. The number of children

under 6 years of age in the two tracts compared favorably

with the other tracts. The high percentage of suburban

women who had children living at home would indicate a need

for concentration of stores catering to children and teen-

agers in the suburban areas. It would also account for

the somewhat below average full-time labor force partici-

pation of these suburban women, since the presence of chil-

dren in the home, especially under 6 years of age, has shown

to be of significance on this factor. Promotion geared to

suburban women should then be focused on the housewife, with

perhaps more casual apparel and activities, since their

needs are home-centered as opposed to work-centered.

The responses listed for each of the questions in the

questionnaire were tabulated by each of the two suburban

tracts, analyzed for differentials from the respondents as

a whole, and compared to each other. Some differentials of

significance were found, and they are summarized by cate-

gory. As a whole, Tract 7, Farmers Branch, was more dissim-

ilar to the survey as a whole. The responses of this-tract

showed a higher use of services, more familiarity with and

!,111 'gomlimw-w- -- l- . . " , ---
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use of a discount store, and more inclination to spend their

leisure time away from the home than did Tract 8, or the

respondents in the survey as a whole. The most significant

differentials of the suburban tracts are summarized below.

For food shopping, Tract 8 showed a higher incidence

of shopping only once a week, accounting for 53.66 per cent

of the respondents. Tract 8 spent more on food, even though

their overall income was lower. They reported eating out

almost as frequently as the total survey and as much as

Tract 7. The conclusion here is that they either have

larger families or are less prudent shoppers. The latter

may be reinforced by the fact that they use the newspaper

advertising for food shopping less, and show considerably

less incidence of shopping the discount store for food

items. Those women in Tract 7 showed a disproportionate

preference for selecting a food store on the basis of

quality and assortment with less importance placed on con-

venience, indicating that they are perhaps more mobile and

are willing to travel farther to obtain the desired goods.

The women in Tract 7 were slightly more inclined to utilize

their husband for food shopping, with some 10.77 per cent

doing so and only 4.88 per cent of Tract 8 doing likewise.

In the category of shopping for personal clothing,

Tract 8 shops less often for clothingand is very dispro-

portionate to the sample in their preference for a dress

costing less than $25 dollars. Some 78.05 per cent of the

1 1 rwftw, -, 111-14
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women in Tract 8 chose this category, as compared to 33.24

per cent of the entire sample. The major criterion for

selection of a dress among the women in Tract 7 was flat-

tery; some 72.41 per cent preferred this category. The

women in Tract 8 were much less concerned with flattery,

with only 41.03 per cent so reporting, and more concerned

with the price of the garment. Among the items listed as

fashion, the women in Tract 7 had a higher incidence of use

of false eyelashes and bikini swimsuits. Otherwise, the

two tracts were comparable and showed little variance from

the sample as a whole.

The women in Tract 7 were three times as likely to shop

in a discount house once a week, as those in Tract 8. The

women in Tract 7 had a more positive image of discounted

prices on prescription drugs, food, and major appliances

than did the survey as a whole, or Tract 8. Some 68.25 per

cent of Tract 7 and only 58.54 per cent of Tract 8 thought

prices in general were less expensive at discount houses.

The women in Tract 8 had a disproportionately low image of

discounting in major appliances and household goods.

The use of personal services and household and car

repair services was definitely the choice of the women in

Tract 7 and appeared throughout this study to favor those

with higher incomes, regardless of residence. Some 97.50

- -
- --
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per cent of the women in Tract 8 never use a maid. They

are more likely to do their own yardwork or have a family

member do it.

Those families in Tract 7 were more likely to own two

or even three cars, and they were much newer than those in

Tract 8. Of more significance is the fact that the women

in Tract 8 had a high percentage of car repair work done

by a family member or friend, suggesting spouses of mechan-

ical inclination, and not engaged in managerial or profes-

sional occupations. Some 53.66 per cent of the families in

Tract 8 use a family member for this purpose, whereas the

women in Tract 7 used a car dealer and repair shop or

garage.

Although both tracts preferred a sample mailed to the

home for introducing a new product, the women in Tract 8

showed a high preference for a cents-off coupon in the news-

paper. The use of vending machines was more likely for

Tract 8, with some 51.22 per cent of these women reporting

they buy more than two product categories regularly from

them. The use of mail order catalogs was high for both

tracts, with some 72.31 per cent of Tract 7 and 70.73 per

cent of Tract 8 phoning orders into the stores regularly.

The utilization of a catalog would appear very profitable

for the suburban areas, where distance from a store may be

much greater than for central city residents. It should be

pointed out that the suburban women apparently work in
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the suburbs, with some 50 per cent traveling no more than

20 minutes to their work. For these reasons, a trip down-

town is perhaps less common to these women and the use of

a catalog or suburban shopping center very important.

The women in Tract 7 had a high incidence of living

in a home with a market value of $30,000 to $50,000,

with some 66.67 per cent so reporting. In comparison, some

66.67 per cent of the women in Tract 8 lived in a home with

a $10,000 to $20,000 market value. Contrary to logic,

those in Tract 7 spend less time in their home for leisure-

time activities, even though the size and decor of it is

obviously more pretentious than their counterparts, homes

in Tract 8.

For their leisure time, the women in Tract 7 spent

time shopping, engaging in active sports, and special hob-

bies and activities, such as camping, boating, fishing.

The most preferred home activity was reading, with some

76.93 per cent so reporting. Those in Tract 8 were more

inclined to spend their leisure time watching television,

cooking, and reading. One-third of the Tract 8 respondents

ate out once a week, but some 29.27 per cent of the women

prepared the food at home and took it to a picnic,or church

group. This perhaps accounts for their higher food store

bill, as compared to the residents of Tract 7. The Tract 8

residents read the paper slightly less and watched more

television, with some 51.22 per cent watching more than



212

three hours of television per day. The women in Tract 7

showed no appreciable difference in their reading or view-

ing patterns, from the sample as a whole.

In the area of credit, the women in Tract 7 were more

likely to own and use regularly all types of credit cards.

The percentage of women in both tracts, however, who had

applied for credit in their own name, was low, with only

one-fourth from each group reporting having done so. The

entire sample showed a 44.04 per cent rate for so doing.

This would suggest that the application for credit is more

the habit of the single, working woman, as opposed to the

suburban housewife.

Both tracts rated advertising in general as "fair and

could use improvement," but the women in Tract 7 saw woman

in advertising portrayed predominantly as a housewife, as

opposed to desiring glamour for sexual appeal, more common

in the entire survey responses.

Women in both of the suburban tracts showed consider-

able dependence on the spouse for approval before buying

certain items or paying bills. The women in Tract 8 were

slightly less dependent than those in Tract 7, presumably

caused by more of the women working full-time, and thus

being more independent with their income, as well as the

family expenditures.

In the perceived use of the woman's income for expen-

ditures, the women in Tract 8 were most like the survey as
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a whole, with the exceptions of car expense. They rated

car expense as taking more funds, and travel as taking

less of the funds. They were more likely to use the funds

to support the family than those in the survey or in Tract

7.

The women in Tract 7 perceived their income as being

used for clothes, with some 56.92 per cent reporting this;

and more than one-third listed eating out, as compared with

only 21.2 per cent for the entire sample. They had a low

value on the use of it for support of the family, account-

ing for only 9.23 per cent. This factor is perhaps more

common to those whose spouses are earning a lower amount

of income or where no husband is present in the household.

In their selection of stores to purchase goods, Tract

7 was by far the more significant discount house shopper,

with a disproportionate amount using it for food, small

appliances, and soft drinks. The respondents in Tract 7

were also more likely to buy children's clothing in a

specialty store and cigarettes in a supermarket, and

furniture in a furniture store as opposed to a department

store. Those respondents in Tract 8 showed a low use

factor on discount houses and a high use factor for depart-

ment stores and supermarkets.

Some important differentials were found in the use of

goods in the two suburban tracts, as compared with the

sample as a whole. The respondents in Tract 7 had a high
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use factor for children's clothing, small appliances,

furniture, automobiles, snack foods, and beer and liquor.

They had a lower than average use for toys and frozen pies.

Tract 8 had a disproportionately high use factor for cake

mixes, T.V. dinners, frozen pies, and phonograph records.

These use factors would suggest that residents in Tract 7

use their discretionary income for entertainment and home

luxuries, while those in Tract 8 use their discretionary

income for food and personal luxuries.

In summary, it may be stated that from this survey some

differentials are shown to exist for residents in the

suburbs. Some of the life style differentials appear to

be more a factor of income than place of residence; this is

especially true between the two suburban tracts used in

this study. However, when comparing the responses of the

suburban tracts with the respondents as a whole, these

factors seem to be most significant. They have more chil-

dren at home and are more inclined to be home-centered,

have more non-working (full-time) women, and use or con-

sume products that are oriented to family and home enjoy-

ment. Their isolation from the downtown area and their

tendency to work close to their home cause them to have a

higher use of automobiles and car repair, and use mail order

catalogs for telephone ordering. They have a higher over-

all use of discount houses, which may be a result of the

presence of small children at home, or their convenience to



215

their locale. Most of the discount houses in the Dallas

SMSA are located in the outlying areas. They eat out more

often, but are less concerned with a full-service restau-

rant and have a greater likelihood of picknicking, camping,

and use of a cafeteria. Their expenditure for personal

clothing is less than average and they shop less often for

it, suggesting a more casual way of life with more accent

on the home, and less on formal outside activities.

One of the most significant differentials is the low

incidence of the women in suburban tracts applying for

credit in their own name, coupled with a high use of credit

cards. This suggests that the initial credit is obtained

by the spouse. This factor is further accentuated in the

high incidence of the women's need for approval before

purchasing items and paying bills. It may be concluded

that the suburban residents are more dependent on males and

are less independent in their shopping behavior and atti-

tudes. This factor would affect the promotional approach,

the selling technique, and the general rationale of busi-

nesses located in suburban tracts. Since the trend indi-

cated by demographers is for suburban residency to expand,

an interesting question is posed regarding the growth of

independence of female consumers. The answer to this

question lies in the further exploration of cause and

effect. Do suburban areas attract patriarchal households
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or do they produce them? The answer to this question is

beyond the scope of this study, but poses a significant

topic for further research.

Institutions and Products

This study is concerned with the consumer behavior of

women at the retail store, For this reason, it is appro-

priate to analyze the retail market in the Dallas SMSA, as

well as major trends in retailing, to place their responses

in proper perspective.

Retail Trade--Structure and Trends

The Dallas SMSA ranks sixteenth in the United States

in total retail sales volume. The total sales estimate for

this area for 1973 is $3,794,798,000 more than tripling the

volume of a decade ago (1963), which was $1,789,898,000.

This compared with plus 91 per cent increase in retail

sales for the nation. The estimated population of the

Dallas SMSA for 1973 is 1,741,605 persons. With the total

number of retail establishments peaking at 13,214, this

provides a ratio of stores-to-people of 1 to 131.32

The present (1973) store-to-people ratio of the entire

United States is 1 to 125, with 1,657,000 retail

321973 Editor and Publisher Market Guide (New York,
1973), p. 9.
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establishments.3 3 For many years, the total number of

retail establishments remained fairly stable in the nation.

For the past several years, the net number of stores has

been decreasing. The current retail census, conducted

annually by Audits and Surveys, reveals a net loss from

1972 of some 19,000 establishments, which is a 53 per cent

greater loss than the previous year.34 The smaller number

of stores, compounded by a rising population, has resulted

in a record store-to-people ratio. This decline in stores

is attributed to the rising popularity of one-stop shopping,

evidence of which was revealed in this study.

The store declines by category for the past year show

the following retail establishments as losers: food stores

(-)2.8 per cent, variety stores (-)2.3 per cent, dry goods

(-).4 per cent, automotive (-)1.0 per cent, service sta-

tions (-)1.6 per cent, new and used car dealers (-).6 per

cent, eating and drinking (-).1 per cent, furniture and

household appliances (-)2.6 per cent, apparel stores (-)2.3

per cent, hardware (-)2.4 per cent, drug stores (-)2.0 per

cent, and photo stores (-)2.6 per cent.

Gains in the number of establishments were posted in

discount stores (+)6.0 per cent, department stores (+)1.9

per cent, tire, auto accessories (+).9 per cent, drive-in

3 3Audits and Surveys, Inc., 1973 Nationwide Retail
Census (New York, 1973).

34 Ibid.
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restaurants (+)3.1 per cent, radio, television (+)1.7 per

cent, sporting goods (+)6.2 per cent, hobby shops (+)3.8

per cent, jewelry (+).8 per cent, and liquor and furniture,

unchanged. 35

The Dallas SMSA has shown a pattern of continuous

growth, advancing from seventeenth in rank for nationwide

retail sales volume to sixteenth place, in the past two

years. The 1973 estimate of stores and volume by retail

category for the Dallas SMSA shows lumber and hardware,

475 stores, $135,095,000; general merchandise, 459 stores,

$643,968,000 (of which department stores represent 64

stores, $351,566,000); food stores, 1,789 stores,

$759,433,000; automotive, 1049 stores, $842,725,000; gaso-

line stations, 1,742 establishments, $264,001,000; apparel

and accessory stores, 844 stores, $189,184,000; furniture,

812 stores, $162,830,000; eating and drinking establish-

ments, 2,025 stores, $254,051,000; drug stores, 318 stores,

$141,789,000; and miscellaneous (including liquor, antique

and second-hand stores, sporting goods, jewelry and flor-

ists, 2,226 stores, (volume not computed.) 3 6

35 Ibid.

3 6 Editor & Publisher Market Guide, 1973.
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The Dallas SMSA has 160 major shopping centers and

110 neighborhood shopping centers.3 7 The newest concept

in shopping centers is a unique atmosphere including shops,

entertainment, and a large array of eating establishments.

This is adapted to the new life styles,which combine shop-

ping with entertainment, whereby shopping becomes a way to

spend the day, rather than a quick shopping stop. The new-

est one on the drawing boards for Dallas is The Crossroads

Shopping Center, in northwest Dallas. It will feature some

80 unique stores, and a wide variety of discotheques, night

clubs,and restaurants. Shopping centers with the new

unique concept already in operation are The Quadrangle, Old

Town,and Olla Podriga. All of these feature the artistic

store image, away from the traditional, large, anchor store

concept, surrounded by the typical smaller stores.38 This

trend in shopping centers follows the previously discussed

concept of women seeking individuality and the demise of

mass marketing concepts. The trend to eat out more often

was well evidenced in the study, with some 50 per cent of

the working women eating out once a week or more and 46

per cent of the non-working women doing likewise. What is

even more significant is the fact that more than 70 per

cent of both groups prefer a full-service restaurant. Some

3 7 Dallas Times Herald, Dallas County Shopping Center
Guide, 1972.

3 8 Dallas Times Herald (October 7, 1973), p. 1-M.
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one-fourth of the working women stated that part of their

income was used for additional entertainment. The desire

for more eating and entertainment outside the home, brought

about by increased incomes and less free time for the working

women, combined with the desire for one-stop shopping, should

make the new shopping center concept a successful complement

to the new life styles.

Like all institutions which survive the test of time,

retailing has made some very adaptive changes in the past

several decades. Most significant for this study are those

which have appeared since 1970. Major retail chains are

making sizeable investments in automated equipment, such as

terminal cash registers and data collectors. The major

drawback to their adoption has been cost. For the small

store with four terminals, the cost is approximately $20,000

dollars. For larger, chain-type stores, with some forty or

more terminals, the cost is estimated to be $120,000 to

$200,000 dollars per store.3 9 Computerized equipment pro-

vides daily information on dollar and item sales and

produces a perpectual inventory status report on a 24-hour-

interval basis. The continuous monitoring of inventories

should reduce dealer load promotions. It is also more

efficient in the authorization of credit purchases, since

it speeds up the waiting time for the customer and is kept

3 9U.S. Department of Commerce, The Industrial Outlook,
1972 (Washington, 1972), p. 355.
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more current for store control over high risk clients.

Sears Roebuck is the first major chain store to install

such equipment throughout their stores in the Dallas SMSA.

The increased efficiency in inventory control should give

a great competitive advantage to a store using it. Many

of the respondents in this study indicated that assortment

was the major criteria for selecting a store or making an

individual purchase. The adoption of this computerized

record keeping by large stores may well prove disastrous

for the small store, which cannot afford to do so. A

possible solution to this problem may well be the rental

of such services from a central terminal.

One of the most innovative new retailing institutions

is the Catalog Sales Store. In this operation, the

customer is provided a catalog from which she may make her

selection or visit the showroom and see the merchandise

displayed and receive immediate delivery from the showroom.

Examples of this type of merchandising in the Dallas SMSA

are Best's Catalog Sales and Sterling's. Some marketing

men believe catalog operations will succeed discount

houses as retailing's big growth field.4 0

Among other advantages, shoplifting is slashed to .5

per cent of sales, as compared to 6.5 per cent of sales in

4 0 Stanley H. Slom, "The Catalog Showroom Booms, Reduces
Costs, Makes Shopping Easier," Marketing Channels, edited
by Louis E. Boone and James C. Johnson (New Jersey, 1973),
pp. 441-444.

I .--- -- - - -- -- ----. a-.- 40 W-
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the traditional discount store. Catalog showroom stores

cost less to operate since they require one-third as many

sales people, with customers picking out 95 per cent of their

merchandise. There are no accounts receivable problems,

since credit, if it is extended, is done through major bank

credit-card plans. For the year 1972, they accounted for

$2,000,000,000 (billion) in sales. Many discounters are

entering this field, as well as several large department

stores. May Department Store, a large West Coast retailer,

is entering this field.

Catalog showroom stores should proliferate in the Dallas

SMSA, on the basis of this study. Some 72 per cent of the

women indicated that they regularly use retail store credit

cards and 43.58 per cent use a bank credit card. Some 69

per cent of the women use mail order catalogs in one form or

another. With the added convenience of immediate receipt of

merchandise, not usually associated with catalog orders, the

Dallas area appears ripe for the proliferation of this new

innovative type of retail store.

Modifications of the catalog sales store are the "ware-

house store" concept which has developed since 1971, in

such areas as furniture, food, drugs, and men's and women's

clothing. Levitz Furniture Store is an example in the

Dallas area. The warehouse atmosphere and the self-service

concept, coupled with lower prices, give the customer the
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illusion of buying wholesale and are thus more psycholog-

ically convincing as a sales tool.

In the past three years, changing needs, values, and

attitudes have radically altered purchasing decisions.

Fashion has yielded to a multiplicity of acceptable styles,

with women no longer following the leader. They desire

individuality and prefer "doing their own thing." This

study showed some 57.47 per cent of the women selecting

their personal clothing on the basis of how flattering it

is, as opposed to some 2.30 per cent using high fashion, as

their criterion of purchase. The proliferation of fast-food

restaurants has met the demand for the saving of money and

time for quick lunches. With the increasing number of women

entering the work force, the need for more restaurants of

this type is obvious. The increased number of female workers

has caused a multitude of new convenience foods to enter the

marketplace. This study showed a dominant use of these

products by both the working and the non-working woman.

In addition to new types of stores, there has been a

shift from retail markets for a number of consumer prod-

ucts. Many consumer durables, e.g., cars, furnitures,

appliances, tools, televisions, are being rented instead of

purchased. A large portion of this rental business is

transacted through apartment house complexes, mobile home

manufacturers, and motels. A shift to what is commonly
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called a "service economy" may well see the consumer pre-

ferring service utility instead of ownership. The major

effect on retailing will probably be the selling of service

contracts with merchandise or the adoption of a rental plan

through the retailer. This will also affect promotions

by retailers selling insurance plans and allied services.

