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This study investigated factors influencing the selec-

tion of apparel worn to work by women who attended fashion

and wardrobe seminars in the Dallas-Fort Worth metroplex.

Clothing selection factors were analyzed by computer accord-

ing to age, marital status, work status and education.

The majority most frequently wore suits and separates

to work. Single participants preferred separates. Most

wore sizes considered average.

Respondents most frequently purchased apparel from

department stores. Brand name and designer apparel were

occasionally purchased. Though interested, few respondents

had taken advantage of personal consultant services.

It was recommended that retailers make wardrobe services

known to the public.



TABLE OF CONTENTS

Page

LIST OF TABLES......................... ......... .v

Chapter

I. INTRODUCTION...........................

Statement of the Problem
Purposes
Research Hypotheses
Research Questions
Delimitations
Assumptions
Definition of Terms

II. REVIEW OF LITERATURE.............,...... 7

Apparel Selection of Working Women
Personal Services Available to

Working Women
Brand Name and Designer Influences
Retail Establishments Influence

Shopping Habits
Summary

III. PROCEDURE........ . .... ..... 22

Selection of Sample
Data Collection Method
Administration of the Questionnaire
Analysis of Data

IV. RESULTS AND DISCUSSION. . ........ . 26

Description of the Sample
Priority Given to Clothing Expenditures
Influence of Job Factors
Retail Establishments and Brand Name

Selection
The Influence of Media
Personal Services
Hypotheses

iii



V. SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS . . 52

Conclusions
Recommendations to Retailers
Recommendations for Further Study

APPENDIX ............................. . .......... 59

BIBLIOGRAPHY.................................. 63

iv

Chapter Page



LIST OF TABLES

Table

I.

II.

III.

IV.

Occupational Categories of Respondents

Job Factors Influencing Selection of Apparel

Sizes Most Frequently Worn by Respondents . .

Stores in Which Apparel was Often Purchased
to Wear to Work - - - - ID.0.0.0.0.0.4. .

V. Comparison of Media Types for Fashion
Knowledge . 0 . 0 * 0 0 . . . . .0.0.*

VI. Wardrobing and Consultation Books Read
by Respondents ..................a..

VII. Type of Consultant Service Used by
Working Women . . . . . . . . . . . .

VIII. Interest and Willingness to Pay for
Personal Consultant Services ........

IX. Comparison of Marital Status According to
Selection of Apparel Classifications

X. Interest in No Fee and Willingness to Pay
for In-Home Wardrobe Consultation to
Occupational Types .... . ......

XI. Interest in Personnel to Service Fitting
Room Needs According to Occupational Type

XII. Interest in Fee and No Fee for Personnel to
Service Fitting Room Needs and Work Status

V

Page

29

31

34

35

37

38

40

41

43

45

47

47



CHAPTER I

INTRODUCTION

Women are entering the work force at an increasing rate

(5, p. 25). Women have been responsible for almost 61 per-

cent of the civilian labor force growth during the past

twenty years (6, p. 29). At the turn of the century, only

20 percent of all women in the United States held jobs out-

side the home (3, p. 31). Today, more than one-half of the

nation's adult women are in the labor market (4, p. 44).

According to the United States Department of Commerce (6,

p. 30), the number of female workers in 1980 reached 44.6

million, which represents an increase of about 21 million

since 1960.

A striking statistic is the increased labor force par-

ticipation rate of women between the ages of twenty-five and

thirty-four (7, p. 29). From 1960 to 1979, this rate

advanced 36 percent. Because women in this age group con-

stitute a larger portion of the total female population than

do women in any other major age group, the numerical impact

of this increase on the female labor force has been signifi-

cant. According to the Population Profile of the United

States (7, p. 29), seven million more women aged twenty-five

to thirty-four were in the labor force in 1979 than in 1960.
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Most working women have fewer hours per week to allocate

to family and leisure activities. Working women with busy

schedules limit their shopping time. Due to these time

limitations, women may be changing their shopping patterns.

Women may depend on outside resources, such as personal ward-

robe consultation, or color analysis, when selecting clothing

for work. A better understanding of preference factors will

enable the retailer to serve the working women more effi-

ciently.