The suburbs in the United States now account for more

than 60 per cent of all retail sales.4 1  The growth of new

stores and shopping centers in the Dallas SMSA reflects this

phenomenon. Most new construction has been on the outlying

fringe areas of the city or in the suburbs. The most

important new concept in shopping centers has been the "one-

stop" center, wherein the consumer may make one stop and

complete all of her shopping needs. A survey to determine

the characteristics of women who prefer the one-stop shop-

ping center to the free-standing store or smaller center

was conducted by David Appel in Lansing, Michigan.4 2 He

compared the customers in a food store in a one-stop

center with those who shopped at two free standing super-

markets. He found the one-stop consumers to be younger, with

small children. They were less interested in trading

stamps, but were more likely to redeem cents-off coupons.

4 1 The Industrial Outlook, 1972, p. 354.

4 2 David L. Appel, "Market Segmentation--A Response to
Retail Innovation," Journal of Marke (April, 1970),
pp. 64-67.
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They had little price awareness and were more likely to

purchase non-food items, e.g., cigarettes, drugs, and

magazines, in a supermarket. They were very likely to use

mail order catalogs. These facts would tend to confirm

that one-stop shopping centers attract persons who have a

strong desire to minimize the total shopping effort. Their

purchase behavior and degree of store loyalty are not dif-

ferent from those of the free-standing supermarket consumer.

The respondents in this survey correspond with the

profile constructed by Appel. The working woman in this

study was twice as likely to buy cigarettes in the super-

market as was the housewife. She was more likely to patron-

ize a department store for personal clothing, major

appliances, and children's clothing. The department store

has a traditional image of a wide assortment under one roof

for the purpose of one-stop shopping. The respondents who

were working were also less likely to shop in discount

houses, which in the Dallas SMSA are frequently free-stand-

ing stores, somewhat isolated from other stores. Since the

working-woman syndrome is accelerating, and they appear to

prefer this type of shopping convenience, it is suggested

that the free-standing store would be less productive in the

future than a one-stop center.

An area of retailing indigenous to the success of an

institution is the amount of research prior to the selection

of a location for the store. It is in this area that many
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small stores are negligent. Some twenty years ago, the

merchant was concerned with pedestrian traffic in the

central business district. Today, he is more concerned

with the automobile traffic counts and the number of resi-

dences within a given radius.4 3 According to Delbert

Duncan, "Many, if not most, small stores are opened each

year in particular sites selected largely because they were

available, not because of research and analysis. "4 4 In

this study, when respondents were asked the criteria for

selecting a food store, the working woman was almost three

times more likely than the non-working woman to mention

convenience. She was also more likely to use convenience

foods, such as casserole dinners, snack foods, cake mixes,

T.V. dinners, and frozen pies. The working woman was also

most likely to work in a location no more than twenty min-

utes from her home, with nearly one-fifth of them working

in a location of less than ten minutes travel time. All of

this would suggest that location of shopping centers and

stores is of increasing importance. With time saving becom-

ing an increasingly important element in the life of women,

especially working women, some considerable analysis should

be given by any retailer before selecting a site for a store.

43 Small Business Association, Store Location, No. 16
(Washington, 1964), p. 1.

4 4 Delbert Duncan, et. al., Modern Retailing Management
(Illinois, 1972), p. 79.
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Selected Retail Institutions and Products

The discount house, now in existence approximately

fifteen years, and as of 1972, producing a volume of $34

billion, has been expanding at an astronomical rate. In

1972, discount stores outnumbered department stores for the

first time, and in 1973 they number some 5,300 establish-

ments, as compared with 4,800 department stores.4 5

In recent months, the literature reflects some consid-

erable losses among discount house chains, which in some

areas appear to be overbuilt. In their infancy, the

discounters attracted customers from department stores,

variety stores, appliance stores, and drug stores. Today,

the consensus is that they take business from each other.4 6

A new trend-setting institution which is taking a toll from

the discount house is the catalog sales store, discussed

earlier.

The survey for this study of the Dallas SMSA found the

discount house consumer to have a well-defined profile.

She was most likely to be a housewife, not working, between

the ages of 25 and 34 years, and have a total family income

between $7,000 and $25,000. Her most identifying char-

acteristic was having children at home, with some 86.21

4 5 "Hard Times Hit the Discount Store," Business Week
(February 10, 1973), p. 88.

4 6 Ibid.
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per cent of women with children under six years shopping

a discount house once a month or more. The frequency of

shopping there was accelerated with more children and wider

range of their ages, with those women with children from

ages 0 to 17 accounting for some 48.72 per cent of those

shopping once a week and 82.05 per cent of those shopping

there once a month or more. The education factor was domi-

nant in correlating frequency of shopping at the discount

house. Those having a high school diploma or less showed

the greatest incidence of shopping there often. One of the

most interesting results of the study, with regard to educa-

tion, was the lower frequency of shopping the discount

house by the highly educated woman, but the more positive

image she had of low prices being found there.

Approximately two-thirds of all the respondents in the

study believed that prices in general were less expensive

in discount houses. The women with graduate college work

were even more convinced of their reductions, with 71.43

per cent of them stating that. Some 38.10 per cent of these

educated women never shop there, and the remaining balance

are much less frequent discount house shoppers than their

less educated counterparts.

Those respondents who responded "yes" to the question

regarding the image of lower prices at discount houses were

asked to check those products they perceived as less

expensive. In a matrix, near the completion of the
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questionnaire, the respondents were asked to indicate the

store they would most likely purchase specific products.

To compare the image with the actual use factor of the

institution, Table LX was prepared. This table reveals

that in most categories, the image of low prices is greater

than the incidence of purchase in the discount house.

TABLE LX

PERCEPTION OF LOWER PRICES COMPARED WITH
INCIDENCE OF PURCHASE BY PRODUCT

CATEGORY IN DISCOUNT HOUSES

Product Category Per cent of Women Responding

F d. d ( )

U))

U) 4

Majr a>anas)7.r-646

>U)

Hoisetridsgandsdru365.0%47.95%

Yardo nd2*40
Toiltresad3rgs5.08%436.80%

Cigre ition drg*12 17.73

Ladies' clothing 15.51 3.16
Men's clothing 12.83*
Children's clothing 17.65 8.27
Furniture 6.68 3.04
Major appliances 17.11 6.46
Household goods 36.10 47.95
Phonograph records* 40.32
Yard and garden equip.* 40.71
Cigarettes *14.74

*Comparable figure not acquired in'the survey.
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Since the incidence of perceiving low prices in this

institution is considerably greater than the purchase of

them there, it could be deduced that low prices are not

the important factor in selection criteria for some of the

respondents. This factor may well be reinforced by the

response received on the two questions regarding the

criteria of store selection for food purchases and personal

clothing. Only 13.97 per cent of all the women perceived

low prices in foods as their major criterion,and 35.59 per

cent of the women used this criterion for the selection of

a store for the purchase of their personal clothing.

There are, however, other considerations which should be

analyzed. The discount house is most frequently a free-

standing store in the Dallas SMSA,and the large percentage

of working women who do not frequent the discount house

as much as the housewife may reject this institution on

the basis of inconvenience. Because of limited service and

sales personnel, these women find less service and assis-

tance for their shopping,and they value time-saving

conveniences. Another consideration is the McNair Wheel of

Retailing principle, which states that a new institution

usually originates with low prices and gradually trades up

in price and quality, making room for a newcomer to invade

the market with a new form of retailing at lower prices.

The advent of the Catalog Sales Store may well demonstrate

this principle with regard to discount houses.
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The area revealed in this survey as having the great-

est potential for discount house development appears to be

the food category. Some 25.94 per cent of the women per-

ceive the discount house as having lower prices, yet only

4.00 per cent actually buy food items there. Some 25.20

per cent of all of the women choose brands by comparing

brands by price, and 52.03 per cent buy both national and

private brands. The promotion of price and perhaps private

brands might well be a potential market segment which is

presently not being tapped by the food section of discount

houses. During this past year, the trend in food retailing

is a shift to "discount type" among the chains and has

resulted in intense competition.

The department store in this study is differentiated

from the discount house, as an institution with twenty-

five or more employees, separated into a number of depart-

ments for control purposes, and not specifically featuring

price as the major sales appeal. In 1972, all department

stores, including discount houses, had sales totaling

$45,809,000,000.47 As previoualy reported, discount house

sales for the same year were $34 billion, thus making depart-

ment stores account for $11.8 billion. The Bureau of Cen-

sus does not separate discount houses from regular depart-

ment stores in its statistics.

47 U.S. Department of Commerce, U.S. Industrial Out-
look, 1973 (Washington, 1973), p. 397.
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The department store is the largest seller of women's

apparel in this country.4 8 The survey made for this

study substantiates this fact for the Dallas SMSA, with

42.24 per cent of the total respondents indicating that

they purchase their personal clothing there. This amount

was considerably higher for the working woman than the

housewife. Table LXI shows the relationship of department

store use by work status.

TABLE LXI

PERCENTAGE OF WOMEN PURCHASING SPECIFIC
PRODUCT CATEGORIES IN DEPARTMENT

STORES BY WORK STATUS

Product Category Per cent of Women Responding

Non- Work Work
working Part-time Full-time

Children's clothing 50.63% 73.03% 66.55%
Ladies' dresses 36.71 47.66 42.24
Hosiery 55.06 56.25 54.89
Ladies' shoes 47.47 54.55 51.33
Toys 20.89 30.69 26.58
Furniture 17.72 30.77 26.75
Small Appliances 34.18 40.63 37.72
Major Appliances 54.43 59.82 60.31

It may be noted in Table LXI, that the purchasing pattern

of the part-time working woman is more closely allied to

the full-time worker than it is to the non-working woman.

4 8 Ibid.,, p. 402.
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In all apparel categories (dresses, hosiery, and shoes),

the department store has a dominant share of the total

business, for all categories of women.

For ladies' dresses, the department store was the

choice of women under 55 years of age and those with total

family incomes of less than $25,000 dollars. Since the

department store was also the choice of working women for

ready-to-wear purchases, it is suggested that the major

appeal is a wide assortment under one roof, reinforcing

the all-important one-stop shopping concept for the woman

who has limited shopping time. The survey also showed that

the department store controlled a major share of the major

appliance market, which is projected to grow in the next

several years. All of these facts explain why the outlook

is excellent for department stores. They are projected to

post ten per cent sales gains for 1973, and nine per cent

gains for 1974.49

The "special store" is a term used in this study to

designate those stores which feature a single line of goods

or several lines of related goods. Examples of these stores

are ladies apparel stores, shoe stores, florists, furni-

ture stores, children's shops, liquor stores, and automobile

dealers.

4 9U.S. Industrial Outlook, 1974, p.-~152.
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Some women shun the bigness of department stores and

prefer to forfeit the one-stop shopping appeal of such

an institution for the personal service usually associated

with the small store. A recent survey, discussed in 'the

1973 U.S. Industrial Outlook, showed that some 20 per cent

of 67,000 respondents rejected a department store because

of the increasing amount of poor personal service found

there.5 0 Women in this study of the Dallas SMSA also

registered complaints in this area, as will be noted in a

summary of these statements at the end of this chapter.

To best determine where the respondents in this study

favored purchasing certain product categories, Table LXII

has been prepared.

The small store, specializing in a product category,

is obviously favored by the non-working woman for dresses.

It is interesting to note that the survey showed that

96.15 per cent of these women shopped for clothing dur-

ing the day, and 43.95 per cent of them preferred sales-

person assistance. They were much less likely than the

working woman to shop the same store all the time, All

of these facts would reinforce the importance of person-

alized appeal and availability of the special store.

The growth of apparel sales is projected on the basis of

the growth of leisure time, causing women to need new types

50U.S. Industrial Outlook, 1973, p. 402.
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TABLE LXII

PERCENTAGE OF RESPONDENTS PURCHASING
PRODUCT CATEGORIES IN STORES
SPECIALIZING IN THAT CATEGORY

BY WORK STATUS

Product Category/Store Per cent of Women Responding

Non-working Working

Ladies' dresses (Apparel
store) 40.51% 34.38%

Toiletries (Drug store)* 32.91 39.69
Headache remedy (Drug store) 44.30 52.34
Garden equipment (Nursery)* 31.65 23.08
Ladies' shoes (Shoe stores) 35.44 30.84
Small appliances (Hardware)* 8.23 13.28
Furniture (Furniture store) 68.35 58.12
Children's clothing store 17.72 10.11
Beer & liquor (Liquor store) 62.66 76.40
Flowers (Florists) 85.44 94.78
Automobiles (Automobile

dealers) 82.91 85.25

*These categories were represented by more than one-
third of all respondents as being purchased in discount
house.

of apparel, not necessarily new styles of the same type of

garments. Such categories as tennis, boating, skiing, and

casual at-home wear are examples of the growth areas. The

continuous deceleration of fashion emphasis on the Paris

haute couture hasmade it difficult for the apparel industry

to promote new styles which drastically alter the wardrobe

of women. It is suggested that the accelerated entry of-women

into the labor force will provide a boost for the apparel

industry, since a woman usually requires more formal attire

for work purposes. This study has already shown that the

working woman shops more often for clothing than the
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non-working woman. Nearly one-half of women in both the

working and non-working categories believed that extra

income from a woman working would be spent on additional

clothing.

In all product categories, non-working women were more

diversified in their choice of a store for purchasing,

indicating that they not only shop more stores, but also

spend more time exploring the market than their working

counterpart. This would suggest that the development of the

working woman as clientele, for most institutions, would

be very productive, since she is more loyal and perhaps

appreciative of the time-saving convenience of concentrat-

ing her purchases in one place.

The use of services, based on the responses in this

study, showed little differential related to work status.

There was no evidence that a woman working used more

services than her non-working counterpart. There was evi-

dence that the use of services was closely related to

income, in most all categories studied in this survey, and

in some categories was related to increased education.

Table LXII indicates the use of services by work status of

the women in the survey made for this study.

Table LXIII shows that working women used a beauty

salon only slightly more often than the non-working woman.

She required less service in the gas station and was less

likely to use a maid at any time than the housewife. She
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TABLE LXIII

PERCENTAGE OF RESPONDENTS USING
SERVICES BY WORK STATUS

Service Category* Per cent of Women Responding

Non-working Working
Women Women

Gasoline stations
Prefer self-service 6.96% 8.89%
Prefer full-service 90.51 85.19
Never buy gasoline 1.90 3.70

Car Repair Service
Car dealer 43.04 33.33
Repair shop or garage 21.52 31.11
Family member or friend 18.99 17.04
Gas station 15.82 14.07

Yard Care
Me 26.66 10.37
Family member 57.32 46.67
Hired help 17.20 10.37

Beauty Salon
Never use 21.52 20.74
Use once a week 36.08 39.26
Use special occasions 36.71 34.07

Household Help
Never use 65.19 77.78
Use full-time 3.16 2.22
Use once a week 28.48 15.56

Real Estate (criteria for
purchase)

Quality of neighborhood 52.00 38.71
Condition and appearance 28.00 37.10
Design of home 9.33 11.29
Quality of schools 6.67 9.68
How big a bargain it is 4.00 3.23

OI* ' 1
wAll categories do not add to

categories were used.
100.0% since selected

was less likely to do her own yard work or hire outside

help for that purpose. The working woman merely shifted

the yard care from herself to a family member. In the

category of car repair, she had little more likelihood of



238

using a family member than the housewife, but she was more

likely to divide her repair business with repair shops and

automobile dealers. This is most likely explained by the

incidence of .working women having older model cars which

are no longer in warranty. In the selection of a home, the

working woman was more likely to be interested in the con-

dition and appearance of a home and less likely to be

concerned with the quality of the neighborhood than her

non-working counterpart. This is probably explained by the

fact that she has less time to make necessary repairs and

remodeling than the non-working woman. It may also be

inferred that the working woman would be a better client

for the new home, where condition of the home is often the

prime selling point and neighborhood is of lesser consider-

ation.

The use of services had a higher correlation with

family income. The use of a maid and a beauty salon once

a week was much more prevalent in families with a yearly

income of $15,000 or more. A full-time maid was most pre-

valent in families with more than $25,000 income, as was

the use of hired help for yard work.

Those women who preferred to serve themselves at the

gas station were mostly found in the $7,000 to $15,000

income category. The criterion used for selecting a

new home showed definite correlation with income.

Those families who rated quality of schools as important
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were in the over-$25,000 category. Appearance and condi-

tion were most important to those with incomes under

$10,000 annually, and the quality of the neighborhood was

deemed most important by those with over-$10,000 annual

income. It is deduced that the use of services is not

allied with the incidence of a woman working, but rather is

a factor of the family income, increasing with more income.

An analysis of leisure time was made on the basis of

work status. Very little differential between the two

groups was found in the following areas type of place pre-

ferred when eating out (over 70.0 per cent prefer full-

service restaurants), frequency of vacation (more than one-

half taking one a year and one-fourth taking more than one

a year), selection of vacation spot (more than one-half

desiring sightseeing and one-fourth visiting relatives),

participation in active sports (one-fifth of all respon-

dents), and use of phonograph records and tapes (more than

85.0 per cent of each group).

The use of snack foods and beer and liquor was examined

to determine home entertainment differentials. Little dif-

ferential between working and non-working women was found,

with more than two-thirds of the women using beer and liquor

and more than 95.0 per cent of each group using snack foods.

A differential was found between working and non-work-

ing women in the frequency of eating out and the attendance
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at movies, plays,and musicals. Some 28.89 per cent of the

working women eat out two or three times per week, as com-

pared with only 17.31 per cent of the housewives. The

frequency of eating out once a week was about equal, includ-

ing about one-fourth of both groups. Nearly a third (32.59

per cent) of the working women regularly attended movies,

plays, or musicals, while only 22.78 per cent of the non-

working women did so.

The non-working woman was more likely to use the open

response section of the leisure time question to add areas

in which she indulged. Some 38.61 per cent of them filled

in this blank, with a predominance of sewing, crafts, needle-

work, painting, volunteer and civic activities, and

ceramics. The activities of non-working women were primarily

home-centered, as indicated earlier in this study.

Some 30.37 per cent of the full-time workers and 27.59

per cent of the part-time workers filled in the blank line

for "other" leisure activities. These responses were con-

centrated in such categories as camping, boating, skiing,

knitting, crafts, and fishing. This suggests family-cen-

tered week-end activities that are conducted, for the most

part, away from the home.

From this analysis of leisure time activities and

services, it would appear that areas of growth are arts and

crafts and hobby stores. The 1967 Census of Business

reported that sewing and needlework stores were the second

*Waft,
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fastest growing type of outlet in retail trade.5 1 Another

growth area is restaurants. The Farm Index, published by

the Economic Research Service, stated that the average

American in 1972 spent nearly one-third of his food

budget on eating out. This includes meals at hospitals and

school lunches.5 2 Entertainment in the form of movies is

making some comeback, especially among those persons between

the ages of 12 and 29 years, thus accounts for 73 per cent

of the moviegoers. Other correlates with attendance at

movies are higher education (some college) and incomes of

over $15,000 dollars per year, with more than two-thirds of

each category being frequent or occasional moviegoers.5 3

A study by the Conference Board, a non-profit research

organization, to determine how Americans spend their leisure

time, reported some interesting findings:

(1) More than 8 million Americans will travel abroad
in 1973, compared to 7.4 million last year. (2) Ski-
ing has grown from 50,000 participants in the 1940's
to 4.5 million now. (3) Almost 10 million bicycles
were sold in 1972, a thirteen per cent increase over
1971. (4) Eighty million Americans currently parti-
cipate in picnicking; more than 70 million in swim-
ming, 60 million in a variety of other sports.
Walking and fishing comprise 50 million participants,
while 40 million Americans claim to be boaters, and
35 million say they go camping and bicycling.

5 1 "Retailing's Challenge: Keep Up With the Trend-
Setters," Sales Management (August 15, 1970), pp. 46-48.

5 2 "Eating Out Habit Grows," Dallas Times Herald
(October 21, 1973).

5 3 "Profile of Moviegoers," Parade Magazine (October
28, 1973), p. 19.
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(5) The vacation of the average American has
increased from 1.8 weeks to 2.2 weeks.5 4

The conclusion made from this study regarding leisure

time of working and non-working women is that both groups

are as likely to engage in hobbies and activities. The

differential correlated with work status is whether they

can be conducted inside or away from the home. The factors

that free a woman from the home for working (absence of

small children at home, higher education, and under 55 years

of age) also influence her choice of leisure-time activ-

ities. Therefore, those activities and hobbies which

require leaving the home are more likely to be chosen by

the working woman. An earlier finding showed that working

part-time was more prevalent when women had small children

in the home. An analysis of the leisure-time activities

and hobbies of this category showed that these were most

like the housewife, emphasizing the correlation between use

of leisure time at home with home-tying responsibilities.

The areas of non-store retailing is experiencing a

growth in all three major categories: door-to-door sell-

ing, vending machines, and mail-order catalog selling.

The growth of door-to-door selling is attributed

to consumers' concern with heavy traffic at shopping

centers, indifferent salesclerks, and the expenditure of

a higher proportion of income on items that go into

5 4 "Life-Style U.S.A.," Parade Magazine (June 17, 1973).

Now
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the house.5 5  Presently, there are 3,000 companies

engaged in door-to-door selling, employing more than three

million people. Although total volume in this area is

hard to locate, the ten biggest volume companies, in 1970,

accounted for $2,131,200,000 worth of volume. 5 6

The largest portion of the door-to-door volume is done by

Avon Products, $759.2 million; Consolidated Foods (Electro-

lux, $150 million and Fuller Brush, $90 million); Grolier,

Inc., $228 million; Field Enterprises, $170 million;

Encyclopedia Britannica, $165 million; Dart Industries

(Tupperware, $118 million, Vanda, $23 million, and West

Bend, $1.5 million); Stanley Home Products, $126.5 million;

and Amway, $120 million.5 7

The most important new concept in door-to-door selling

is the use of the telephone for appointments, as opposed to

canvassing at the door in each neighborhood. This would

appear to be a better approach for the women in the Dallas

SMSA, since reception of salesmen at the door showed a low

profile by the respondents in this survey. Only one-fifth

of all the respondents would review products and purchase

if interested, if a door-to-door salesman came to their

5 5 "The Awesome Potential of In-Home Selling or Look
Who's At the Door," Sales Management (April 15, 1971),
pp. 27-30.

5 6 Ibid.

57 Ibid.
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home. Some 21 per cent of the women would avoid answering

the door, and another 50.81 per cent would answer the door,

but get rid of the person. Only 7.57 per cent of the women

had no opinion on the matter. Although non-working women

showed a slightly higher incidence of reviewing the prod-

ucts of a door-to-door salesman (22.78 per cent versus

18.52 per cent of the working women), the factors of age

and income showed no relationship. As previously mentioned,

those women with graduate college work showed a higher rate

of reviewing the products. All other education categories

showed equally negative response.

On the basis of this study, it would appear that door-

to-door selling in the form of a salesman calling unexpect-

edly at the home is a poor form of distribution for the

Dallas SMSA. It is possible that use of the phone may

modify this negative image. Fuller Brush is now employing

women for 70 per cent of its national salesforce (65 per

cent locally), and Stanley Home Products uses women for 90

per cent of its selling personnel.5 8 Another factor which

subdues the use of door-to-door sales in the Dallas SMSA,

shown in the survey, is the mobility of the population.

More than 90 per cent of the women have at least one car

in the family, 55.37 per cent have two cars, and 18.46 per

cent have three or more cars. This factor, combined with

5 8 Ibid.
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the high incidence of working women (not home during the

day), the large selection of shopping centers, the strong

desire for assortment of goods, and high incidence of shop-

ping a multiple number of stores, would indicate that the

Dallas SMSA is perhaps not a profitable area for door-to-

door selling.

The vending machine, growing at a rate of 9 per cent

annually,5 9 appears from this study, to be the domain of

the working woman. She is more than twice as likely to use

two or more types of machines for different products than

her non-working counterpart. Some 40.60 per cent of the

working women use two or more machines regularly, compared

with only 19.35 per cent of the housewives doing likewise.

Nearly one-half (48.39 per cent) of the non-working women

never use a vending machine, while only 28.57 per cent of

the full-time working women never use one. The part-time

worker's use of vending closely parallels the non-working

woman's with some 41.38 per cent of them never using one and

only 24.24 per cent using two or more machines regularly.

These facts would suggest that the use of vending machines

by women is much higher when they are located in work

establishments or in places closely allied with the work

setting. The high priority placed on convenience, shown

5 9 Dallas Times Herald (September 12, 1971), p. A-36.
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earlier in this study, by working women, would most prob-

ably explain their positive acceptance of this form of

distribution.

In 1972, total vending machine volume in the United

States, was $6.906 billion dollars. Cigarettes represented

some 33.5 per cent of this volume, bottled and canned

drinks, some 19.0 per cent;and packaged confectionary candy

and snacks accounted for 10.2 per cent.6 0 These national

statistics coincide with another finding in this study

which would make working women more prone to use a vending

machine; that is their higher use factor of cigarettes.

Some 55.56 per cent of the working women reported purchas-

ing cigarettes, while only 48.73 per cent of the non-work-

ing women reported doing so. The questionnaire did not

provide for information regarding the quantity of cigar-

ettes used, so measurement of this factor cannot be made.

The general conclusion with regard to the use of vend-

ing machines in the Dallas SMSA is that non-working women

have less incidence of use due to their high mobility in

shopping stores where most of these items may be found, most

probably at lower prices. Stanley Hollander has pointed

out that vending machine distribution is a vivid example of

non-conformity to the Wheel of Retailing theory advanced by

3.

60"Census of the Industry," Vend (May, 1973), p. 63-

- -----------
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Malcolm McNair.6 1 It started as a high-cost, high-margin,

high-convenience type of retailing. It is also a fact that

many vending machines are located in drinking establish-

ments, where the likelihood of men customers is consider-

ably greater than that of women, especially for purchasing

factors. This study is confined to women and therefore

would not measure the impact of vending machines in these

locations.

The use of mail-order catalogs is generating more

volume than ever before in history, which is a credit to

a retailing form which has adapted to contemporary life-

styles. The original mail-order catalog, developed by

Montgomery Ward in the late 19th century, was designed to

give a wide assortment at lower prices to a population

widely dispersed on the farm and in rural areas. Thus

the very reasons for its reception at that time could be

the cause of its demise in our present urbanized society.

The modernization of this form of distribution has been

effected by department stores opening catalog departments,

where orders may be placed in person, on the phone, or by

mail. An even newer innovation in the catalog's use is

the catalog sales showroom, discussed earlier in this study.

During the period from 1962 to 1972 the retail mail

order sales of department store merchandise rose 155 per

6 1 Stanley C. Hollander, "The Wheel of Retailing,"
Journal of Marketing, 25 (July, 1960), pp. 37-42.
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cent, while total retail sales increased only 91 per

cent.6 2 This would surely indicate that the adaptiveness

of this form of retailing is paying handsome dividends.

In 1971, Sears Roebuck and Company received some 22 per

cent of its total volume from catalog sales. For this

period, Sears' total volume was $10.000 billion, of which

catalog sales accounted for $2.3 billion.6 3 The Dallas

stores contributed $107 million to the total volume for

Sears Roebuck.

Other mail-order operations producing large volume

are Montgomery Ward, $600 million; J.C. Penney, $303 mil-

lion; and Speigel Company, $300 million. It is very

costly to enter the catalog business on a large scale.

J.C. Penney, a relative newcomer in the field, entered

the field in 1963. They estimate that it costs $5.00 per

catalog, until one reaches the one-million mark in dis-

tribution. Penney's lost some $15 million per year for

the first eight years of catalog operation.64 Although

entrance into this type of business is limited to large

organization, once the computer and warehouse structure

are set up, a catalog system can handle a lot of volume

with little additional investment.

62 U.S. Industrial Outlook, 1974, p. 153.

6 3 "Pretty Penney," Forbes (March 15, 1972), pp. 44-46.

64 Ibid.
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Although most reports of total volume in mail order

selling are estimates, due to closely guarded sales fig-

ures, Bob Stone quotes what he terms "an educated guess"

that they were about $4 billion in 1971.65 His estimate

for 1957 was $1.5 billion, reflecting a fairly recent

growth pattern for an institution which has been in exis-

tence for nearly a century.

According to a survey by A. C. Nielson in 1972, 77

per cent of all consumers have nothing against a catalog,

and 60 per cent like to receive them. More than three out

of four customers read them, and some 67 per cent of those

who receive them make purchases some of the time.6 6

Although the literature claims that the most attrac-

tive features of a catalog are the saving of time, wider

selection, and money saving, this study found that the use

of a catalog was decidely favored by non-working women.

Some 75 per cent of the non-working women use one, as com-

pared with only 57.78 per cent of the working women doing

so. Some 40.74 per cent of the working women phoned orders

in to a store from a catalog, 9.63 per cent mailed in

orders, and 6.67 per cent ordered at the desk located in a

retail store. The phone ordering was the choice of over

65 Bob Stone, "Growth of Catalog Sales Boggles Minds
of Many Marketers," Advertising Age (May 15, 1972).

66 Ibid.
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57 per cent of the housewives; but their second choice was

using the desk in the store, with some 10.90 per cent

favoring this method. While the cause of the non-working

woman's use of the catalog exceeding that of the working

woman cannot be fully explained within the framework of

the limited data in this study, an interesting factor is

observed. The housewife appeared in this survey more price-

oriented than her working counterpart, She was twice as

likely to read newspaper advertisements for food specials;

she was more likely to favor a store with the image of low

prices for food; she bought personal clothing on the basis

of mark-downs more often, and was the most likely to shop

more than one store. The implication is that she compared

values. In addition, the housewife was much more likely

than the working woman to shop the discount house. It is

therefore suggested that the appeal of the catalog to the

non-working woman is its image of lower prices, not its con-

venience factor or her disgruntlement with the service

found in stores.

Future Trends in Retailing

By 1980, it is predicted that some 69 per cent of

the population will have an income exceeding $15,000,

compared with some 47 per cent who enjoy that income cate-

gory today.67  The U.S. Department of Commerce projects the

6 7Fabian Linden, "The Consumer Market in 1980: An
Overview," The Conference Board Record (June, 1972).
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distribution of income for families in 1980 shown in

Figure 2, on page 253. The spending for durables in 1970,

accounting for 14.5 per cent of personal consumption expen-

ditures, is projected to rise at an 8 per cent annual rate

from 1970 to 1980. A great portion of this increase is

anticipated in the number of young adults who will be set-

ting up households, the accelerating number of working

women who will increase the family income, and continued

growth of multi-car ownership in families. The pending

energy shortage in this country may be cause for a revi-

sion of the latter category, which most probably will

effect a shift in expenditures to other durables, rather

than a decline in total spending.

The non-durable category, which has accounted for 43

per cent of the family income, has been declining relatively

with increasing family incomes. As incomes rise, food

claims a lesser relative share of the budget. Alcohol and

tobacco are not income-sensitive, but depend more on popu-

lation, rather than economic growth. The annual growth

projection for non-durables, from 1970 to 1980, is 3.9 per

cent annually.6 8

Services claim about 43 per cent of the family income.

Their growth, in relative income share, has been attributed

to inflation in labor costs, rather than a change in

6 8Ibid.
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consumer buying patterns. The principal growth areas in

services are shelter (home repair services, utilities),

medical and personal care, and higher education. For the

decade of 1970 to 1980, services are expected to rise some

5.7 per cent annually.6 9 Figure 2 shows projections for

family expenditures for 1980.

On the basis of these trends, the prospect for growth

of retail institutions for the period of 1970 to 1980 looks

excellent. The U.S. Department of Commerce lists the fol-

lowing compounded annual growth rates for all retail cate-

gories from 1971 to 1980: total retail trade, 7.0 per cent;

department stores, 9.7 per cent; variety stores, 7.0 per

cent; grocery stores, 6.5 per cent; men's and boy's apparel

stores, 3.3 per cent; women's apparel and accessory stores,

3.8 per cent; furniture stores, 6.5 per cent; household

appliances, 6.5 per cent; restaurants and bars, 6.9 per

cent; and drug stores, 6.3 per cent.7 0

For the period of 1963 to 1967 (the 1972 Census of

Business figures have not been released at the time of this

writing), the 1967 Census of Business showed the fastest

growing retail store types to be those associated with the

good life and luxury-type goods. In order of importance

these were aircraft, motorcycle dealers, (+)159.9 per

69 Ibid.

7 0U.S. Industrial Outlook, 1974, p. 149.
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cent; sewing, needlework stores, (+)131.3 per cent; radio,

television stores, (+)97.3 per cent; boat dealers, (+)84.6

per cent; refreshment places, (+)75.3 per cent; household

trailer dealers, (+)73.4 per cent, mail order, furniture,

home furnishings, (+)73.2 per cent; automobile dealers,

domestic and import, (+)69.3 per cent; automobile dealers,

import only, (+)66.7 per cent; cafeterias, (+)64.2 per

cent; book stores, (+)61.6 per cent; department stores,

(+)57.5 per cent; children's shoe stores, (+)52.8 per cent;

Sporting goods stores, (+)52.1 per cent; garden supply

stores, (+)48.6 per cent; gift, novelty, souvenir shops,

(+)48.5 per cent; bicycle shops, (+)46.3 per cent; miscel-

laneous home furnishing stores, (+)45.3 per cent; antique

stores, (+)44.1 per cent; and proprietary stores, (+)43.3

per cent.7 1

There is ample evidence from the results of this study

that the women in the Dallas SMSA are participants in the

growth of the aforementioned retail stores. More than 90

per cent have at least one car, and more than 90 per cent

of the women purchase a dress in a store, as opposed to

making their own. Some 80 per cent take a vacation of

five days or more away from home, at least once a year.

More than 72 per cent own at least one major credit card

and use it regularly. All respondents indicated that they

7 1 "Retailing's Challenge: Keep Up With the Trend-
Setters," Sales Management (August 15, 1970), pp. 46-48.
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spent their leisure time engaged in one or more activities

that required the purchase of goods or services, and many

overtly mentioned additional activities not provided for

in the questionnaire. These activities showed camping, sew-

ing, crafts, needlework, boating, and painting as major

hobbies. With increased numbers of women entering the labor

force, and accordingly increasing the family income, there

is adequate reason to believe that the Dallas SMSA will

support the trend to increases in the retail store volume

for the next decade.

Advertising and Promotion

In a speech made earlier this year, consumer advocate,

Ralph Nader stated,

I do not think that there is ever an example of
more effective applied social science than modern
advertising today, in terms of changing, diverting,
or shaping human behavior. What is basically the
question to ask: What is the quantum of information
which advertising could convey about a product or
service, to the consumer, compared to what it is con-
veying?7 2

This survey found that the working woman was displeased

with advertising. The same number of working women (25.86

per cent) found advertising in general "untruthful and mis-

leading" as found it "useful and informative." Some 38.64

per cent of the working women found advertising "fair and

7 2 "Dechy Agency Hears Nader on Advertising," Standard
Rate and Data, Spot T.V. Rates and Data, 55 (August 15,
1973), p. 9.
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could use improvement." Some 10.55 per cent had "no opin-

ion" on the matter or refused to respond to the question.

The negativism of the working women toward advertising

is reflected in their use of it for shopping. When asked

if they found newspaper advertising helpful in the purchase

of food, some 42.22 per cent of the working women claimed

they never read food advertisements, and only 13.33 per cent

found them extremely helpful. Since working women as a group

represent a segment of our society for whom time and conven-

ience are a premium, newspaper advertising for a weekly shop-

ping category as large as food should be a prime resource.

Only 7.41 per cent of the working women utilized a news-

paper's advertising for the selection of personal clothing.

The working woman was less likely to read a newspaper once

a day, and watched considerably less television than her

non-working counterpart. For these reasons, it is sug-

gested that advertising is perhaps not very productive in

tapping the working women in the Dallas SMSA.

In all categories queried in this survey, the non-

working woman had a more positive attitude to both the use

and quality of advertising. The important consideration

here would appear to be that the accelerated entry of women

into the work force possibly alters this confidence level.

It has been shown in this study that working women are

respected for more efficiency, organization, and living a

more versatile life style than housewives. This would
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suggest concern that the working women's opinion of adver-

tising might infiltrate the non-working segment, and in so

doing increase in importance.

Ranchellie Cadwell, president of an advertising agency,

states,

When over 55% of women in this country are high school
grads and 25% have attended college, when women have
attained sexual freedom, aren't they beyond "house-i-
tosis"? At the very least, women deserve recognition
as being in full possession of their faculties.7 3

The portrayal of women in advertising has received

increasing attention in the last several years. This is

due to the efforts of Women's Rights activists and the

sympathies they have evoked among women, who today are more

educated and more active in the work world than ever before

in time. A study in the New York Times Magazine showed

that 1,241 commercials shown on television depicted women

in an insulting and demeaning manner.7 4

The responses to the question in this survey asking

women how they perceived women portrayed in advertising

showed a differential of opinion between working and non-

working women. Some 38.93 per cent of the working women

saw themselves depicted as a sex symbol desiring glamour,

and 35.11 per cent of them saw a woman depicted as a

7 3Andrew J. DuBrin and Eugene H. Fram, "Coping With
Women's Lib," Sales Management (June 15, 1971), p. 60.

7 4 Cited in Grey Advertising, Inc., Grey Matter, Thoughts
and Ideas on Advertising and Marketing, 44 (February, 1973).
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housewife. Non-working women showed more tendency to see

the woman as a housewife, with 41.14 per cent so reporting.

There is a possibility that this fact reveals more identi-

fication with one's own role, a factor that has shown

considerable evidence in project techniques used for motiva-

tion research on consumers. Since the value assigned to

the portrayal of women cannot be directly deduced from the

question asked, it can only be inferred with relation to

the value placed on advertising by the two groups of women.

Since working women place a lower overall value and use

factor on advertising, it may be deduced that the portrayal

of a woman as a sex symbol is less appealing than that of

housewife. A copy of one of the National Airlines adver-

tisements, which evoked more negative national response

from women than any others so documented, is found in

Appendix E.

An analysis of the demographic factors of women who

were most likely to rate advertising as useful and informa-

tive showed that they were over 55 years of age, had a low

level of education, and were located in the lower income

brackets. This is indeed a poor testimonial to a $25-bil-

lion7 5 -dollar-a-year industry, with an abundance of

potential power in shaping consumer wants.

The Department of Commerce estimates that the adver-

tising industry will total $25.8 billion dollars in 1973,

75 U.S. Industrial Outlook, 1974, p. 364.
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and will reach $28 billion in 1974. A major source of

advertising revenues for larger agencies is coming from

expansion of U.S. companies overseas.7 6

The print media, newspapers, magazines, and direct

mail accounted for 67 per cent of the total advertising

expenditures in 1973. Television represented 26 per cent

of the total and radio received some 7 per cent of the

total advertising dollars.7 7

Radio

In 1972, revenues from radio stations in the Dallas

SMSA were $4,264,300, an increase of 12.5 per cent since

1966.78 Some 68.2 per cent of the advertising on these

stations was local, a trend being witnessed in the industry

of radio broadcasting. The total revenue received by radio

in 1972 in the United States was $1,356,000,000;79 thus

Dallas SMSA accounted for less than 5 per cent of the total

advertising revenue in this area. This is slightly below

the national average of radio advertising, representing 7

per cent.

While there was no provision for the women in this

survey to discuss radio individually, a factor of importance

7 6 Ibid.

7 7 Ibid., :p. 365.