Statement of the Problem

This study investigated factors influencing the selec-

tion of apparel worn to work by women who attended fashion

and wardrobe seminars in the Dallas-Fort Worth metroplex

sponsored by a national specialty chain. Clothing selection

factors were analyzed according to age, marital status, work

status, and education.

Purposes

The purposes of the study included the following:

1. To determine personal, non-personal and job related

variables that influence the classifications of apparel women

wear to work;

2. To determine whether working women desire and are

willing to pay for personal consultant services relating to

selection of work apparel;
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3. To examine the relationship between classifications

of apparel worn for work and selected demographic variables;

and

4. To determine whether working women are familiar with

books dealing with color and clothing analysis and selection.

Research Hypotheses

This study tested the following typotheses.

1. There is a relationship between the classification

of apparel to wear to work and the following job related

variables: (a) type of occupation, (b) work status, (c)

desire for advancement, and (d) company dress code.

2. There is a relationship between the classification

of apparel worn to work and the following demographic variables:

(a) age, (b) marital status, (c) priority given to clothing

purchases, (d) education.

3. There is a relationship in the classifications of

apparel selected to wear to work and the following personal

variables: (a) need for a fringe size and (b) body propor-

tions that do not conform to one standard size.

4. There is a relationship between the working woman's

interest in "no fee" services or willingness to pay for

personal consultant services and the following variables:

(a) type of occupation, (b) work status, (c) desire for

advancement, (d) available money, (e) need for fringe size,
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and (f) body proportions that do not conform to one standard

size.

Research Questions

1. For which of the following personal consultation

services are women willing to pay: (a) personal color analysis,

(b) in-home wardrobe analysis and purchase advice, (c) in-

store wardrobe analysis and purchase advice, and (d) personal

shopping (professional who actually does shopping)?

2. Do working women purchase brand name or designer

apparel when selecting apparel to wear to work?

3. Are working women familiar with books dealing with

color and clothing analysis and selection?

Delimitations

The study was limited to working women who attended

fashion and wardrobe seminars in the Dallas-Fort Worth metro-

plex. The seminars were sponsored by a national specialty

chain.

Definition of Terms

For the purpose of this study the following terms are

applicable.

1. Classifications of merchandise refer to specific

types of merchandise such as suits, dresses and separates

which include skirts, pants, blouses and jackets.
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2. Company dress codes are the written or verbal dress

requirements established for the company's employees.

3. Fringe sizes are sizes smaller than an eight or

larger than a fourteen.

4. A national specialty chain organization is a group

of specialty stores housing similar merchandise within

limited categories. The stores are centrally owned and con-

trolled by a central office.

5. Personal consultant services give professional

fashion advice to clients.

6. Wardrobing is the process of combining various types

of apparel to achieve a preferred appearance.

7. Work apparel is clothing worn to work.

8. Work status refers to the amount of time an individual

is employed, such as full-time or part-time employment.
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CHAPTER II

REVIEW OF LITERATURE

Today more than 43 million American women are in the

work force (1, p. 51). The trend toward more women working

outside the home is projected to continue. According to the

Bureau of Labor Statistics, female labor force participation

may exceed 54 percent by 1990, with over 57 million women

either engaged in or seeking paid employment (6, p. 13).

According to the Celanese Fibers Marketing Company (3,

p. 1), working women constitute a growing and dynamic segment

of American consumers. Working women are powerful both in

terms of numbers and purchasing power. Working women have

new needs and fewer hours to satisfy these needs. The women

are usually married and have a higher educational level than

their non-working counterparts (10, p. 57).

A study completed by the Celanese Fibers Marketing

Company (3) states that working women's clothing expenditures

are related to their occupational categories. In the

Celanese study each working woman was assigned to one of eight

groups according to her occupation. Members of the different

occupational groups had different ideas toward apparel to wear

to work. According to research conducted by the American

Merchandising Corporation (6, p. 13), the average working woman

7
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spends more per year on work apparel alone than her non-

working counterpart spends on an entire wardrobe. Employment

factors in turn determine the way consumer needs are addressed

by the retailer or consultant.