7 8 Sales Management Survey of Buying Power, 1973
(October 29, 1973) , p. 154.

79 U.S. Industrial Outlook, 1973, p. 387.
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in radio listening is car ownership, where it is estimated

that the majority of listening time is spent. Since more

than 90 per cent of the women own a car, and some 74.36

per cent of the working women drive their own car alone to

work, it is presumed that coverage in the Dallas SMSA for

women is penetrating.

Television

In 1972, revenue for the Dallas SMSA in television

was $53,877,000, some 17.7 per cent of the total televi-

sion revenue of the United States for the same period.8 0

These figures include the Fort Worth area. The 1972

revenues represent a 13.2 per cent increase from 1969.

The penetration level for this area is 121 per cent, mean-

ing 1.2 televisions per household. The estimated buying

power of the households with television sets is $11,769.81

The Dallas SMSA is one of only six metro areas in the

United States where the buying power of the television

households is less than the buying power of the newspaper

households. This factor was very evident in the survey of

women for this study. Table LXIV shows the relationship

of income to newspaper readership and television viewing

time.

80Sales Management Survey of Buying Power, 1973,
p. 78.

8 1 Ibid.
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Table LXIV shows that as income rises, newspaper reader-

ship increases and television viewing time decreases. This

would correlate with the Sales Management estimate that

buying power is less for television households than for

newspaper households in the Dallas SMSA.

Newspapers

Although newspapers in the Dallas SMSA have an audience

with a larger buying power ($12,717) than television

households, the area has one of the lowest newspaper pene-

tration rates of all large metro areas in the country.

Only 70 per cent of the households in the Dallas SMSA take

at least one daily paper.8 2

The total revenue from newspaper advertising was not

available for this study; however, using the national

averages and the amount spent in the television and radio

industry in the Dallas SMSA, interpolation would estimate

that it is well over $4.5 million dollars annually.

The results of this survey showed that the working

woman was the least likely to value newspaper advertising

and had a slightly lower readership rate. It would, there-

fore, be appropriate to conclude that a major source of

additional circulation for newspapers in the Dallas SMSA

would be concentrating on the working-woman. A possibility

would be a reduced rate for the second paper delivered to

8 2 Ibid., p. 101.
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a household, to allow the working woman to take one to work.

The proposed increase in mass transit, with the pending

energy shortage, would give great impetus to this promo-

tion. Another possibility is the encouragement of stores

to feature evening specials for the working woman. As

discussed earlier, a working woman has little if any

incentive to read advertising that requires early morning

response. This could provide motivation for her reader-

ship.

The newspaper circulation in the Dallas SMSA of the

two major newspapers as of June 1, 1973, was as follows:

The Dallas Times Herald, Sunday only, 291,145; Monday-

Saturday, 241,086; The Dallas Morning News, Sunday only,

303,746; Monday-Saturday, 260,880.83

In summary of media, it would appear that the Dallas

SMSA has great potential for expanding its market in the

newspaper category, both generically and among women

readers. The heavy penetration of television sets per

household is growing, with projections that by 1980 the

U.S. will average two sets per household and some 30 per

cent of the households will have three or more.8 4 The

significance of this data is the fact that the television

8 3 Standard Rate and Data, Newspaper Rates and Data
(June 12, 1973), pp. 615-616.

8 4 "Role of Audience Psychographics Grows," Standard
Rate and Data, Spot T.V. Rates and Data, 55 (August 15,
1973), p. 9.
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market will become highly segmented, with several differ-

ent shows being viewed simultaneously in a household by

different persons. This will cause an increase in types of

shows and in market research on television viewing.

Another medium, which could attract the working woman is

the handbill and direct mail. These would receive more of

her direct attention than the print or broadcast media.

More than 58 per cent of the women in this study indicated

their preference for trying a new product was by a mailed

sample. The effect of women working has already been wit-

nessed in the traditional women's magazine. Today, they

are less role-oriented and fictional in content and more

likely to feature informative, non-fiction articles. Andrew

DuBrin and Eugene Fram suggest that distinctly feminine

magazines may drop in circulation.8 5

An area of considerable magnitude in advertising

and promotion is the increase interest of the federal

government in regulation and control of advertising

statements. Such agencies as the Federal Trade Commis-

sion, the Federal Communications Commission, the Federal

Drug Administration, and the Equal Employment Opportunities

Commission have all evidenced pressures in this area.8 6

8 5 DuBrin and Fram, p. 60.

86 Seymour Banks, "Trends Affecting the Implementation
of Advertising and Promotion," Journal of Marketing, 37
(January, 1973), pp. 19-28.
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The net effect of these bodies would be to enforce more

fact in advertising and less emotion. Psychologists tell

us that 90 per cent of our actions are influenced by

emotions and only 10 per cent by reasoning.8 7 It is no

wonder that advertisers are concerned by this possible

legislation controlling the use of their most important

tool.

While most of the current effort in regulating adver-

tising has been focused at the national level, the Dallas

SMSA has taken local measures to protect the consumer from

false claims and poor business practices. The Dallas

Office of Consumer Affairs has been operating a little over

a year and has already processed over 10,000 claims by

irate customers. The effect of local groups such as this

on retail advertising should be significant.

The change of life styles has had, and will have, an

even greater effect on advertising and promotion. E. B.

Weiss sees the three most important forces, with implica-

tion for advertising, to be higher education, higher

incomes, and higher socio-economic status for women.

These factors, he forsees, will make people less tolerant

of the "fourteen-year-old mentality" image of present

8 7 Don G. Campbell, "Feeling Blue? In the Pink?
Emotions Follow the Rainbow," The Dallas Morning News
(November 27, 1971), p. 6-C.

womfismsom
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advertising.88 This study has already shown the relation-

ship of increased education and income to increasing nega-

tive opinion of advertising.

E. B. Weiss further notes that the generation gap is

closing, but not for the reasons most people think. The

younger generation has not become more subdued, nor has

the older generation become more tolerant; they have become

more adaptive and are not emulating the youth.89 The youth

are becoming the leaders of trends nd fashion in this

country. The major goal of most adults is to look and act

young. This youth syndrome has even infiltrated the per-

sonnel field, where companies are learning the importance

of human behavior and giving more meaningful experience to

the job to attract today's youthful prospects.

People in general, and women in particular, are inter-

ested today in being individuals, a fact well documented

in this study. This fact was especially noteworthy in the

area of selecting personal clothing. It is therefore

suggested that both mass merchandising of products and mass

advertising of them are over. This means that advertising

will increase in complexity, entailing more segmenting of

markets.

8 8E. B. Weiss, "New Life Styles of 1975-1980 Will
Throw Switch on Admen," Advertising Age 43 (Sept. 18, 1972),
pp. 61-2.

8 9 Ibid.
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In conclusion, it is suggested that advertising and

promotion in the immediate future will be selling service

derived from product use, and not the products themselves.

The responses in this study indicate that convenience and

time-saving are valued more than price differentials. An

excellent example of this fact is the wide acceptance of

convenience foods, which are considerably higher in price

than non-precooked foods. When a woman buys a meat-helper

dinner, she is not buying macaroni and tomato sauce, she is

buying a cook. When she is buying a washing machine, she

is not buying an instrument, she is buying a maid. It is

thus advanced from this research that advertising will be

faced with a new set of appeals: not emotion, not differ-

entials in product contents, but primarily an appeal based

on the service that may be derived from its use. A second-

ary effect of the new life styles for women will be shorter

product life, with an increasing demand for time-saving

disposables. This will further reinforce the service-

oriented approach of advertising. The service may become

more important than the product, which is well evidenced in

the public acceptance of wash-and-wear products today. The

woman of tomorrow will be less interested in the durability

of the product and more concerned with its ability to

satisfy her immediate need for time conservation.
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Consumer Credit

Since the growth of consumer credit in the past

decade has shown astronomical acceleration, this study was

interested in several facets of it. An attempt was made

to determine the woman's use of credit, her effort to

obtain it in her own name, her perception of the difficulty

of obtaining it in her own name, her opinion of the credit

institution which charged the lowest rate of interest for

installment credit, and the manner in which she preferred

credit terms to be stated.

In 1972, total consumer credit outstanding in the

United States, was $157.5 billion, an increase of over

$100 billion since 1960.90 Of this total, some $127.3 bil-

lion was for installment credit, defined as personal loans,

automobile paper, consumer goods paper, and home repair and

modernization loans. This study was concerned solely with

installment credit. Table LXV shows the breakdown of

installment credit by holder and by type.

Table LXV shows that commercial banks are the largest

holders of installment financing, nationwide. When the

respondents to this study were asked which institution they

perceived as charging the lowest interest rate for the

financing of a new car, some 26.83 per cent of the women

9 0U.S. Industrial Outlook, 1974, p. 11.
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TABLE LXV

CONSUMER INSTALLMENT CREDIT OUTSTANDING, 1972
BY HOLDER AND TYPE

By Holder By Type

Per cent Per cent

Commercial Banks 47.0% Retail Automobile Paper 34.6%
Finance Companies 25.2 Other consumer goods 31.5
Credit Unions 13.3 Personal Loans 29.0
Misc. Lenders 2.0 Repair and Modernizatio
Retail Outlets 12.5 Loans 4.9

Source: Board of Governors of the Federal Reserve
System, Industrial Outlook, 1973.

selected banks, while some 52.59 per cent perceived credit

unions as the least costly financiers. The growth rate of

credit unions since 1960 reflects this consensus. In 1960,

credit unions had 9.1 per cent of the market but rose

to 13.3 per cent of the market share in 1972. The

familiarity with and growth of credit unions are allied with

the large numbers of women who have entered the work force

and familiarized themselves with these institutions, via the

work establishment. Some 54.14 per cent of the working

women and 44.94 per cent of the non-working women selected

a credit union as the least expensive for financing a

car. A higher percentage of non-working women had "no

opinion" on this question than did the working women. The

second most mentioned institution for car financing was the

bank, with 34.18 per cent of the non-working women and

22.56 per cent of the working women so choosing. The
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largest decrease, since 1960, was in the market share of

the finance company. They dropped from 47 per cent of the

market in 1960 to 25.2 per cent in 1972. This was also

reflected in this study, with only one respondent select-

ing this category. It may be concluded that the selection

of a finance company is closely allied to the perception

of interest costs,and that market growth in this area

reflects the public image.

In 1972, Michael Etzel and James Donnelly conducted

a study to determine if'the consumer perceived different

types of credit plans as having major differentials. This

study was performed in central Kentucky with 211 female

respondents. Their findings showed that among three dif-

ferent plans, namely department store credit, bank

credit cards,and independent retailer's credit, the con-

sumer perceived differentialsin such factors as costs,

convenience, merchant preference, personal service, and

prestige related to use. It showed that merchants have

apparently not fully incorporated the bank credit plan into

their product offering, even though it may be available

at their establishment. Consumers found less personal

attention was given to them when using this type of credit

plan. They found the independent retailer credit plan was

more prestigious, received more attention, and was lower in

cost. It was, however, less convenient and less efficient.

One of the most interesting aspects of their findings was
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that the women perceived stores offering bank credit plans

as attracting more of their business, yet they found it

was not widely honored by merchants. This may have been

an incidental of the particular locale in which this

research was conducted. The women also perceived stores

offering this type of credit plan as charging higher

prices.9 1

In the Dallas SMSA, large department stores have not

incorporated the bank credit plan into their credit offer-

ings. The consumer is most likely to find a bank credit

card accepted by a small merchant,and it is postulated that

this has been very productive in the growth of many small

stores, at the expense of larger stores. The greatest

handicap to the bank credit plan for the merchant is its

widespread acceptance by a multiple number of stores,which

makes customer store loyalty non-obligatory. The inde-

pendent charge plan of an individual store is perhaps more

productive in encouraging the customer to return to the

store for continuous purchases.

In the survey completed for this study, the women were

asked to list the credit plans they use regularly. Some

72.46 per cent of the respondents used a gasoline credit

card and a retail store charge account, and 43.58 per cent

9 1Michael J. Etzel and James H. Donnelly, Jr., "Con-
sumer Perceptions of Alternative Credit Plans," Journal of
Retailing, 48 (Summer, 1972), pp. 67-73.
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used a bank credit plan. The use of bank credit cards was

higher than the national average, which is 27 per cent

who use one or more bank credit cards.9 2 There are 1,432

bank credit card plans in the United States, handling $3.8

billion dollars worth of credit annually.9 3

According to a survey conducted by the Survey Research

Center of the University of Michigan in 1971, the family

with an annual income of $10,000 to $15,000 dollars, used

credit more frequently than any other group, with 60 per

cent having installment debt. The second highest category

was those families with income from $7,500 to $10,000 dol-

lars, with 53 per cent of them having installment debt.94

In age groups, a married man under 45 with children

under six years of age had the highest incidence of credit

use, with 70 per cent of this category having outstanding

installment debt. Although the above survey included both

men and women, and this study included women only, the

findings of this study did not correlate with the afore-

mentioned income and age groups. The only parallel finding

was the greater incidence of credit use by women who had

children under six years of age.

9 2 David A. Schwartz, "One Drawback to Courting the
Restless, Innovative Consumer: She May Not Even Exist,"
Sales Management, 110 (April 2, 1973), p. 32.

93 U.S. Industrial Outlook, 1973, p. 398.

94 U.S. Industrial Outlook, 1974, p. 13.
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For all three types of credit plans: gasoline credit

card, retail store charge account, and bank credit plan,

the incidence of use was almost perfectly correlated with

an increase in income, education, and age, up to 55 years.

The use of a gasoline credit card and a bank credit plan

was most frequent when the respondent had a child under

six years of age, and declined with older children, or

where none were present. Although non-working women had a

slightly higher credit card use in all three categories,

the differential was not considered significant. The inci-

dence of working and the use of credit cards were not

established in this study as being related. The use of

credit cards was more closely allied with higher education,

income, age (up to 55 years), and the presence of small

children in the home.

The inconclusive findings regarding the use of credit

plans and women working may well be attributable to the

fact that this study found a much higher use of credit

plans than individual applications for credit by the women

in their own name. While only 44.04 per cent of all the

respondents have ever so applied, over 72 per cent of them

regularly use credit cards. This of course would indi-

cate that they have received credit in their husband's name.

The incidence of work would not be reflective in this case.

Of the women who had applied for credit in their own

name, 53.13 per cent were working and 39.24 per cent were
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non-working. However, further analysis of the data reveals

that the higher incidence of working women doing so is

more a consequence of marital status than it is of work

status. Only 34.40 per cent of the married women had ever

applied in their own name, while 95 per cent of the

divorcees, 86.96 per cent of the widows, and 85 per cent of

the singles had done so. Since the unmarried women were

much more prevalent in the working class, it is logical to

conclude that marital status is a better predictor of this

factor than is work status. More than 86 per cent of all

women who applied for credit in their own name were issued

credit. Among those refused, income category showed no

significant relationship.

Because the literature reflects considerable data show-

ing discrimination against women in the issuance of credit,

the respondents were asked if they believed it would be

difficult for a woman to obtain credit in her own name,

without the co-signature of her husband. Some 68.18 per

cent of the working women and 55.06 per cent of the non-

working women perceived it as difficult. An analysis of

the responses to that question were compared to the inci-

dence of making application by the respondents. The find-

ings showed that credit was perceived as more difficult to

obtain by those who had never applied for credit in their

own name. Some 70.26 per cent of the women who had never

applied perceived it as difficult to obtain, while only



275

54.55 per cent of those who had applied perceived it as

difficult. Although this finding would suggest that the

difficulty of women obtaining credit in their own name is

more a myth than a reality, the limited amount of detailed

information obtained on this category in this survey makes

it possible to be conclusive.

Some interesting test studies have been conducted

whereby two applications with identical information have

been sent to credit-granting institutions, with the only

differential being that one was female and the other was

a male. The rejections for the female were in some cases

50 per cent greater for the female than for the male.9 5

A study of this type in the Dallas SMSA would be an excel-

lent project for further research.

The Federal Government has shown much concern for con-

sumer protection in the area of credit in the past several

years. The Consumer Credit Protection Act was passed in

1968. The most fundamental section of it is the Truth in

Lending Act, Title I, which requires the creditor to make

clear to the consumer the exact amount of finance charges

to be paid for the extension of the credit.

To determine the attitudes and cognizance of women in

the statement of credit terms, this study asked the

respondents, if they were to purchase a major appliance,

9 5 "Women Now Want Credit Liberated," Business Week
(May 6, 1972), pp. 36, 40.
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television, or furniture,on installment, which method of

stating credit charges they would prefer. Some 57.30 per

cent wanted it stated as total dollars, 22.59 per cent

wanted it shown as a percentage rate, and 20.11 per cent

had "no opinion." The non-working and the highly educated

women were most likely to have "no opinion." Of those who

wanted it stated as total dollars, the percentage of respon-

dents was highest among the older and more affluent women.

Education showed no correlation with this factor. The con-

clusion from the distribution of the responses to this

question was the women have little credit knowledge and are

indecisive in the manner in which they want it presented

to them. It is suggested that credit institutions quote

interest rates in terms of total dollars and percentage

rates.

The general lack of knowledge of credit was further

substantiated by several other credit findings. While the

majority of all of the women perceived the credit union as

the institution charging the lowest interest rate in

financing a car, national statistics show this institution

representing only a small share of the total installment

credit financing. A large inconsistency appears between the

large numbers of women who perceive credit as difficult to

obtain for a woman and the numbers who have applied for

credit in their own name, and been accepted. This was

further substantiated by the large number of women who had

. - I , -- l- ,.-
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not applied for credit, believing that it was difficult to

obtain. The wide use of credit cards by these women and

the considerably lower percentage of women who had applied

for credit would imply that credit, like domicile, follows

the husband. It is suggested, on the basis of these find-

ings, that consumer education in the use and securing of

credit is needed for all women in the Dallas SMSA.

The most significant finding with regard to credit

was the relationship of suburban tracts to the high use of

credit and low application rate of women for credit in

their own name. This was further compounded by the fact

that women in these suburban tracts had a high incidence

of needing approval from the spouse or family member before

purchasing many items. These factors would suggest a

patriarchal household. As an aspect of consumer behavior,

there is little indication that women have achieved inde-

pendence in this areaand there is, in fact, concern for

the future. As more women move to the suburbs, as demog-

raphers project they will, will they join the ranks of the

dependent women found there at this time? Are women who

are dependent on males attracted to the suburbs? Will they

revolutionize the present structure with the independence

that is presently more prevalent in the central city?

Summary of Voluntary Comments of Respondents

The questionnaire (see Appendix A) provided six lines

of space for the respondent to make additional comments
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that she might have concerning products, services, stores,

or shopping facilities in the Dallas area. Some 82 women,

or 23 per cent of the 374 respondents, elected to place

voluntary comments in this terminal section of the question-

naire. An analysis of these open-end responses was made in

terms of general tendencies , and they are not represented

as having precise statistical inference.

Nearly one-half of the respondents who commented in

this section praised the Dallas area for the excellent

shopping centers, located a convenient distance from their

residence, fine assortment of goods at all price ranges,

and attractive, modern stores. Of the 35 women who so

responded, 10 of these modified their praise with disap-

pointing results from repair services and indifferent, rude

sales personnel. Some eight respondents made a plea for

improvement of attitudes among stores and clerks, who

apparently do not appear grateful for their business.

The discount house received more discussion than any

other institutionwith numbers of women indicating that low

prices in these institutions were matched with low quality

goods. They appreciated that discount stores were a self-

service operation but believed that some means of disburs-

ing information as to the location and prices of unmarked

goods should be made available. Several mentioned that it

took them longer to shop in such an institution, since they

were unable to locate specific goods with any ease. It is
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suggested that overhead signboards above each department

may help to alleviate this problem.

The second most often mentioned institution was the

supermarket, with a number of women complaining that stale

goods were left on shelves and sold at original prices.

Indifferent personnel was mentioned frequently in these

stores. Several women made a plea for unit-pricing and

open code dating.

With regard to advertising, the major complaint

voiced by women was disgust at responding to an adver-

tisement and finding the store being "sold out", which was

verbalized in suspect terminology. This comment was much

more frequently allied with non-working women, who,it has

been shown earlier, use the newspapers more frequently for

shopping purposes. Several women uttered disgust about the

immature advertising on television.

The category mentioned most frequently with a positive

attitude was restaurants. Of those women who listed them,

some 90 per cent praised the wide assortment and quality

available in the area. Other comments, which received

limited responses, were the inadequate method used by

stores to check credit, keeping the customer waiting, poor

labeling on packages, and annoying telephone solicitors who

chose the dinner hour for their work period. Several women

used this section of the questionnaire to complain about

their own local shopping center.
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An analysis of the responses, in general, showed that

women had few comments about prices and appeared more

interested in services and courtesies than lower prices.

Common courtesy of sales personnel appears to be very low,

and the women are very cognizant of it. It would appear

that retailers have invested millions of dollars in new

facilities and inventories and paid little attention to the

training and constant supervision of the personnel who have

customer contact. All of this reinforces the importance of

the human-behavior aspect of retail selling. With

millions of dollars being spent on square footage in the

construction of new facilities and the modernization of old

ones, perhaps it is still "the final three feet that

counts. "96

96William J. Stanton, Fundamentals of Marketing (New
York, 1971), p. 512.



CHAPTER V

SUMMARY AND CONCLUSIONS

Summary

Although a relatively recent phenomenon, the accelera-

ed rate of women entering the work force each year is not

a temporary trend. All indications clearly project that

infiltration of the labor force by women will continue for

the next several decades.

The causative factors for the recent rise in female

labor force participation are related more to the demands

of labor force structure than to the supply of female

labor. The demand factors are primarily related to the

rapid growth of occupations which have traditionally

employed a disproportionate amount of females, and as such

have become sex-labeled. For this reason, these occupa-

tions are unacceptable to men. Employers have therefore

been forced to recruit the only available source of labor

for these occupations, namely women. Since the population

of young, single women was insufficient to meet the demand

of these occupations, employers turned to older, married

women to fill them. This accounts for the rapid rise in

the average age of the working woman. The entry into the

labor force at a later stage in the life cycle has caused

281
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a different pattern of life styles than that normally

experienced by a woman in this age category.

In addition to the increased numbers of older married

women in the labor force, socio-economic factors have also

acted to place more younger women into the labor force.

These factors include staying in school longer, marrying

later, and remaining in the labor force after marriage. The

net result isthe image of women is changing and a general

acceptance of new life styles is emerging.

The transition from a society of predominantly non-

working women to one in which nearly one-half are working,

has been cause for the investigation of many facets of

female behavior, not the least of which is consumer behavior

patterns and attitudes. The data obtained in this study

produced adequate evidence that working women may be seg-

mented into a distinct consumer market, which has identi-

fiable differentials from women who are not engaged in the

labor force. Since commonalties between the two work status

groups were found in specific areas, it is further advanced

that a market segmented by work status be further refined

in some categories by selected demographic characteristics.

These were found to be in order of importance, age,

income, education, age of children at home, and marital

status.

The use of the Dallas SMSA as a site for this study

proved to be very significant for two reasons. First,

ANON ft .
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statistically, the area is representative of the United

States Metro areas in the proportions of working and non-

working women. Second, an excellent response was obtained

from the survey. An analysis of the respondents showed a

statistical deviation of less than four per cent in the

distribution of working and non-working women, compared to

the Dallas SMSA universe. This unusually representative

response is attributed to the selection of the original

sample from Census Tracts, which provided a population that

met the statistically significant criteria proposed for a

study of this type. Of further significance is the fact

that the proportion of part-time workers responding varied

only three per cent from the national average of part-time

workers in the United States.

Of the demographic characteristics sought in this

study, work status was found to be significant in correla-

tion with age, marital status, presence of children in the

home, and family income. Less correlation was found between

work status and education or type of living quarters. The

working woman is more likely than her non-working counter-

part to be younger, unmarried, have fewer, if any, children

in the home, and be found in a household where the family

income is less than $10,000 dollars per year. Her type of

living quarters is related more to age and marital status

than her work status. While education showed slightly
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higher for the working woman at the high school diploma

level, the study did not provide evidence that a major dif-

ferential in work status was in evidence.

All demographic categories had adequate representation.

The age category of 16 to 24 years, where most singles would

normally be located, was under-represented because of the

nature of the questionnaire. The questions were primarily

designed to discover the consumer-behavior patterns and

attitudes of women with families. Because single women do

not identify with this structure, they did not respond in

depth to the survey.

A larger response factor in the low education and low

income category would have been desirable. These groups

are traditionally very difficult to investigate in a survey

of any type and for that reason are frequently under-repre-

sented in research studies. Because the major thrust of

this study was to learn the effect of work status, if any,

on consumer behavior and attitudes, and the response of

these categories was so representative, it is believed that

the study is very reflective of the Dallas SMSA in females

of both working and non-working categories.

The income categories which were found to have made

the most appreciable difference in family income as a

result of the wife working, were those located between $401

and $800 dollars per month. Those women making more than

these amounts were likely to be unmarried and the sole
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supporter of the family unit or themselves. When the

income of the family was more than $15,000 dollars per year,

or less than $4,000 dollars per year, the woman was most

likely to be non-working.

Of the women, who worked full-time, the clerical-

secretarial category was the dominant occupation. The

representation of this occupation in the respondents came

within nine-tenths (.9) of one per cent of the Dallas SMSA

per cent of women who are in this category.

The proximity of the work place is an apparent factor

in the selection of positions for working women, since the

majority of the working women lived within 20 minutes of

their workplace. The mobility of the women for shopping

purposes was ascertained by the fact that nearly three-

quarters of the working women drove their own car to work.

The fact that the largest proportion of part-time working

women lived within 10 minutes of their work place indi-

cated that recruitment of this type of personnel would be

difficult for establishments located in the downtown Dallas

area. It is concluded that this is significant to depart-

ment stores, which frequently rely on this type of personnel

during peak seasons.

In consumer behavior, major differentials were found

between working and non-working women in the areas of

shopping for food, personal clothing, use of leisure time,

newspaper readership, television viewing, frequency of



286

eating out, use of vending machines, use of mail order

catalogs, attitude and use of discount houses, opinion of

and use of advertising and its portrayal of women, use and

knowledge of credit instruments, and the place of purchase

and use of a select group of products. The use of services

was found to be more related to income than work status.

Commonalty was found between the work statuses in type

of restaurant service preferred, frequency and site of

vacations, attitude toward door-to-door salespersons,

method used to introduce a new product,and preference for

car repair service.

When income was divided into two groups, low (less

than $10,000 dollars per year) and high (over $10,000 dol-

lars per year), the factor of whether a woman worked or did

not was found to be significant in specific areas. This

factor was determined by the chi-square method. In the low-

income group, work was related to age, time of day the woman

shopped for food, how she decided where to buy food, and

the use of newspaper advertising for food shopping. It

was also related to how often she shopped for clothing, how

the clothing store was selected, the criteria used for buy-

ing a dress, who cared for her yard, the year of her newest

car, the use of a vending machine, and how much television

viewing she did.

Few of the same factors were important in the high-

income group of women. The factor of work for high income
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women was related to their marital status, age of children

at home, and type of living quarters. Almost all of their

food shopping was affected by work status; how often they

shopped for food, the time of day, the day of the week, the

amount spent and the major food shopper in the household.

For the shopping for personal clothing, the time of day and

the criteria used for the selection are important. In the

service categories, yard care and the use of self-service

gasoline stations were related to income in the upper income

group. The use of a vending machine, the value of the home,

the criteria for purchasing a home, and the amount of tele-

vision viewing were all measurably affected by the incidence

of a woman's working. It is concluded that work status has

more effect on a greater proportion of consumer behavior

factors than income. Further, when income and work status

are held constant at two different levels (upper and lower

income), the effect of a woman's working is significant to

categories different in kind between the two groups.

The part-time working woman was more like the non-

working woman in most categories, with the exceptions of use

of leisure time, credit, clothing,and the use of selected

services. This would substantiate the fact that full-time

work, occupying a full day, affects a woman's life style,

more than the act of work itself.

The working woman is a more independent shopper than

the non-working woman. Her need for approval- from a spouse



288

or family member is almost one-half that of the housewife.

It is therefore proposed that the earning of substantial

income causes this independence. This is reinforced by the

fact that part-time workers are more dependent, and also

contribute substantially less income to the family unit.

The working woman is less likely to be the major shopper

for food in the household, suggesting independence by

deviation from the norm. Her independence makes her a

market within herself, rather than part of a man-wife team

in decision making. This has important marketing consider-

ations for institutions both in selling techniques and

extension of credit.

The working woman perceives her income being utilized

for items and services different in kind from those per-

ceived by non-working women, if they should go to work.

The factor of working for economic need was very apparent

here. The working woman was nearly seven times more likely

to perceive her income used for support of herself and/or

family than was the non-working woman. This was especially

true in the lower income brackets. The working women in

the upper income categories were more likely than the non-

working women to perceive their income being used for

entertainment, eating out, travel, and the purchase of major

items. The most important factor found here was,non-working

women saw the additional income of a working woman concen-

trated into fewer categories than the working woman claimed
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she actually utilized. This would suggest that the income

of working women, when it is above the minimum needed for

total support purposes (discretionary income), is used for

a wider range of goods and services and suggests a more

versatile life style than comprehended by the non-working-

woman.

A key word which best describes the criteria of shop-

ping for the working woman is "convenience." This study

revealed that the major criteria for consumer behavior

among working women were related to the saving of time in

both energy expendedand decision making. She is more

likely than the non-working woman to shop in one store, to

concentrate her purchases at one time, use stores that have

both familiarity and assortment, are located in a place

convenient to either her home or work place, and preferably

situated in a large, one-stop shopping center. She is a

prime candidate for scrambled merchandising. She has little

interest in prices with regard to values received and presum-

ably less knowledge of competition, since she shops fewer

stores, reads the newspaper less often, and is less inclined

to utilize newspaper advertising than the non-working woman.

She is more verbal in her dislikes of both advertisingand

institutions, and the most likely to report unethical

business behavior. Unfortunately, the non-working woman,

whose exposure and knowledge of the marketplace appears to

be far more extensive than the working woman's, is less
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independent, and less likely to make herself heard in such

areas as consumerism. If the effect of working causes a

woman to be a less astute shopper, and creates independence

which motivates her to verbalize her objections formally,

the net effect for business ethics looks bleak. The modi-

fying element in this regard will be the education effect,

which has been proven to be a significant factor in raising

the tastes of the consumer and making them more suspecting

of offerings that were acceptable prior to their exposure

to mass communication. Another redeeming factor is the

growth of affluence; that is, the working woman provides

more power in the marketplace and as such should cause more

action regarding consumerism.

Price consciousness, while predominantly found in the

non-working women in this study, has another unique ally.

When price factors were important to the consumer, this

value was reflected in all aspects of her shopping behavior.

Those who showed a high incidence of price consciousness

consistently spent more physical time shopping. They

visited more stores, were more likely to utilize self-ser-

vice institutions and services, read more newspaper adver-

tisements, watched more television, and used mark-down

sales and bargains as their major criteria for purchasing.

The latter factor alone would eliminate the full-time worker,

who is not available, when the stores opens, to obtain

bargains. The most important point to be made regarding the
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value-conscious consumer is the fact that the time con-

sumption required for comparing prices and gaining general

shopping knowledge is prohibitive for the full-time working

woman. With more women projected to enter the work force

in the next decade, the prospects of women becoming more

value-conscious would appear considerably lessened. This

would suggest that the control of business ethics in the

future will be defaulted by the consumer. The assumption

of this responsibility by business enterprises, consumer-

oriented organizations, or the government remains, at this

time, open to debate.

This study found work status to be a very important

method of segmenting women in the consumer behavior cate-

gories. It was especially effective in food shopping,

personal clothing shopping, leisure time, credit use,

advertising and promotion, newspaper readership, and tele-

vision viewing time. It was least effective in services,

where income was shown to be a more important indicator of

use. The data was analyzed by other demographic classifi-

cations, such as age, education, income, children at home,

and marital status. While some of these classifications

had more relationship to consumer behavior than others, the

analysis provided several conclusions. The age of the

respondent showed that the most astute and informed shoppers

were those whose age bracket demanded the least amount of

goods. They were found to be those over 55 years of age.
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They were minimal users of clothing, less active in their

leisure time, and spent a great deal of it watching tele-

vision. In food shopping, they shopped more stores, and

read more newspaper advertising, yet they spent the least

amount of dollars per week for food. The younger shopper,

under 34 years of age, was more likely to patronize night

openings, prefer self-service, and be more concerned with

flattery and fashion items. She was the least likely to

read newspapers and placed a low value on their use for

advertising purposes.

Education level of the respondents showed two distinct

categories (namely, those with some college or more, and

those with a high school degree or less) which showed

definite relationship to consumer behavior. The less

educated were more likely to use newspaper advertising for

shopping purposes, shop only once a week, at two or three

stores, buy only national brands, prefer self-service, and

utilize evening openings. The more educated counterpart

shops more often, prefers mornings, is very suspect of news-

paper advertising, is loyal to one store, compares price

on national and private brands, and uses leisure time

for reading. Education was not related to credit use and

the shopping for personal clothing with any measurable

correlations. The conclusion is that the media of news-

paper and television are reaching more of the undereducated
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in their advertising promotions, since they are valued more

by that group.

Income was definitely related to services and showed

strong correlation with the use of credit cards. Higher

income did not indicate that the consumer was necessarily

a more astute, value-oriented shopper. It did show that

the consumer shopped more often at a wider distribution of

institutions and had use for more different types of prod-

ucts and services. The opinion of advertising was the most

negative for the high-income groups, and their exposure to

both experiences and reading made them more suspect of its

usefulness.

Young children present in the home caused the shopper

to purchase more food and less clothing for herself. The

leisure time activities were home-centered, and the major

shopper for food was almost always the woman herself.

This woman had a low incidence of applying for credit in her

own name and was most likely to believe that it would be

difficult for a woman to get. Those women with no children

at home had the highest incidence of newspaper readership

and television viewing. Those with young children were most

likely to rate advertising useful and appeared to be more

dependent upon it.

The marital status was the least effective overall

correlate with consumer behavior. The unmarried, as a group,

shopped less often and favored one store. The exception was
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singles, whose shopping for clothing was the most frequent

of any group. In leisure time activities, the unmarried

woman appeared to be free to leave the home and her activ-

ities were less home-centered than with other women. The

singles had very low readership of newspapers, whereas other

unmarried women had a high readership rate. Unmarried women

have the highest incidence of credit application in their

own name, and a high use of credit cards. Their major con-

sumer orientation was independence, and this was reflected

in their attitudes and their general shopping activities,

Those stores catering to the single women would do well with

evening openings, since she is the most likely to utilize

them. The married women's shopping behavior was closely

allied with working or not working and their family income.

It may be concluded that the work status of women

affects their consumer behavior. The use of other demo-

graphic characteristics is useful in isolating more defined

differentials in specific categories, but is less reliable

as an overall indicator.

Conclusions

Of the major trends in change of life styles, several

appear to have a dominant relationship with the consumer

behavior of women. The first in importance is the overall

acceptance by society of the working woman. This cultural

acceptance has raised the image of the working woman and is
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tending to make her life style and her opinions more valued

than that of the traditional housewife. It is concluded that

working women, with their new image and rapid adoption of

new products and ideas, will form an integral part of the

trend-setters for consumer goods and services. Women are

seeking more individualism, which will reduce the mass

marketing approach, utilized for so long by advertising and

business in general. This will cause new status symbols to

surface. There will be an obvious disappearance of symbolic

meaning attached to material goods and a rise in the import-

ance of more experience-oriented purchasing, and products

which reflect a new life style, This means that there

will be less interest in style variations in known products

and more demand for entirely new products and services. As

example, there will be less demand for a brand-new car and

a replacement symbol such as a pool, a boat, or a lake

home. Artifact-oriented purchases (goods) are being sup-

planted with the experience-oriented purchases of cultural

pursuits, e.g., travel, education, music, and sports. The

latter category leaves only a memory, as opposed to a tan-

gible good. This matches the increased education of our

society and a different placement of values, The search of

women for individuality is already apparent in the growth

of creative hobbies, crafts, needlework, painting, and sew-

ing. It is concluded that these categories will continue to

expand at an accelerated pace.
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Another trend with regard to change in life style

is the acceptance of leisure time for pleasure. The guilt

heretofore felt from relaxing in one's leisure time,

initiated by the Work Ethic principle, is being replaced

by a higher value on "free time" of the working woman.

She is almost placing a disproportionate amount of impor-

tance on this factor. The marketing institutions can

prosper from services and goods which accommodate this

perspective.

The increased education of women has caused a rise in

consumerism,and a rejection of advertising messages, and

has raised the tastes and standards of living of women in

general. The net effect of this trend for marketing is the

change of life styles, which has expanded the types, var-

iety, and uses of products and services. It has also made

consumer research more difficult and will require more

segmentation of the markets in the future. It has placed

pressure on advertisers to edit their messages for substan-

tiation of facts and images.

The growth of affluent families is pronounced in the

Dallas SMSA. From a standpoint of consumer expenditures,

they represent a positive influence. The wide variance in

occupations of the heads of households of this group, com-

pounded by the fact that the woman may be a major contrib-

utor to the total family income, makes this group very

difficult to research. Broad generalizations will no
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longer hold true. The affluent man today may well be a

blue collar worker, as some 30 per cent are, and his con-

sumption patterns are markedly different from his executive

counterpart's. Caution should be exercised in making conclu-

sive categorical statements regarding them. This study

found that the effect of work on higher income groups was

considerably different than it was for low income groups.

The higher income group wereless home-oriented in their

leisure time activities. Their use of a variety of prod-

ucts and services showed a more independent use of discre-

tionary income by the women in the family, whereas in the

lower income group, the women spent more of their personal

income for necessities and were less independent in their

shopping decisions.

The growth of the one-person household is important to

marketing, because it represents the concentration of income

into one unit of expenditure, with the implication of more

discretionary consumption of goods and services. Women are

becoming an increasingly greater share of this market,

especially younger women who are postponing marriage until

a later age. The trend toward home ownership among the

single cateogry has strong implications for the construc-

tion of housing units and the major appliance market, as

well as home ownership-related products and services. As

a consumer, the unmarried woman follows closely the pattern

of the working woman, with the exception of widows, who are
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older and less likely to be part of the work force. The

major conclusion from this study is, the unmarried woman is

a very independent consumer. She is very likely to own

credit cards and apply successfully for credit in her own

name. She is a market in herself, and marketing institu-

tions must be alert to this fact in their advertising,

extension of credit, and salesmanship in her presence.

It is recommended that consumer education in the credit

area begin with credit institutions advertising the avail-

ability of credit to women. Retail institutions which are

large enough to extend credit should use this offering as

a selling tool. The women in this study who applied for

credit were very successful in obtaining it. The perception

of the difficulty of obtaining it was among those who had

never applied for it. Why should the issuance of credit to

a woman, with the appropriate actuarial risk factors, be

either a mystery or a myth?

The use of credit among the women in this study was

most prevalent among unmarried women and women with chil-

dren under six years of age. The number of credit cards

used showed almost perfect linear correlation with higher

income, higher education, and age up to 55 years, Based on

the credit card use factor, the initiation of a cashless

society in the future appears very feasible. The relation-

ship between work and the use of credit was not established

in this study. The women demonstrated limited knowledge
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of credit, in the questionnaire. This was evidenced in the

correlation of those perceiving it as difficult to obtain

with those who had never applied for it. Interestingly,

some 86 per cent of those who had applied were so issued.