Apparel Selection of Working Women

Working women value functional apparel that looks appro-

priate to wear to work. One approach to a workable wardrobe

is a wardrobe that starts with a few essential clothes (9,

p. 159). Jackson (9) believes in adding extras according to

needs. A key to a workable wardrobe is to keep it simple.

The image desired by the professional woman is most

frequently created by emphasizing suits, skirts and soft

blouses, blazers and jacket dresses (12). Classic lines in

women's clothing are somewhat similar to men's tailored suits--

simple, clean, yet elegant. Classic clothing is not cluttered

but rather has an understated appearance which reflects a

subtle hint of authority. Classically-styled clothing helps

the professional woman project an appropriate or desirable

image for business. Updating with accessories such as shoes,

blouses and scarves can keep the wardrobe fashionable (12).

Suits as a Wardrobe Classification

Numerous publications indicate a resurgence of consumer

interest in suits and dresses for women to wear to work.

Women who have worn pants and pantsuits during the past

several years are looking for a change. According to The
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Fairchild Fact File (19), suits and dresses filled the

gap.

John T. Molloy (9), author of bestseller The Woman's

Dress for Success Book dictates a particular executive game

plan for dressing. Molloy stresses the importance of women

becoming professionally equal with men and describes the

business uniform for working women as a skirted-suit, blouse,

light-stocking and low-heeled shoe formula. In most cases

the suit should be dark and the blouse should contrast with

the skirt and jacket. Molloy contends that this outfit will

give businesswomen the look of authority needed in today's

competitive working world (9, pp. 34-35).

Working Woman (18) interviewed experts in the fashion

fields. The panel of experts were working women and included

a corporate executive, a photojournalist and a designer.

Together the group discussed the fashion concerns of today's

professional woman and the role fashion plays in her work

life. Muto (18) believes that the suit uniform is boring and

limiting. She states that women need clothes that function

in their lives and are not cumbersome. Within the framework

of tailored working women's clothes, there are plenty of ways

to find individuality. Muto recommends accessorizing the

classical suit with a soft blouse.

According to Head (16, p. 22), the suit needs to be the

essential item in a working wardrobe. Head opposes the

masculine version of a grey flannel suit, stating that women
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should take a feminine approach to suits. Suits are the

versatile backbone to career dressing.

Separates as a Wardrobe Classification

Separates provide the compromise between suits and

dresses. Working Woman reports that the most workable ward-

robes are those which are made up of versatile pieces which

mix and match regardless of the season (15, p. 22). Cho

stresses that artistry can also be achieved by dressing in

separates. Putting all the parts together requires thought

and planning, but one can build a wardrobe of separates that

flows smoothly from day to evening and from one season to the

next, even from year to year. According to Cho, once a

consistency of taste and image has been developed, separates

bought at different times will work with one another (4,

p. 102).

Cho emphasizes that separates make financial sense,

particularly when working within a limited budget (4, p. 102).

She recommends mixing one expensive item with some items of

lesser quality. The expensive item should be worn near the

face. Superior fabric or tailoring in a blouse or jacket

will instantly enhance the impression created.

Dresses as a Wardrobe Classification

A generation ago the separates business became more

important than the dress business. Believing separates to

be the absolute wave of the future, the fashion industry has
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capitalized on this trend (5). Brand, Gruber and Company

conducted a study of the dresswear market, for Dupont (5),

to determine why women were not purchasing dresses. The three

main findings were that either the dresses were not available

to buy, or the dresses were too similar in lookor lacked

appealing design. Consumers, however, have not turned away

from dresses; they demand both dresses and sportswear.

The Fairchild Fact File (19) reports that the career

woman owns an average of five dresses and plans to purchase

four more dresses during the coming year. According to

Associated Merchandising Corporation, in 1981 dresses com-

prised 16.3 percent of the women's apparel market and accounted

for approximately $749 million (18).

Head (16, p. 22) emphasizes that regardless of what

fashion dictates, dresses never go out of style. Head does

state that the best dress look is one made up of two pieces.

This look allows the woman to wear the pieces together as a

dress or to use the pieces with other items for variety.