The women perceived the credit union as charging the low-

est rate for installment financing of a new car, whereas

the national statistics show this institution represents

only 13 per cent of all consumer credit installment financ-

ing. The implication would be that the perception of low

cost was not valued enough to be a use factor for that

institution. When asked how they preferred finance charges

stated, in dollars or per cent, a large number of women

had no opinion. Consumer education is needed in this area.

Perhaps commercial banks and other credit institutions

should quote financing charges in both dollars and per

cent. Advertising should provide a strong medium for con-

sumer education in credit financing. It is also recom-

mended that high schools initiate some education in this

area into their curricula.

A trend of marketing significance is the accelerated

growth of suburbs as a place of residence. Two conclusions

were made regarding this trend. The disproportionate num-

ber of high-income families located there makes it a perfect

target market for higher quality and more expensive products

and services. The other conclusion concerned the high rate

of female dependence on the spouse for decision making.
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This was evidenced in their high use of credit, but low

incidence of applying for it in their own name. It was

further reinforced by the high incidence of part-time work-

ing women, due probably to the presence of small children

in the home. It is concluded that independence in consumer

decision making and use of credit are related to residence

in the suburbs or in the central city. This raises the

question of cause or effect. Do dependent-type women move

to the suburbs or do they become that way after they move

there? The projected prospect of over half of the population

being located in the suburbs by the mid-1980's warrants

some concern in this area. Women in the central city show

a tendency to becoming more independent consumers. Will

the suburbs modify this trend? It is recommended that

exhaustive research be undertaken in this area.

The casual life style of the suburbs, the presence of

small children in the home, and isolation from the

heart of the city, make the residents prone to home-

centered products and services. They buy less expensive

clothing, and they shop for it less frequently. This would

suggest less formal engagements and more concentration on

the family and home. It is concluded that stores which

feature home products, appliances, children's clothing, and

projects accommodating leisure time activities will prosper

if they are located in the suburbs.
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There was a high incidence of suburban residents

patronizing a discount store. It is concluded that this

is caused more by the presence of family units and small

children than place of residence. It does, however, pro-

vide an excellent topic for more exploratory research.

The major trend in retail institutions is one-stop

shopping to accommodate the increasing numbers of women who

demand convenience as their primary shopping criterion.

This has caused a decline in the total number of stores and

a lower people-to-store ratio. All forecasts for retail

stores project growth of the big store and the demise of

the small independent retailer. Survival for the small

stores willdepend upon their capitalizing on service, which

a large store is frequently incapable of rendering. The

non-working woman in this study was most prone to prefer

the specialty type store for the purchase of her personal

clothing, accessories, furniture, and toiletries. She dis-

likes self-service and is mobile in terms of time and

transportation. The small store can also capitalize in

specialization of merchandise offerings. The study found

the high-income and the single woman preferred specialty

stores, presumably because of the service offered and

the assortment of high fashion goods they sell. It is

therefore concluded that service and style merchandise are

the small stores'greatest potential growth factors.
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Women who preferred the smaller, specialty-type store

were most likely to select "flattery" as their major cri-

terion for selection of personal clothing. This would sug-

gest salespersons are a key factor. This factor was also

correlated with high income groups. The conclusion is that

women who pay more and shop in a less convenient location

expect full service.

The trend to self-service in retail institutions is

understandable with the high cost of labor and the extended

store hours, which require additional sales personnel for

floor coverage. It is therefore imperative that depart-

ment stores counteract this factor with proper assortment

of goods. Many large stores are still treating the out-

lying branch store as a step-child. They continue to

feature a full assortment in the flagship, downtown store

and send a minimal assortment to the branches. For many

of the women in this study, the branch store is the only

exposure she has to the company. She does not shop down-

town and does not care what is in that store. The lead time

required for a clerk to have some merchandise sent to the

branch from the downtown store is prohibitive to the woman

for whom convenience is a major factor. A woman may well

accept the fact that she is going to experience some self-

service or self-selection, but her problem is compounded

when the merchandise assortment is limited. It is also

suggested that the demise of salespeople reduces the
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inventory control for the buying function. Automated

equipment can reveal what a store sold, but it can never

show what a customer wanted and did not find there. It is

a poor indicator of "lost sales." Much of this feedback

comes from the salesperson, whose contact with the consumer

can reveal such information.

It is further concluded that the department stores are

in an enviable position. They have a positive image with the

working woman, by being located in one-stop shopping

centers, having many departments under one roofand offer-

ing credit. They should capitalize on that. They should

promote assortment and selection ease of goods, desired by

the working woman. They should rely less on price promo-

tion and more on convenience shopping as their major

promotional tool. A department store should concentrate on

strong supervisory personnel to insure maximum utilization

of the limited amount of personnel it employs. Many work-

ing women indicated that they shop in the evening.

Unfortunately, the personnel on duty during the evening

hours most likely arrived at the store at mid-day and did

not have the opportunity to attend pre-store opening sales

meetings. As a consequence, they are uninformed and make

shopping more difficult. Efforts should be made by stores

with evening openings to insure a minimum amount of educa-

tional meetings being attended by the sales personnel.

Their lack of sales information often creates a defensive
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attitude in sales approach. This indifference and impu-

dence was readily recognized by the respondents in this

study, and so mentioned.

Non-store retailing was well defined in this study in

the categories of mail order catalog usage, vending

machines, and attitudes toward door-to-door salesmen. The

image of the door-to-door salesman was very low for all

categories of women. It is concluded that the salesman

in this form of distribution may well benefit from the mod-

ern method, suggested earlier in the study, of telephoning

for appointments. The use of vending machines is concluded

to be the domain of the working woman, who presumably uses

them at her work place or in facilities associated with

the work place. The use of mail order catalogs was much

higher for the non-working woman than the working woman.

It is suggested that a strong potential market for the

catalog is with the working woman, who could save time and

effort by using one at her convenience in the home. It

would perhaps be necessary to develop a more convenient

method of delivery, which is now limited to dock pick-ups.

For a nominal fee, catalog merchandise could be delivered

to the home, since there is a considerable sales cost sav-

ing for the store when the consumer uses the catalog in

place of the store facilities.

In the products area, the conclusion is a shorter life-

cycle for products. This will be caused by the growing
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trend toward disposables and the acceleration of technology

which makes products obsolete before their average life-

span has expired. The improved image of working women and

their proneness to purchase new products rapidly may cause

a reduction in time for the introductory and growth stages

of products. This will help counteract the increased cost

of research on the segmented markets, and the cost of

advertising to a multiple number of markets as opposed to

a mass-market approach.

The use of media, specifically television and news-

papers, is related to work status. Those women who are

not working utilize both media more often and place a

higher value on their advertising messages. It is con-

cluded that exposure to the work world for a woman not only

reduces her time for use of the media but also increases

her suspicions of its misuse. The portrayal of women in

advertising was perceived by the women as projections of

their own roles. This would indicate that they identify

with advertising messages, if they can relate to them.

Non-working women identified with the housewife portrayal

and working women perceived the messages of advertising as

sex symbols when women were involved. The implications for

the segmenting of these markets is obvious. The greatest

potential growth area for the media was found to be news-

papers for the working women. It is suggested that news-

papers concentrate less on the housewife role and feature
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more realistic views of the women of today in both their

advertising and their editorial content. It is further

suggested that food stores and discount houses, both of

which are price-oriented institutions,utilize handbills

and mail-outs to customers within a specific distance of

their store. The working woman may be more prone to read

an individual message. Television is concluded to be a

powerful mind-shaping medium, but misused in advertising by

giving a poor perspective on the status of women. By the

time a girl is 15 years old, she has logged over 7,000

hours of television advertising. Shouldn't this medium

portray a woman in real life models, to be effectively

utilizing this exposure?

As a result of this study, it is suggested that adver-

tising will be placing more emphasis on the service derived

from a product than the product itself. The service

derived from a product's use may become more important than

the product itself. Women have shown by their responses to

this study that they are willing to pay more for products

which have service and time-saving benefits. The women have

shown in this study that they have little or no guilt

about purchasing labor-saving devices. The expanding mar-

kets are those which accommodate this desired factor.

Today, all types of electric appliances, electronic ovens,

electronic garage door openers, instant foods, prepared food

mixes,and frozen foods come in a variety of combinations.
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The actual consumption of vegetables has not changed over

the years. The form in which they are purchased has

changed. A woman buying prepared scalloped potatoes today

is not buying potatoes, she is buying a cook. When she

buys clothing, she is more concerned if it is wash-and-wear

(no-iron) than she is with the product itself. When she

buys fertilizer, she is really buying a green lawn. The

key point is that the service offered by the product may

become more important than the product itself. This con-

venience-of-use factor even extends to packaging. The

aerosol can is an excellent example of higher cost of prod-

uct for convenient use. Freedom from routine is the major

objective. It is suggested that women want to be informed

of the service and convenience of use of products; and adver-

tising should concentrate its efforts in this manner. The

more varied the life style of the woman, the greater are her

demands for new types of products.

It is generally concluded that women in general, and

working women in particular, are less interested in price

and more interested in convenience and assortment of goods

and services. The effect of work is twofold. It makes the

woman a more independent decision maker in the consumer

areas and it reduces her shopping time and effort. The

fact that she tends to share the shopping responsibility

with the spouse suggests that the working woman will

eventually become less important as the total family
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purchasing agent. As a consequence, she should be looked

upon by business as a market entity in herself. She is not

to be ignored when she is present in a selling institution

without the presence of a male.

There was little evidence that the women were very

price conscious in their purchasing. The discount house

was more frequently used by those whose responses indicated

price-consciousness. It is concluded that the use of a

discount house is related to the presence of small children,

price-consciousness and non-working women. Their free-

standing locations, which are an enigma to the working

woman, for whom one-stop shopping is important, may be over-

come in the future. They have traditionally been banned

from major shopping centers by large lessees who object to

the competition. Anti-trust law suits pending in the courts

at this time suggest that this problem may be corrected in

the future.

There was no evidence that the women had internalized

self-service for either their shopping or their eating

habits. They revealed a very positive image of low prices

at discount houses and credit institutions, but showed a

very low incidence of use of these for their purchasing.

This further reinforced the idea that price was not a major

shopping criterion. The conclusion is that women in gen-

eral and working women in particular will be most responsive

to convenience as their major shopping criterion and secondly
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to assortment of goods. Of the two categories, non-

working women showed the most evidence of being the more

astute shoppers and having greater knowledge of consumer

offerings. It is further concluded that the effect of

work on consumer behavior is not work itself, but the time

consumed for working. This is well illustrated in the

findings on the part-time worker, who was more like the

non-working women in her shopping behavior. The act of

work causes a woman to integrate her household functions

with the work role, thus requiring a reordering of prior-

ities for the budgeting of her time. She does not relin-

quish the household function when she goes to work. She

merely reduces the time consumed in performing it.

Of the eight original hypotheses, six have been proven

in this study to be true. These are

*I. Working women comprise a distinct market seg-

ment, as opposed to non-working women.

II. The purchasing habits of working women differ

significantly from those of their non-working counter-

parts.

III. Families with a wife working enjoy a greater

family income than families where the wife does not work

and (as such generate greater disposable personal income.)

*Order of number coincides with original numbering of
hypotheses on pages 15-16 of this study.
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IV. Income generated by a working woman in a family

is used to purchase products and services different both

in kind and in quality from the equivalent income in a

family where the wife does not work.

V. Working women have need for more convenience in

both location and types of stores, and types of goods and

services.

VIII. Working women make more independent decisions

in the family unit regarding consumption patterns.

The two hypotheses which were not proved to be valid

are

VI. Working women are more responsive to specific

types of media and advertising.

VII. Working women have greater knowledge of con-

sumer goods and services offered, due to greater market

exposure.

It is therefore concluded that the working woman is

indeed a market entity. She has many needs which are dif-

ferent in kind and in quantity from her non-working counter-

part's. She has additional funds which provide her with

additional goods, and a marked independence in the control

of her expenditures. The institutions and products which

are most likely to prosper from her change in life style

are those which respond to her need for time-saving conven-

iences and assurances of service. It is further suggested



311

that marketing is presently primarily geared to the non-

working woman. Changes need to be effected in the general

image and understanding of women in the work role. While

she is still a homemaker, she has less time to perform that

role, and needs the assistance of business establishments

and product manufacturers in easing this additional con-

sumption of her time, Today all women do not identify

with the traditional image of the housewife role. The word

"feminine" is assuming new meanings. The advertiser who

projects the soft, cuddly, docile, passive, and not too

smart image of women in the future is perhaps going to find

difficulty in communicating with her. She is an aware

adult, active in the work world and the marketplace. She

likes to be thought of as intelligent, independent, and

equal. She wants some humor and romance, but most of all

she wants a naturalness in the portrayal of females that

matches her new image and self concepts. It is therefore

recommended that changes be effected in advertising's por-

trayal of women, in the use of media, in the extension of

credit to her, in store openings and training of sales

personnel, in convenience of products and services, and in

the general image of what a woman stands for today. These

changes appear inevitable if products and institutions are

to survive.

Today the emphasis can no longer be placed on mass

markets, but rather must be on segmented markets, catering
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to women who lead a variety of life styles and are increas-

ingly better educated than ever before. Marketing must

accept the fact that women today are no longer isolated in

the home as housewives. Today's woman has taken on an

additional role in the work force, a role which has expanded

her concepts, increased her education, and exposed her to a

myriad of experiences. Today, women represent one of

America's greatest potential resources. Hopefully, market-

ing will recognize this resource and realize the rewards

accruing upon this recognition.



APPENDIX A

Tract No. Street Name

QUESTIONNAIRE

This questionnaire is to be filled out by the major FEMALE
shopper in the household.

DO NOT SIGN YOUR NAME. YOUR ANSWERS REMAIN TOTALLY
ANONYMOUS.

INSTRUCTIONS: For each question, please check the answer
which applies to you. Do not check more
than one answer for each question, unless

4r. otherwise indicated.
4J- -H 4

WE ARE INTERESTED IN HOW YOU SHOP FOR FOOD:

12 1. How often? Once a day , 2-3 times a week
, once a week , 2-3 times a month .

13 2. What time of day? Mornings , Afternoons
, Evenings .

14 3. What day(s) of the week? Mon. thru Thurs. ,
Friday , Saturday , Sunday ._

15 4. What is the average amount of your family weekly
food bill? Less than $10.00 , $11-$25 ,
$26-$50 , Over $50.00 .

16 5. How do you decide where to buy food? Always
shopped at same store , Look for price spe-
cials advertised in newspapers , Convenience

, Low prices , Quality or assortment of
food , Other (please state)

17 6. How many different food stores do you shop each
week? Only one , 2-3 stores , More than
3 stores .

18 7. Who does most of the food shopping in your house-
hold? Myself , Husband , Maid ,
Relative

313
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19 8. In shopping for food, do you find newspaper adver-
tising: Extremely helpful , Somewhat helpful

, Not helpful , Rarely, if ever read
food ads .

20 9. How do you usually choose among brands of canned,
bottled or packaged foods? Buy well-known national
brands only , Buy both national and private
brands _ _, Ignore brand name and read ingredi-
ents, weights, etc. , Compare brands by
price .

WE ARE INTERESTED IN HOW YOU SHOP FOR CLOTHING FOR
YOURSELF:

21 1. When purchasing clothing for yourself, do you pre-
fer: Self-service , Salesperson assistance

, No preference .

22 2. What time of day do you prefer to shop for cloth-
ing? Daytime , Evenings .

23 3. How often do you usually shop for clothing? Once
a week , 2-3 times a month , Once a
month , Several times a year .

24 4. How is the store for your clothing usually
selected: Friends advice , Newspaper ad

, Impulse while shopping for other items
, Mark-down sale or special , Shop in

same store all the time , Other (please state)

25 5. What is the average price of a dress you purchase
for yourself? Under $25.00 , $26-$50 ,
$50-$100 _ , Over $100 .

26 6. The most important consideration in selecting
clothing for me is: Price , If it's suitable
for work , How high fashion it is , How
flattering I think it is , Approval from
family member , Do not know , Other
(please state)

27- 7. Do you use any of the following? (check all that
31 apply to you) Wig or wiglet , False eye-

lashes , Eye makeup , Pants suit
Bikini swimsuit .
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WE ARE INTERESTED IN YOUR GENERAL SHOPPING:

32 1. Do you ever shop in a discount store? Rarely, if
ever , Once every month , Once a week or
more .

33- 2. Do you believe that the prices on most items are
43 less expensive in a discount store: Yes ,

No _ .

If you answered yes to this question, please check
the items below which you believe are less expen-
sive: Toiletries and drugs , Prescription
drugs , Food , Toys , Ladies' cloth-
ing , Men's clothing , Children's cloth-
ing , Furniture , Major appliances ,
Household goods _

44 3. Do you use a beauty salon for shampooing and set-
ting your hair? Never , Once a week
Once a month , Only on special occasions

45 4. Do you use household help? Never , Have full-
time maid , Use a maid for cleaning once a
week or more , Use for child-care only .

46 5. Who does most of your yard care? Myself ,
Family member , Hired help , Does not
apply because I rent .

47 6. How many cars does your family have? One ,
Two _ , Three or more .

48 7. What is the year and make of your newest car?
Year , Make

49 8. When purchasing gasoline YOURSELF, do you? Use
serve-yourself stations , Full-service sta-
tions , Never buy gasoline myself _

50 9. Where is most of your car repair work done?
Friend or family member does repair , Gas
station , Repair shop or garage , Car
dealer service department , Do not have a
car .

51 10. Do you ever use a mail order catalog for making
purchases? Never , Phone orders into store

, Mail orders into store , Use catalog
order desk in store .
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52 11. Do you use vending machines for any of the follow-
ing items? (check all that apply to you) Ciga-
rettes , Candy , Coffee or soft drinks

, Lunch __, Never use vending machines

53 12. Which of the following do you believe is the most
effective means of getting you to purchase a prod-
uct such as food, shampoo, soap, etc.? Free
sample mailed to your home , Free sample
given in store , Cents off coupon printed in
newspaper , Cents off coupon given in store

Seeing the product demonstrated on tele-
vision .

54 13. If a door-to-door salesperson comes to your home
when you are there, would you? Avoid answering
the door , Answer the door and get rid of
person , Review products and purchase if
interested , No opinion .

55 14. What do you estimate the current value of your
home to be? Under $10,000 , $10,000-$20,000

, $20,000-$30,000 , $30,000-$50,000
, Over $50,000 .

56 15. In purchasing a home, which of the following do
you consider most important? (check one only)
Condition and appearance , Quality of
neighborhood , Quality of schools
Design of house , How big a bargain it is

WE ARE INTERESTED IN HOW YOU SPEND YOUR LEISURE TIME:

57- 1. Overall, most of my free time is spent doing:
69 (check all that apply to you) Yardwork

Reading , Watching T.V. , Shopping
,Cooking , Helping husband with

business , Sleeping or lounging , Talk-
ing with friends or relatives , Swimming,
tennis or golf , Bowling , Going to
movies, plays or musicals , Church work

, Other (please state) .

70 2. Do you ever eat outside of the home? (DO NOT
INCLUDE BUSINESS LUNCHES AND DINNERS) Rarely or
never , 2-3 times a week , Once a week

, 2-3 times a month , Only occasionally
throughout the year

- -. - - -.- .-- ........ . - . . .... -.. - .-
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71 3. If you eat out for pleasure, what type of facility
would you most likely choose? Self-service, quick
order or drive-in , Take-out service and eat
elsewhere , Full-service restaurant ,
Relatives' home , Never eat out .

72 4. Do you take a vacation of 5 days or more away from
home? Rarely or never , Once a year ,
More than once a year .

73 5. What influences the choice of your vacation the
most? Never take one , Location of friends'
or relatives' homes , Magazine and newspaper
ads _ , Special activities or facilities
(example YMCA camp etc.) , Habit, go same
place every year , Sightseeing and exploring
new places , Other (please state) .

74 6. Do you read a daily newspaper? Rarely, if ever
, Once a day , Sometimes during the week
, Only when I am looking for something .

75 7. Do you watch television? Rarely, if ever ,
Less than 3 hours a day , More than 3 hours
a day _

WE ARE INTERESTED IN YOUR USE OF CREDIT:

76- 1. Have you ever applied for credit IN YOUR OWN NAME
77 without the signature of your husband? Yes ,

No . IF ANSWER IS "YES", were you Refused
, Issued .

78- 2. Do you use regularly each month any of the follow-
81 ing? (CHECK ALL THAT APPLY TO YOU): Gasoline

credit card , Retail store charge account
, Bank credit card , Other (please

state)

82 3. Do you believe it would be difficult for a woman
(married or unmarried) to get credit in her own
name (without the use of her husband?) Yes ,
No .

83 4. Which do you believe usually charges the lowest
interest rate on the purchase of a new car? Car
dealer , Finance company , Bank
Credit Union , All charge the same
No opinion
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84 5. If you were to purchase a major appliance or tele-
vision or furniture on installment, which of the
following would you prefer? Interest stated as a
percentage rate , Interest stated as total
dollars , No opinion .

WE ARE INTERESTED IN YOUR OPINION:

85 1. Overall, my opinion of advertising in newspapers,
magazines and T.V. is: Useful and informative

, Fair and could use improvement ,
Untruthful and misleading , No opinion .

86 2. Advertising in general, portrays women as which of
the following: (CHECK ONE): Housewife ,1
Dependent upon males for decisions , Desiring
glamour for sexual appeal , As a business
Woman , No opinion .

87- 3. Do you need to get advice or approval from a hus-
94 band or family member before purchasing any of the

following? (CHECK ALL THAT APPLY TO YOU) : Paying
bills , Car , Furniture , Household
appliances , Food , Toys , Personal
Clothing , Children's clothing .

95- 4. If you should go to work, or are presently working,
105 where do you believe most of the income added to

the family by you is spent? (CHECK ALL THAT APPLY
TO YOU): Savings , Clothes , Car expense

, Entertainment , Food , Education
, Travel , Furniture , Eating out
Purchasing major items for house of family

, Used totally to support myself and family

106- 5. Please check (on the following page) the store
129 where you would usually purchase the following

items:
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106 Toothpaste, Deodor--
ant, Shampoo, etc.

107 Headache remedies

(aspirin, etc.)
108 Prescription drugs
109 Hosiery
110 Shoes
111 Garden and yard

equipment
112 Toys
113 Major appliances

(washing machine,
etc.)

114 Small appliances

(iron, mixer, etc.)
115 Phonograph records or

tapes
116 Furniture
117 Children's clothing
118 Frozen fruits and-

vegetables
119 Frozen pies
120 Frozen T.V. dinners ----

121 Cake mixes
122 Prepared casserole

dinners (you add
meat)

123 Snack foods (candy,

crackers, cheese,
etc.)

124 Soft drinks 
-

125 Beer and/or liquor
126 Cigarettes
19)7 nravecao ~ ~ 4.. _________.~ I vL I111 --- [ i i~

sL or cmhng for
myself

128 Flowers (corsages, cut
flowers, etc.)

129 Automobile1t ( ___

-

I I-1 -- I I I I I I
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PLEASE CHECK THE CATEGORY WHICH APPLIES TO YOU:

1 1. Present status: Not working (housewife)
Working less than 35 hours a week , Working
more than 35 hours a week , Usually work, but
presently not working .D

2 2. Your age: 16-24 , 25-34 , 35-44
45-55 _ , Over 55 .

3 3. Marital status: Married (husband present) ,
Married (husband not present) , Divorced

Separated , Widowed , Single

4 4. Number of children living at home, (PLACE NUMBER
IN EACH ANSWER): None __, Under 6 years of
age , 6-17 years , 18 or over _

No. No. No.

5 5. Education: Check last year of school completed:
Less than 8th grade , 8th grade , 1-3
years high school , Graduated high school

, 1-3 years college , Graduated from
college , Graduate college work .

6 6. Type of living quarters: Home , Townhouse
, Mobile home , Apartment , Other

(please state)

7 7. Estimate of TOTAL family income per year (include
all working persons in household). Less than
$4,000 , $4,100-$7,000 , $7,100-$10,000

,$0,100-$15,000 _, $15,100-$25,000
, Over $25,000 _

IF YOU ARE PRESENTLY WORKING OUTSIDE THE HOME, PLEASE
ANSWER QUESTIONS 8 THROUGH 11:

8 8. Occupation type: Clerical or secretarial ,
Teacher , Sales work , Manager or owner
of business , Medical work , Professional
(Dr., Lawyer, etc.) , Services , Factory
worker , Household maid , Other (please
state)

9 9. Estimate of income you receive from above employ-
ment: (PER MONTH) Less than $200 per month
$201-$400 per month , $401-$600 per month

, $601-$800 per month , More than $800
per month .

-

-- . -- .
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10 10. Location of place of work from my home: Less than
10 minutes , 11-20 minutes , More than
20 minutes .

11 11. Method of going to work: Drive car alone
Drive car with others (car pool) , Drive with
husband or family member , Public transporta-
tion (bus, etc.) , Walk , Other (please
state)

USE THE FOLLOWING SPACE TO MAKE ANY COMMENTS YOU MIGHT
HAVE REGARDING PRODUCTS, SERVICES, STORES OR SHOPPING
FACILITIES IN THIS AREA.

Thank you very much for completing this survey. Your
help is greatly appreciated.
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North Texas State University is pleased to announcethat they are conducting a consumer research study. You strt ex
have been chosen as one of a very select group of women University
to participate in this research. This project is being Denton,Texasconducted by the Marketing Department of North Texas 76203
State University, as part of a doctoral dissertation.
Since only a few women have been selected to participate,
it is of VITAL importance that you fill in the enclosed
questionnaire and return it to us.

Approximately 9 minutes of your time is needed to
complete this questionnaire. Would you kindly fill it in
and return it in the printed envelope? No postage is neces-sary. You do not sign your name so your answers remain
anonymous.

Frequently, people read the results of polls and askwhere the information was obtained, since they have never
been formally asked their opinions. You are now part of
one of these studies and as such will be making a major
contribution to research. We sincerely hope that the results
of this study will benefit every consumer household and theprogress of the Greater Dallas Area as well as the nation asa whole.

We are happy to have you participate in this very
important research. Because of the few number of women
selected to participate in this study, it is of VITAL import-
ance that we hear from you. We trust that we may depend onyour prompt reply.

I want to personally thank you for your assistance.
Your opinions are highly valued for this research. We appre-ciate your cooperation.

Sincerely,

Suzanne McCall
Marketing Department

Enclosures

322



APPENDIX C

TABLE LXVI

SUMMARY OF RESPONSES TO QUESTIONNAIRE BY
TOTALS AND WORK STATUS*

1. Work Status:
Not-working
Working (-) 35 Hrs

week (part-time)
Working (+) 35 Hrs

week (full-time)
Usually - not now

2. Age:
16-24
25-34
35-44
45-55
Over 55

3. Marital Status:
Married (husband
present)

4-)

0
04i

41)
0i

P~

158
58

135

13

10
82

105
89
79

284

m)

ci)

0
Q4

0)0

E4~G

43.41
15.93

37.09

3.57

2.74

28.77
24.38
20.64

77.60

Work Status

-
0o

04

2.55
21.02
27.39
28.03
21.02

4-)

-)
4)

0

1.72
27.59
31.03
18.97
20.69

-)

H

0

3.70
23.70
30 37
22.22
20.00

87.741 82.76 164.66

*N=374 respondents.
slightly less,since some r
questions. In all cases t
who answered the question.

In some categories the totals are
espondents refused to answer some
he percent represents only those
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4-)

0
H7-

H>)

P4C/

0.00

15.38
23.08
53.85

72.73
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TABLE LXVI--Continued

3. Marital (cont'd.):
Married (husband
not present)
Divorced
Separated
Widowed
Single

4. Age of Children at
Home:
Under 6 Yrs only
6-17 Yrs only
Under 6 Yrs and
6-17 Yrs

None
5. Education:

Less than 8th grade
8th grade
1-3 Yrs high school
Graduated high
school

1-3 Yrs college
Graduated college
Graduate college
work

6. Type of Housing:
Home
Townhouse
Mobile Home
Apartment
Other

7. Total Family Income:
(-) $4,000
$4,100-7,000
$7,100-10,000

Work Status

4-)

0
04

r~
r -- )

6

21
5

24
26

29
112
40

193

4
3

37
106

111
60
42

305
0
1

56
5

6
34
56

-)

zi)

0
Q4

-)

4-3P
0 04

H- %Ol

1.64

5.74
1.37
6.56
7.10

7.75
29.95
10.70

-H

0

-P
0
z

3.23

1.94
1.29
5.16
.65

12.66
28.48
16.46

a)

4J)

P

0

0.00

1.72
1.72
5.17
8.62

5.17
39.66
10.34

ci)

-)

H
H

P:4

-P

90

H
>1 -)

H r..
CdU )

D c P 4

-1- 4-

.75

10.53
.75

9.02
14.29

3.70
26.67

4.44

51.60142.41 144.83|65.19

1.10
.83

10.19
29.20

30.58
16.53
11.57

83.11
0.00

.27
15.26
1.36

1.69
9.55

15.73

2.00
0.00
9.33

28.00

31.33
22.00
7.33

96.77
0.00
0.00
1.94
1.30

1.97
5.92

12.50

0.00
0.00

13. 79
18.97

32.76
18.97
15.52

92.98
0.00
0.00
7.02
0.00

3.64
10.91
10.91

.75
1.49
8.21

36.57

28.36
9.70

14.93

61.94
0.00

.75
35.07
2.24

0.00
12.31
22.31

0.00

18.18
0.00
9.09
0.00

0.00
38.46
7.69

53.85

0.00
8.33

25.00
8. 33

33.33
8.33

16.67

91.67
0.00
0.00
8.33
0.00

9.09
27.27
9.09
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TABLE LXVI--Continued

Work Status

$:iH
o c H 4J

7. ncme(cot'.)

$-i 1 .82 -. 2 4. 4 0
04- 04. H.52

(+) 25,00 8 Q2504- 3.5523.4 1769 .0

)i 4 ) 0. P45 7__.7 r0

(d 4 d U)
4~--) 0 44 :I Q0Or. 0Q0 0 0 0 U)4

E- E- P

7. Income (cont d.)
$0,r00-15r200 67 18.82 17.11 25.45 18.46 0.00
$15,l00-25r0 104 29.21 28.95 25.45 29.23 45.45
(+) $25,000 89 25.00 33.55 23.64 17.69 9.09

8. Occupation of Woman:,
Clerical or 70 45.45 0.00 25.71 53.57 0.00
secretary

Teacher 26 16.88 0.00 25.71 13.39 0.00
Sales work 16 10.39 0.00 20.00 6.25 0.00
Manager or owner 10 6.49 0.00 5.71 6.25 0.00
Medical work 6 3.90 0.00 0.00 5.36 0.00
Professional 8 5.19 0.00 5.71 4.46 0.00
Services 6 3.90 0.00 11.43 1.79 0.00
Factory work 11 7.14 0.00 2.86 8.93 0.00
Household maid 1 .65 0.00 2.86 0.00 0.00
Other 100.00 39.66 17.04 0.00

9. Woman's Income:
(-) $200 p/month 17 9.29 0.00 28.89 1.55 0.00
$201-400 p/month 40 21.86 0.00 53.33 10.85 0.00
$401-600 p/month 57 31.15 0.00 6.67 41.09 0.00
$601-800 p/month 39 21.31 0.00 8.89 25.58 0.00
(+) $800 p/month 30 16.39 0.00 2.22 20.93 0.00

10. Location of Work
From Home:

(-) 10 minutes 49 25.39 0.00 42.00 18.80 0.00
11-20 minutes 86 44.56 0.00 40.00 44.36 0.00
(+) 20 minutes 58 30.05 0.00 18.00 36.09 0.00

11. Method of Transpor-
tation to Work:
Drive alone 145 74.36 0.00 84.31 69.17 0.00
Drive with other 12 6.15 0.00 1.96 7.52 0.00
Drive with husband 21 10.77 0.00 11.76 11.28 0.00
Public transpor- 13 6.67 0.00 0.00 9.77 0.00
tation

Walk 2 1.03 0.00 0.00 1.50 0.00
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TABLE LXVI--Continued

11. Transportation
(cont'd.):
Other

Food Shopping:
1. Frequency:

Once a day
2-3 times a week
Once a week
2-3 times a month

2. Time of Day:
Mornings
Afternoons
Evenings

3. Day of the Week:
Monday-Thursday
Friday
Saturday
Sunday

4. Average Spent:
(-) $10.00
$11-25
$26-50
(+) $50.00

5. Deciding Where to
Shop:
Always same store
Advertised price

specials
Convenience
Low prices
Quality or assort-

ment
Other

En

0

04

0) -

0)

2

9
168
161

35

135
167
68

194
72
74
30

7
104
203

58

67
57

76
51

108

6

Work Status

to

0

04

4-) Q0Q04

1.03

2.41
45.04
43.16
9. 38

36.49
45.14
18.38

01

1:4

0.00

1.90
51.27
41.77
5.06

55.13
38.46
6.41

52.43162.18
19.46
20.00

8.11

1.88
27.96
54.57
15.59

0-)

-)
4

4

0

1.96

3.45
50.00
36.21
10.34

37.93
53.45

8.62

63.79
21.15 17.24
11.54 17.24
5.13 1.72

.63
16. 46
61.39
21.52

-"

15.52
68.97
15.52

0)

4-)
H
H

0

.75

2.24
38.06
45.52
14.18

13.53
49.62
36.84

38.35
15.04
33.08
13.53

3.76
45.86
40.60
9.77

18.36 19.35 18.52 117.29
15.62 18.711 9.26113.53

20. 82
13.97
29.59

1.64

12.90
16.13
31.61

1.29

16.67
20.37
33.33

1.85

33.08
9.02

25.56

1.50

4-J

4oZ
0

rto
>i 4)
r-o q

0.00

0.00
23.08
69.23

7.69

30.77
61.54
7.69

46.15
38.46
15.38
0.00

7.69
23.08
53.85
15.38

7.69
38.46

15.38
15.38
23.08

i 11 R a a -, , -. .11 .1 - . . - 81 .1 , 1 . . . i
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TABLE LXVI--Continued

6. Different Food Stores
Shopped:
Only 1 per week
2-3 stores per week
+ 3 stores per week

7. Major Shopper:
Myself
Husband
Maid
Relative

8. Use of Newspaper
Advertising:
Extremely helpful
Somewhat helpful
Not helpful
Rarely used

9. Factors of Brand
Choice:
National brands

only
National and
private brands

Ignore brands
Name and ingre-
dients

Compare brands
price

Personal Clothing

by

Shopping:
1. Service you Prefer:

Self-service
Salesperson
assistance

No preferences

ca
4-)

1)

0
04

E-

149
219
5

337
27

5
4

72
175

10
116

47

192
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10.03 10.83 12.28
25.20 23.57 33.331
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18.01
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38.22
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17.83

46.55
27.59

25.86

43.28
55.22
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11.94
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13.43
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38.46
30.77
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30.77

15.91 23.08
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8.33 7.69
23.48 23.08

0.00 0.00

47.01 38.46
36.57 53.85

16.42 7.69
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TABLE LXVI--Continued

2. When You Shop:
Daytime
Evenings

3. How Often Do You
Shop:
Once per week
2-3 times per week
Once per month
Several times per
year

4. Store Selection:
Friends advice
Newspaper ad
Impluse
Sale or special
Use same store
Other

5. Average Price of
Dress:

(-) $25.00
$26-50
$51-100
(+) $100.00

6. Considerations in
Selecting Clothing:
Price
Suitability for
work
High fashion
How flattering
Family approval
Don't know
Other
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0
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0

04.
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0

0

4-+

321
46

8
74
58

232

13
40
51

121
83
32

122
175
61
8

61
37

8
200
14
4

24

U)

-H

4-)

0

87.23 96.15 84.21
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15.28
36.11
19.44
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1.15
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.68
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1. 35
7.43

0.00
24.56
15.79
59.65
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39.62
20.75
9.43

35.09
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22.96
17.78
57.041

1.59
7.94

17.46
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10.32

36.09
48.12
14.29
1.50

16.36|11.72
5.45 22.66

3.64
69.09
1.82

3.64

3.91
47.66
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. 78
8.59
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HU)
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91.67
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7.69
7.69
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76.92

0.00
14.29
0.00
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18.18
63.64
18.18
0.00

8.33
16.67

0.00
58.33
8.33
8. 33
0.00
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TABLE LXVI--Continued

Work Status

7. Use of Following:
Wig or wiglet
False eyelashes
Eye makeup
Pant suit
Bikini swim suit

General Shopping:
1. Shop in Discount

Store:
Rarely
Once a month
Once a week or
more

2. Are Discount Store
Prices Less
Expensive?
Yes
No
If yes, which
items:
Toiletries &
drugs

Prescriptions
Food
Toys
Ladies' clothing
Men's clothing
Children's clothing
Furniture
Major appliances
Household goods

3. Use of Beauty Salon:
Never
Once a week

mo
-P

0
Qo

0)q

to

0

04

0)43

0)0 0
-p
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124

0

4-)

4

0

-)

90

H0

-i)
>1 -

4 4 + + 4

135
52

257
326
63

136
146
86

239
120

206

117
97

116
58
48
66
25
64

135

83
135

36.10
13.90
68.72
87.17
16.84

36.96
39.67
23.37

34.18
14.56
67.72
86.08
12.66

35.44
39.87
24.68

31.03'
18.97
68.97
86.21
20.69

28.07
49.12
22.81

42.96
15.59
74.07
91.11
20.00

43.28
35.07
21.64

30.77
7.69

46.15
84.62
30.77

30.77
53.85
15.38

66.57 67.74 68.97 64.34158.33
33.43 32.26 29.81135.66141.67

55.08155.70 162.07

31.28
25.94
31.02
15.51
12.83
17.65
6.68

17.11
36.10

22.49
36.59

32.28
29.11
37.97
17.09
13.92
16.46
6.96

10.13
31.65

21. 52
36.08

39.66
27.59
41.38
15.52
10.34
22.411
6.90

27.59
43.101

28.07
31.581

53.33146.15

29.63
22.22
20.00
15.56
14.07
18.521
7.411

21.481
39.26

15.38
30.77
15.38
7.69
7.69
71 69
0.00
7.69

38.46

20.74 23.08
39.26 46.15
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TABLE LXVI--Continued

3. Beauty Salon
(cont'd.):
Once a month
Only special
occasion

4. Use of Household
Help:
Never
Full-time maid
Maid once a week
Child care only

5. Who Does Yard Work:
Myself
Family member
Hired help
Does not apply

6. Family Cars Owned:
One
Two
Three or more

7. Year of Newest Car:
1973
1972
1971
1970
1969 & older

8. Type of Gasoline
Service Stations YOU
Use:
Serve-yourself
Full service
Never buy gas

to
r1-,
0

04

0

p 0)

24
127

258
11
82
14

66
193
57
51

95
201
67

96
83
54
31
96

33
321
12
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4J)
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0
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0-)
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0

4-)
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4-3
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P24

0

0)
-HH
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0
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~-z
0
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6.50 5.70|10.53 5.93 0.00
34.43 36.71 29.82 34.07 30.77