Cho believes that every woman needs at least one street length

dress (4). Years ago it had to be black. Now it can have a

soft, ruffled top and gracefully moving skirt in a feminine

color. Cho disapproves of choosing a color so loud or a

print so bold that the outfit becomes too memorable to be

worn often. She recommends keeping the color and style

discreet and states that a simple outfit lends itself to more

creative accessorizing.
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At the end of the 1970's, the apparel industry was faced

with problems in supplying dresses at affordable prices in

the styles and qualities desired by consumers. The multi-

purpose dress appeared to be the solution. Although customers

have become increasingly selective, market studies continue to

indicate strong consumer interest in both dresses and suits.

It appears that sales of dresses and suits will continue to

increase throughout the eighties (19).

Personal Services Available to Working Women

Fashion Consultation as a Personal Service

Women have had problems finding proper apparel for work,

regardless of their income and willingness to pay for better

merchandise. According to Working Woman (8), major depart-

ment stores are combining clothing and accessories and in

store-with-in-a-store shops along with free fashion consulta-

tions specifically designed for working women. With such

names as Corporate Image, The Office, The Executive Place,

these departments have assembled all the items necessary to

build a flexible working wardrobe (8).

Not all stores have taken this approach. For example,

Lord and Taylor does not have a specific shop for the working

woman. The store claims that its trend shops can attract

these customers (17, p. 17). Lord and Taylor established the

Foulard Shop containing classic transitional merchandise, the

His for Her and the Haberdasher Shop featuring men's
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shirtings and ties for women, the Reefer Coat Shop and the

Tartan Plaid Shop. The Lord and Taylor theory is these shops

offer all the appropriate accessories in each shop so that

the working woman does not have to go through the entire

store.

In 1979 Sanger-Harris organized a total floor of its

downtown Dallas store to cater to working women (8). The

Career Lifestyles floor carries suits, separates, lingerie,

accessories and furs for working women. Here a wardrobe

consultant will assemble clothing and accessories free of

charge for the customer (8, p. 46).

Retail Week (2, p. 13) reported several examples of

services adopted by department and specialty stores in order

to reach the working women's market. One southwestern-based

group of specialty stores offers a consultation service

which will build an entire wardrobe for the working woman

customer regardless of salary level and lifestyle.

In 1970, Emily Cho (4) entered the personal fashion

consulting industry with her own firm, New Image. In Looking

Terrific, which Cho wrote in 1978, she gives instructions on

various ways to disguise body faults and enhance assets. Cho

stresses the importance of considering the special needs and

priorities of the lifestyles of clients.

Color Analysis as a Personal Service

According to Carole Jackson (9), a professional color

consultant and author of Color Me Beautiful, everyone is born
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with an inclination toward certain colors. Jackson (9)

suggests that nature is the most brilliant designer of all,

and this is the secret in the "seasonal pallettes." Each

season presents a distinct array of colors, and individuals

will find themselves in harmony with one of these palettes.

Jackson (9, p. 26) defines the palettes as follows:

The Winter palette has either blue-based colors or
true colors--colors with a balance between yellow
and blue, black and white. The Summer colors have
either blue, rose or gray undertones. Because of
these undertones, Winter and Summer are the cool
palettes. Autumn's colors are based on golden
tones, and Spring's have clear, yellow undertones.
These are the warm palettes.

Cho (4) chooses colors for a client by observing the

client's complexion and hair coloring. These factors deter-

mine the color family, but personality determines the

intensity of that color. Cho believes that color can be

immensely important in setting style and mood. Most people

who tend to favor one color do so because they are too lazy

to experiment with other colors and combinations. Cho

believes in gambling with colors. This expert suggests trying

a pattern or printed fabric to introduce a new color.

Personal Shopper as a Personal Service

Personal shoppers are one solution to many wardrobing

problems for career women (8, pp. 45-46). In addition to

offering wardrobe advice, consultants often shop for their

clients. Personal shoppers are available to the public
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through some department and specialty stores; while other

personal shoppers work independently for a fee as free-lance

specialists.

Lord and Taylor and Neiman Marcus provide personal shop-

ping services for clients. In a special way, these services

cater to the working woman by saving shopping time (17, p. 17).