70.68
3.01

22.471
3.84

17.98
52.59
15.531
13.09

26.17
55.371
18.46

26.67
23.06
15.00
8.60

26.67

9.02
87.70
3.28

65.19
3.16

28.48
3.16

21.66
57. 32
17.20
3.82

18.35
63.92
17.72

25.48
26.11
15.29

65.52
5.17

18.97
10.34

22.41
51.72
22.41
3.45

24.14
65.52
10.34

29. 82
28.07
12.28

10.19 5.26
22.93 24.56

6.96
90.51
1.90

15.52
81.03
3.45

80.15
2.29

16.03
1.53

10.45
47.01
10.45
32.09

35.66
42.64
21. 71

27.34
16.41
17.19
8.59

30.47

9.09
87.12
3.79

75.00
0.00

25.00
0.00

33.33
41.67
25.00
0.00

41.67
25.00
33.33

25.00
16.67
8.33
8.33

41.67

0.00
91.67
8. 33
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TABLE LXVI--Continued

9. Where is Car Repair
Work Done?
Friend or family
member

Gas station
Repair shop or
garage

Car dealership
Do not own car

10. Use of Mail Order
Catalog:
Never
Phone orders
Mail orders
Catalog order desk

11. Use of Vending
Machines:
Cigarettes
Candy
Coffee or soft
drink

Lunch
Never use vending
maching

Use two or more
12. Most Efficient Means

of Getting You to
Purchase a Product
Such as Shampoo,
Food, etc.:
Free sample mailed
to home

Free sample given
in store

U)
4-J

0

04
p)

Work Status
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ci4-3
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66

50
101

145
5

113
190
25
37

15
13
87

0
147

103

215

21

17.98118.99 17.24117.24 7.69

13.62 15.82 8.62 14.39 7.69
27.52 21.52 34.48 31.82 30.77

39.51 43.04 39.66 34.09 46.15
1.37 .63 0.00 2.27 7.69

30.96
52.05
6.85

10.14

4.11
3.56

23.84

25.00
57.05
6.41

10.90

4.52
1.94

25.81

22.41
56.90

3.45
13. 79

5.17
3.45

25.86

42.22
40.74
9.63
6.67

3.76
6.02

21.05

16.67
75.00
0.00
8.33

0.00
0.00
30.77

0.00 0.001 0.00 0.00 0.00
40.27148.39141.38128.57161.54

28.22|119.35124.14140.601 7.69

60.06158. 71166.07158.91150.00

5.87 6.45 3.57 6.201 8.33
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TABLE LXVI--Continued

12. Most Efficient Means
(cont'd. ) :
Cents off coupon
printed in news-
paper

Cents off coupon
given in store

T.V. demonstration
13. How Do You Handle

Door Salesmen:
Avoid answering
door

Answer door to get
rid of him

Review products
and purchase if
desired

No opinion
14. Current Home Value:

(-) $10,000
$10,000-201000
$20,000-301000
$30 ,000-50 ,000
(+) $50,000

15. Most Important
Factor When Pur-
chasing a Home:
Condition and
appearance

Neighborhood
quality
Quality of Schools
House Design
Bargain or price

U)

4-)
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En
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0 e
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28
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14.53

3.06

18.71116.07
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16.48 113.55110. 711 24.031

21.08 18.99

0.00

8.33

17.24125.93 123.08

50.81 48.73 60.34 48.15

20.54 22.78 18.97 18.52

7.57

3.15
27.13
14.51
33.44
21.77

30 .17

9.49

4.00
21.33
10.67
35.33
28.67

3.45 7.41

46.15

23.08

7.69

1.79 2.15 9.09
32.21 36.56 18.18
19.64 15.05 45.45
39.29 31.18 9.09
16.07

28.00 123.211

47.13 152.00 153.57

8.90
10.06

3.74

6.67
9.33
4.00

14.29
5.36
3.571

15.05

37.10

38.71

9.68
11.29

3.23

18.18

0.00

54.55

9.09
27.27
9.09
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TABLE LXVI--Continued

Leisure Time:
1. Where Free Time

is Spent:
Yardwork
Reading
Watching T.V.
Shopping
Cooking
Helping husband
with business
Sleeping or
lounging

Talking with
friends or
relatives

Swimming, tennis,
or golf

Bowling
Movies, plays, or
musicals
Church work
Other

2. Eating Out Habits:
Rarely or never
2-3 times a week
Once a week
2-3 times a month
Only occasionally
during the year

3. Type of Eating
Facility Used:
Self-service, quic
order or drive-in

Take out service
and eat elsewhere

Ch
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265
247
157
158
27

69
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101
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36.21
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15.52 25.93

32.76 45.93

21. 39 120.251 27.59 121.48
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H
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61.54
92.31
61.54
15.38
53.85
0.00

30.77

46.15

7.69

3.74 1.27 5.17 5.93 7.69
27.01 22.78 29.31 32.59 23.08

28.61 29.75 41.38 25.19 7.69
33.42 38.61 27.59 30.37 30.77

5.42
22.83
28.53
21. 74
21.48

4.83

2.69

5.13
17.31
29.49
26.28
21.79

5.06

1.90

5.36
25.00
30.36
14.29
23.21

5.17

3.45

5.19
28.89
27.41
20.00
18.52

3.70

2.96

0.00
15.38
23.08
23.08
38.46
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7.69
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TABLE LXVI--Continued

3. Facility Used
(cont'd.):
Prepare at home
and eat elsewhere

Cafeteria
Full service
restaurant

Relatives home
Never eat out

4. Vacation of 5 Days
or More:
Rarely or never
Once a year
(+) once.a year

5. Choice of Vacation
Site:
Never take one
Location of friends
or relatives home

Magazine or news-
paper ads
Special activities
or facilities

Habits
Sightseeing
Other

6. Read Newspaper:
Rarely
Once a day
During the week
Only when I am
looking for some-
thing

ro
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25.00

12.50
25.00

0.00

12.50
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TABLE LXVI--Continued

7. Watch T.V.:
Rarely
Less than 3 Hrs
a day

More than 3 Hrs
a day

Use of Credit:
1. Applied for Credit:

Yes
No
Refused
Is sued

2. Type of Credit
Card:
Gasoline credit
card

Retail charge
card

Bank credit card
Other

3. Difficulty For Women
to Get Credit?
Yes
No

4. Charge Lowest
Interest Rate:
Car dealer
Finance company
Bank
Credit union
All same
No opinion

Uo-p
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90.91

53.13
46.88
13.43
86.57

72.46177.22177.59166.67
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36.97 41.22 33.93
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.27
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16.53
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TABLE LXVI--Continued

5. Type Interest
Preferred:
Interest as a %
rate
Interest as
total $

a

No opinion
Opinions:
1. Opinion of Adver-

tising:
Useful/informative
Fair
Useless
No opinion

2. Advertising Por-
trayal of Women:
Housewife
Dependent upon
males

Glamour/sexual
appeal

Business Woman
No opinion

3. Need Advice for
Following:
Paying bills
Car
Furniture
Household
appliances

Food
Toys
Personal clothing
Children's clothing

T

Work Status
En
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ro
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82
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81
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16.67
2.56

25.86
48.28
22.41
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39.89 42.76 44.83
3.09 4.61 0.00

34.83132.89

1.97
20.22

10.70
67.90
54.28
49. 73

1.89
1.34
3.74
3.74

32.76

23.88

58.96

17.16

26.52
38.64
26.52
8.33
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23.08

46.15

30.77

23.08
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38. 46
15.38

35.11 30o77
3.05 0.00

38.93 23.08

2.63 0.00 2.29 0.00
17.11 22.41 20.61 46.15

12.66
83.54
71.52
64.56

1.27
1.90
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4.43

8.62
74.14
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50 .00

0.00
1.72
3.45
5.17

8.15
49.63
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2.96
. 74

3.70
2.96

30.77
69.23
46.15
46 .15

7.69
0.00
7.69
0.00
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TABLE LXVI--Continued

4. Additional Woman's
Income Spent On:
Savings
Clothes
Car expense
Entertainment
Food
Education
Travel
Furniture
Eating out
Purchasing major
items for house
or family
Used for support-
ing myself or
family

5. Common Household
Items and Where
Purchased:*
Toothpaste,
Shampoo:
Supermarket
Discount store
Variety store
Specialty store
No response/do not
use

U)
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E-i)

4-)

rd

04

4-)

-i %.-"

Work Status
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0
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0

Qi)
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0
I3-

i iIi .i. 1,11- -...+II R 141 .1

144
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79
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2
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38.50
45.72
20.32
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30.21
17.38
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18.45
21.12
28.61

44.94
48.73
18. 35
13.29
18.35
17.09
22.78
17.09
17.09
24.05

18.72110.13

21.07
36.80

.56
36.80
4.81

21. 43
40.91

.65
33.77
2.53

31.03
37.93
15.52
24.14
36.21
12.07
22.41
17.24
22.41
34.48

15.52

20.00
41.82
0.00
36.36
5.17

ci)

H

-H

0

38.52
46.67
25.19
26.67
42.22
22.22
31.11
20.74
26.67
33. 33

31.11

22.14
30.53
0.00

39.69
2.96
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15.38
53.85
30.77
23.08
38.46
7.69

30.77
15.38
23.08
30.77

23.08

15.38
15.38
7.69

53. 85
0.00

*Only the most frequently mentioned places of purchase
are listed and, as such do not add to 100 percent. The per-
centage figures represent percent of those respondents
answering question. The "No response" percent represents
percent of total questionnaires.
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Work Status

to t o 0)oo
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5. Where Purchased
(cont'd.):
Headache remedies:
Supermarket 57 16.43 19.21 18.52 13.28 9.09
Discount store 112 32.28 33.11 35.19 29.69 18.18
Department store 1 .29 0.00 0.00 .78 0.00
Specialty store 169 48.70 46.36 44.44 52.34 72.73
No response/do not 27 7.22 4.43 6.90 5.19 15.38
use

Prescriptions:
Supermarket 10 2.91 4.14 3.64 .77 9.09
Discount 61 17.73 17.24 21.82 16.15 9.09
Department store 6 1.74 1.38 0.00 3.08 0.00
Specialty store 263 76.45 77.24 72.73 77.69 81.82
No special store 4 1.16 0.00 1.82 2.31 0.00
No response/do not 30 8.02 8.23 5.17 3.70 15.38
use

Hoisery:
Supermarket 31 8.91 7.95 12.96 8.59 8.33
Discount store 56 16.09 14.57 24.07 14.06 8.33
Department store 191 54.89 57.62 42.59 56.25 75.00
Variety store 8 2.30 1.99 1.85 3.13 0.00
Specialty store 43 12.36 12.58 12.96 12.50 8.33
No special store 19 5.46 5.30 5.56 5.47 0.00
No response/do not 26 6.95 4.43 6.90 5.19 7.69
use

Shoes:
Discount store 21 6.19 8.67 13.21 .83 0.00
Department store 174 51.33 50.00 47.17 54.55 50.00
Specialty store 130 38.35 37.33 37.74 38.84 50.00
No special store 11 3.24 4.00 1.89 3.31 0.00
No response/do not 35 9.36 5.06 8.62 10.37 7.69
useI
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5. Where Purchased
(cont'd.):
Garden & yard
equipment:
Discount store 127 40.71 40.56 40.38 42.31 40.00
Department store 59 18.91 16.08 23.08 18.27 30.00
Specialty store 92 29.49 34.97 30.77 23.08 20.00
No special store 27 8.65 7.69 5.77 10.58 10.00
No response/do not 62 16.58 9.49 10.34 22.96 23.08
use

Toys:
Supermarket 3 1.00 0.00 0.00 2.97 0.00
Discount store 132 43.85 49.26 51.92 33.66 22.22
Department store 80 26.58 24.26 25.00 30.69 33.33
Variety store 19 6.31 5.15 3.85 8.91 11.11
Specialty store 35 11.63 12.50 13.46 10.89 0.00
No special store 29 9.63 6.62 5.77 12.87 33.33
No response/do not 73 19.52 13.92 10.34 25.19 30.77
use

Major appliances:
Discount store 21 6.46 4.11 9.26 8.93 0.00
Department store 196 60.31 58.90 64.81 59.82 60.00
Specialty store 94 28.92 33.56 20.37 27.68 30.00
No special store 12 3.69 2.74 5.56 2.68 10.00
No response/do not 49 13.10 7.59 6.90 17.04 23.08
use

Small appliances:
Discount store 164 47.95 51.01 50.94 43.75 22.22
Department store 129 37.72 36.24 35.85 40.63 44.44
Specialty store 35 10.23 8.72 7.55 13.28 11.11
No special store 11 3.22 4.03 3.77 1.56 11.11
No response/do not 32 8.56 5.70 8.62 5.19 30.77
use



340

TABLE LXVI--Continued

Work Status

-H

o d P H
Phnorphr14d00 0 tn -P-H -Z

aZd taes:
Q) ) 0 P4rir

its9 . ..) -P 43. 40oZ a4 0 0 0 2

5. Where Purchased
(cont'd.):
Phonograph records
and tapes:
Discount store 127 40.32 42.55 36.96 39.66 11.11
Department store 61 19.37 19.15 19.57 18.10 44.44
Specialty store 97 30.79 29.79 30.43 31.90 44.44
No special store 27 8.57 8.51 10.87 8.62 0.00
No response/do not 59 15.78 10.76 20.69 14.07 30.77
use

Furniture:
Discount store 10 3.04 3.36 0.00 2.56 0.00
Department store 88 26.75 18.79 39.22 30.77 33.33
Specialty store 209 63.53 72.48 50.98 58.12 55.56
No special store 21 6.38 5.37 5.88 7.69 11.11
No response/do not 45 12.03 5.70 12.07 13.33 30.77
use

Children' s clothing
Supermarket 8 2.88 3.03 0.00 4.49 0.00
Discount store 23 8.27 9.09 6.52 8.99 0.00
Department store 185 66.55 60.61 69.57 73.03 66.67
Specialty store 46 16.55 21.21 17.39 10.11 11.11
No special store 9 3.24 4.55 2.17 1.12 11.11
Make my own 7 2.52 1.52 4.35 2.25 11.11
No response/do not 96 25.67 16.46 20.69 34.07 30.77
use

Frozen fruits and
vegetables:
Supermarket 329 93.20 96.03 92.86 91.60 83.33
Discount store 13 3.68 2.65 1.79 5.34 0.00
Specialty store 8 2.27 0.00 3.57 3.05 16.67
No response/do not 21 5.61 4.43 3.45 2.96 7.69
use
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5. Where Purchased
(cont'd.):
Frozen pies:
Supermarket 287 90.82 92.70 89.58 90.76 80.00
Discount store 11 3.48 2.19 2.08 5.04 0.00
Specialty store 5 1.58 0.00 2.08 2.52 10.00
No special store 2 .63 1.46 0.00 0.00 0.00
Make my own 11 3.48 3.65 6.25 1.6 10.00
No response/do not 58 15.51 13.29 17.24 11.85 23.08
use

Frozen TV dinners:
Supermarket 266 92.04 94.21 89.13 92.86 75.00
Discount store 12 4.15 2.48 6.52 4.46 0.00
Specialty store 5 1.73 0.00 2.17 2.6 12.50
No special store 3 1.04 2.48 0.00 0.00 0.00
Make own 3 1.04 .83 2.17 0.00 12.50
No response/do not 85 22.73 23.42 20.69 17.0338.46
use

Cake mix:
Supermarket 296 90.52 90.14 89.09 93.16 70.00
Discount store 13 3.98 4.23 3.64 4.2 0.00
Specialty store 6 1.83 0.00 3.64 2.56 10.00
No special store 4 1.22 2.11 0.00 0.00 10.00
Make my own 8 2.45 3.52 3.64 0.00 10.00
No response/do no 47 12.57 10.13 5.17 13.3323.08
use

Prepared casserole
dinners:
Supermarket 238 86.86 85.47 85.00 88.07100.00
Discount store 18 6.57 8.55 5.00 5.50 -
Specialty store 4 1.46 0.00 2.50 2.75 -
No response/do no 100 26.74 25.95 31.03 19.26 53.85
useII
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5. Where Purchased
(cont'd.):
Snack foods:
Supermarket 309 87.78 88.89 85.96 86.82100.00
Discount store 29 8.24 7.84 10.53 7.75 -
Specialty store 7 1.99 .65 3.51 3.10 -
No response/do not 22 5.88 3.16 1.72 4.44 23.08
use

Soft drinks:
Supermarket 285 82.61 85.91 78.57 80.16 90.91
Discount store 26 7.54 6.04 8.93 8.73 0.00
Specialty store 22 6.38 4.03 10.71 7.14 9.09
Drive-in store 5 1.45 1.34 1.79 1.59 0.00
No special store 7 2.03 2.68 0.00 2.38 0.00
No response/do not 29 7.75 5.70 3.45 6.67 15.38
use

Beer & Liquor:
Supermarket 12 4.94 2.83 5.56 6.74 11.11
Discount store 18 7.41 2.83 5.56 14.61 0.00
Specialty store 210 86.42 93.40 88.89 76.40 88.89
No response/do not 131 35.03 32.91 37.93 34.07 30.77
use

Cigarettes:
Supermarket 96 50.53 51.95 54.84 46.67 60.00
Discount store 28 14.74 15.58 6.45 17.33 0.00
Department store 13 6.84 5.19 6.45 8.00 20.00
Specialty store 32 16.84 14.29 16.13 21.33 0.00
Drive-in store 7 3.68 2.60 6.45 4.00 0.00
No special store 11 5.79 9.09 3.23 2.67 20.00
No response/do not 184 49.20 51.27 46.55 44.44 61.54
use

Dress or clothing
for myself:
Supermarket 7 2.01 .66 7.27 1.56 0.00
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5. Where Purchased
(cont'd.):
Dress or clothing
(cont'd.):*
Discount store 11 3w16 3.29 1.82 3w13 0.00
Department store 147 42.24 38.16 40.00 47.66 ,60.00
Specialty store 131 37.64 42.11 36.36 34.38 20.00
No special store 18 5.17 6.58 1.82 3.91 10.00
Make my own 31 8.91 8.55 10.91 8.59 10.00
No response/do not 26 6.95 3.8O 5.17 5.19 23.08
use

Flowers:
Specialty store 304 95.90 97.12 96.08 94.78100.00
No special store 7 2.21 2.16 1.96 2.61 0.00
No response/do not 57 15.24 12.03 12.07 14.81 30.77
use

Automobile:
Specialty store 296 88.89 90.97 90.57 85.25 90.91
No special store 17 5.11 4.86 7.55 4.92 0.00
No response/do not 41 10.96 8.86 8.62 9.63 15.38
use
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APPENDIX E



fInm
Fly
Eve

Sylvia.

me to Europe.

got t e warm,
easy way.

Miami is the Southern Gateway to Europe. My Gateway to Europe. I'll fly you from Houston or
New Orleans and most other cities in the South to Miami. Where you can make an easy connection with my daily
nonstop to London. You'll avoid cold, congested northern airports. And you'll arrive in London at 7:30am, in time
for a full day of business. Or we can have you in almost any city in Europe in time for lunch.

You'll love my warm, friendly service, too. I'll show you a movie* Turn you on with stereo. Mix
your favorite cocktail. And serve you a delicious dinner.

Next trip to Europe, fly the warm, easy way. Fly me. For reservations, call your travel agent or
National Airlines.

FlySylvia. ,FlyNational.
*Movies and Stereo by In-Flight Motion Pictures, Inc. Available at nominal charge.

National honors American Express, BankAmericard, Carte Blanche, Diners Club, Master ChargeAnterbank, UATP our own card and cash

Cold congested North London.

All of
Florida.

410M Miami.
Houston,

Ne Orc-n adth- t-.

I
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