Sanger-Harris has a personal shopper in addition to a

wardrobe consultant available to working women through the

stores' Career Lifestyles program. This program and shopping

service cater directly to working women.

Personal Apparel Computer Evaluations
as a Personal Service

Personalized apparel computer evaluation forms are used

by many wardrobe consultants, color analysts, and personal

shoppers as a means of determining the characteristics, needs

and lifestyles of clients. Order blanks for the questionnaires

are available in many wardrobing books, fashion magazines and

store mailouts. This service, which analyzes customer infor-

mation, ranges in price from twenty-five to fifty dollars.

These programs help determine color and style best suited for

the applicant, give pointers on how to dress and make the

most of physical characteristics, while utilizing the present

wardrobe (11, p. 187). At the back of their books Cho (4,

p. 176) and Molloy (9, pp. 187-188) both offer coupons for the

purchase of individual wardrobe questionnaires.
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Fashion magazines and retail companies are joining

together to host fashion seminars where customers see demo-

strations and receive personalized wardrobe-building infor-

mation via a questionnaire and computer. Glamour-Pace and

J. C. Penney are nationally publicizing their events (7,

p. 148).

Brand Name and Designer Influences

In the last several years one of the major thrusts in

the fashion industry has been clothes and accessories featur-

ing designers' names or initials (11, p. 18). Across the

country, better quality, classic designer and brand name

clothing have become the big sellers. The increasing number

of working women has created a demand for classic clothing.

According to Summar (14, p. S2), retailers say that women

have reduced spending on dressy, designer apparel and increased

spending on functional, tailored clothing. The names Calvin

Klein, Anne Klein, Evan-Picone, and Liz Claiborne are the

most popular. Retailers also say that customers no longer

question paying for quality. With the current concern over

recessionary times, customers are willing to pay for quality

apparel (14, p. S24).

Many retail companies schedule personal appearances by

designers. According to Ondovcsik (13, pp. 13-14), stores

could not do this if it were not worth the expense and

aggravation. The sale of designer merchandise is lucrative
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enough for companies to repeatedly schedule personal

appearances. In the Dallas area, Neiman-Marcus is noted

for its designer presentations, as well as its "designer"

customers (13, p. 13). According to a Neiman-Marcus spokes-

man, the special showings and events cost large amounts of

money and therefore the company is careful to equate dollars

spent to merchandise sold. One can assume it is profitable.

Retail Establishments Influence
Shopping Habits

Research on women's attitudes toward shopping shows

correlation between attitude, occupation and type of stores

patronized. The Celanese Fibers Marketing Company's study

(3) of the working women's apparel market found that members

of different occupational groups have different attitudes

toward shopping. The women who are formal professionals,

such as accountants, lawyers and administrators in a highly

structured environment, the informal professionals, such as

teachers and medical personnel, and also the clericals in

positions not frequently visible to the public most frequently

shop department stores in the better to moderate range.

Retail Week (2) states that department stores are able to meet

the needs of a broad spectrum of women by offering wide

assortments and price ranges. The one-stop shopping available

in department stores appeals to many working women as a means

of making the most of limited shopping time.
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Forty-eight percent of the women studied by McCall (10,

p. 59) preferred the convenience of one-stop shopping offered

by department stores. The second most frequently shopped

stores were specialty stores; while, 18 percent either prefer-

red other types of outlets or sewed their own clothing.

Specialty stores in the moderate-to-better range were patronized

by formal professionals, informal professionals and marketing

oriented service workers (3). Celanese (3) reported that pro-

fessional groups preferred department store and specialty shops

and were loyal to those retailers who met their needs. The

front and back office clerical workers showed less store

loyalty and a strong preference for discount to moderate price

specialty stores.

Summary

Working women in America have become powerful both in

terms of numbers and in purchasing power. The involvement of

this market segment has had a profound effect on the fashion

industry. There have been new opportunities for the creative

and innovative who have specialized not only in carving a

new image for the career woman but in developing new ways of

attaining that stylized look.

New methods of merchandising, personal services and

wardrobing books have all become more important to this

growing segment of the American consumer population. All of

these factors influence women's selection of apparel to wear

to work.
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Though there is a difference of opinion among designers

and wardrobe consultants concerning the image desired by

the professional woman, various studies indicate that shoppers

from each age and work status see clothes as career invest-

ments.
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CHAPTER III

PROCEDURE

Chapter III reports on the selection of the sample,

development of the instrument and administration of the

instrument. Computer analysis was used to analyze the data.

Chi-square tests of significance were used to test the

hypotheses.

Selection of the Sample

The study included women who attended fashion and ward-

robe seminars. The seminars were sponsored by a national

specialty chain in the Dallas-Fort Worth metroplex. Seminars

were scheduled several months in advance by the fashion

consultant employed by the national specialty chain. Seminars

were free to those who attended and to those companies and

organizations which allowed the seminars to be presented to

their employees or members.

Data Collection Method

A questionnaire was used to gather data for the study.

The instrument was developed to obtain personal, non-personal

and job related data as well as information concerning

opinions toward personal consultant services relating to the

selection of work apparel. The demographic variables included

22
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the respondent's level of education achievement, age, marital

status and priority given to clothing expenditures. The job

related variables included the respondent's occupation, work

status, desire for advancement and company dress code. Ques-

tions dealing with books concerning color analysis and clothing

selection were used to obtain an understanding of this media

as an influence on clothing worn to work. Variables pertain-

ing to personal consultant services included desire for the

specialized services and willingness to pay for the services.

Specialized consultant services are offered by numerous

retail establishments and therefore the factors that influence

selection of apparel outlets need to be known. A copy of the

questionnaire may be found in Appendix A.

The questionnaire was validated for content by a panel

of five experts in the field of fashion.

A pilot study was conducted by administering the ques-

tionnaire to eight working women. Suggestions were made con-

cerning the questionnaire. Re-wording of some questions was

based on the comments of the panel of experts and the respon-

dents in the pilot study.

Administration of the Questionnaire

The questionnaire was administered to 115 women who

attended 3 fashion and wardrobe seminars during the month of

April, 1982. Confidentially of responses was assured. All

women attending the seminar received a questionnaire.
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Questionnaires completed by women who did not work were

eliminated from the study, resulting in a sample of 110.

Analysis of Data

Computer analysis was used to determine percentages, set

up frequency distributions, and test for levels of signifi-

cance. Frequency levels lend themselves to chi-square tests

of independence. The chi-square tests were computed to

determine the relationship between classifications of apparel

worn to work and (1) personal, (2) non-personal, and (3) job

related variables. Questions dealing with personal consultant

services, literature on color and clothing analysis, color

and clothing selection, and brand name and designer apparel

were analyzed by use of descriptive statistics. The .05 level

was used to determine significance in all chi-square tests

(1, p. 195).
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CHAPTER IV

RESULTS AND DISCUSSION

The purpose of this study was to investigate factors

which influence the selection of apparel worn to work by

women who attended fashion and wardrobe seminars in the

Dallas-Fort Worth metroplex. The seminars were sponsored by

a national specialty chain. The study also analyzed clothing

selection factors according to age, marital status, work

status and education.

Description of the Sample

Questionnaires were distributed to women who attended

three fashion and wardrobe seminars sponsored by a national

specialty chain during the month of April, 1982. Question-

naires were completed by 115 women. Five questionnaires were

discarded because the respondents were not employed. Three

were full-time homemakers and two were retired. The sample

for the study consisted of 110 working women in the Dallas-

Fort Worth metroplex.

Lage

Respondents were asked to indicate their age range. The

largest group of the respondents was in the twenty-one to

thirty age group, which included thirty-five, or 31.8 percent.

26
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The thirty-one to forty age group included thirty-four

respondents, or 30.9 percent. Ten (9.1 percent) were age

twenty and under and thirty-one (28.2 percent) of the

respondents were forty-one years of age and over.

Marital Status

A majority of the respondents, sixty-four (58.2 percent),

were married. Forty-six (41.8 percent) indicated that they

were single.

Education

Twenty-eight of the respondents (25.5 percent) gave high

school as the highest level of education completed. The

largest educational group consisted of respondents who had

completed junior college or technical training. This group

consisted of 38.2 percent of the respondents and represented

forty-two women. Twenty-nine (26.4 percent) held a bachelor's

degree, and eleven (10.0 percent) had completed a graduate

degree.

Work Status

Over one-half of the respondents were employed full-time,

representing sixty-one women (55.5 percent). Eleven women

(10.0 percent) worked regularly part-time while thirteen (11.8

percent) worked part-time irregularly. Twenty-four women

21.8 percent) did not fit in these two categories and the

"other" category was the only category to specify a two-fold
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work status for the women who fit into two of the categories.

Some of these women indicated that they wereworking and going

to school. Other respondents said that they considered them-

selves as both full-time homemakers and also work outside the

home.

Occupation

Respondents were asked to state their occupation.

Occupations were categorized according to the groupings used

by the Celanese Fibers Marketing Company in its study of

working women (1). The categories included (1) Formal Pro-

fessionals--accountants, lawyers, executives and administra-

tors in a highly structured environment, (2) Informal

Professionals--teachers, artists, computer technicians and

medical personnel, (3) Front Office Clericals--secretaries,

receptionists and bookkeepers who are highly visible to

clients, (4) Back Office Clericals--EDP operators, phone

operators and those who rarely meet the public, (5) Produc-

tion Supervisors--trade or craft supervisor over production,

(6) Highly Visible Service Workers--saleswomen of better

merchandise, stewardesses, and bank tellers, and (7) Other.

As seen in Table I, the front office clericals make up

the largest category. The second largest group is the formal

professionals, with twenty respondents (18.5 percent) included

in this group. Eighteen respondents (16.7 percent) acknowl-

edged themselves as informal professionals.
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TABLE I

OCCUPATIONAL CATEGORIES OF RESPONDENTS

Occupational Group Number Percent

Formal Professionals 20 18.5

Informal Professionals 18 16.7

Front Office Clericals 50 46.3

Back Office Clericals 6 5.6

Production Supervisors 2 1.9

Highly Visible Service
Workers

Other

Total

4

10

110

3.7

9.11
9.1F

100.0

Six respondents reported employment as back office clericals

and two women were production supervisors. Four of the

respondents were highly visible service workers. Eight women

checked the "other" category. Two failed to state their

occupation and could not be included in the categorization.

Attitude Toward Present Work

When asked about their attitudes toward present working

position, fifty-six of the respondents (50.9 percent) stated

a desire for advancement with their present position or else-

where. Twenty-nine of the women (26.4 percent) were currently
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satisfied; while, seventeen were dissatisfied with their

present positions. The latter group made up 15.5 percent of

the women surveyed.

Priority Given to Clothing
Expenditures

When asked how a $500 bonus presented by their employer

would affect their clothing expenditures, thirty-two of the

women (29.1 percent) agreed that they would spend the entire

bonus on clothing. The largest group of respondents stated

that they would spend only a small portion of the bonus on

clothing. This group consisted of fifty-six women and made

up 50.9 percent of the entire group. Only twenty-one felt

the bonus would have no effect on their clothing purchases.

Influence of Job Factors

Respondents were asked to check the job factors that had

some influence on the apparel worn to work. The six job

factors considered were company dress code, travel with job,

deal with public, job activities, dress of co-workers, and

dress of supervisors.

Dress Code

Fifty-five women indicated that the company's dress code

does influence their selection of apparel to wear to work.

An equal number, fifty-five women, were not influenced by a

company dress code. These respondents probably work for
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companies that do not have specified dress codes. Each of

the groups represented 50 percent of the respondents.

TABLE II

JOB FACTORS INFLUENCING SELECTION OF APPAREL

Influence No Influence
Factor

Number Percent Number Percent

Dress Code of Company 55 50.0 55 50.0

Deal with Public 53 48.2 57 51.8

Activities Required by Job 40 36.4 70 63.6

Dress of Co-Workers 32 29.1 78 70.9

Dress of Supervisors 20 18.2 90 81.8

Travel with Job 16 14.5 94 85.5

Travel

Travel is not an important consideration for a majority

of the respondents since ninety-four (85.5 percent) did not

identify travel with their job as being an important factor

in apparel selection. Sixteen women (14.5 percent) indicated

that travel did influence their apparel selection.

Deal with Public

The working women were asked if dealing with the public

influenced their apparel worn to work. Fifty-three of the

respondents (48.2 percent) believed that this influenced their
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selection while fifty-seven respondents (51.8 percent)

indicated that this was not a determining factor.

Job Activities

A majority of respondents (63.6 percent) did not believe

that activities required by their job influenced selection of

apparel for work. Forty women (36.4 percent) felt that

activities required by the job influenced their apparel

selection.

Dress of Co-Workers

Dress of co-workers influenced the selection of apparel

worn to work by thirty-two women (29.1 percent). Seventy-

eight women (70.9 percent) felt that the dress of co-workers

did not influence the apparel they selected to wear to work.

Dress of Supervisors

Ninety respondents (81.8 percent) felt that the dress of

supervisors had no influence on their selection of clothing to

wear to work. Twenty of the respondents indicated that dress

of supervisors influenced their selection of apparel to wear

to work while the majority of the respondents were not

influenced by this factor.

Merchandise Selection

The next section of the questionnaire sought information

on the selection of merchandise. Questions pertained to

classifications of merchandise and sizes frequently worn.
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Apparel Most Frequently Worn to Work

The respondents were asked to rank three major classifi-

cations of wearing apparel in order of frequency with which

they were worn to work. The apparel classifications were

suits, separates and dresses. Suits and separates received

the same rankings. Each was ranked first by forty-three of

the respondents (39.1 percent). Twenty-four women indicated

that they wore dresses more frequently than suits or separates.

Respondents were asked to indicate the frequency of

wearing pants to work. Twenty-three (20.9 percent) frequently

wore pants to work. Forty-three respondents (39.1 percent)

reported seldom wearing pants to work. One respondent left

this question unanswered.

Dress size worn by the subjects ranged from size three

to eighteen. The largest group of the respondents (23.6 per-

cent) most frequently wore size nine to ten; while size eleven

to twelve was worn by 19.1 percent. The fringe sizes were

worn by 27.3 percent of the respondents; 19.1 percent wore

smaller fringe sizes and 8.2 percent wore larger sizes. Five

respondents left the question blank. Refer to Table III for

a breakdown of sizes worn by respondents.

The respondents were asked if they bought the same size

jacket as skirt or pant when buying coordinates or separates.

Fifty-two of the respondents (47.3 percent) answered yes

while fifty-seven of the respondents (51.8 percent) did not
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purchase the same size top and bottom. One respondent did

not answer since she never wears separates.

TABLE III

SIZES MOST FREQUENTLY WORN BY RESPONDENTS

Size Number Percent

3-4 9 8.2

5-6 12 10.9

7-8 17 15.5

9-10 26 23.6

11-12 21 19.1

13-14 11 10.0

15-16 6 5.5

17-18 3 2.7

Other 5 4.5

Total 110 100.0

Retail Establishments and Brand
Name Selection

The next section of the questionnaire dealt with informa-

tion on the selection of the clothing outlet. One question

pertained to the brand name or designer influence on the

selection of apparel to wear to work.
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Selection of Retail Establishment for
Purchase of Apparel

The questionnaire listed twenty stores in the Dallas-

Fort Worth metroplex. Respondents were asked to check the

three stores where they most often purchased apparel to wear

to work. The six types of apparel retailers listed in the

questionnaire included department stores, specialty stores,

departmentalized specialty stores, off-price specialty stores,

discount stores, and national chain stores. Only one store,

Sanger-Harris, was checked by more than 50 percent of the

respondents. See Table IV. Casual Corner, a national

specialty chain store, was the second most frequently checked

store and was checked by 29.1 percent of the respondents.

TABLE IV

STORES IN WHICH APPAREL WAS OFTEN PURCHASED
TO WEAR TO WORK*

Store N % Store N %

Sanger-Harris 71 64.5 Lord & Taylor 11 10.0
Casual Corner 32 29.1 Sears 10 9.1
Joske's 21 19.1 Suzanne's 10 9.1
Dillard's 19 17.3 Loehmann's 9 8.2
Learner's 18 16.4 Montgomery Ward 9 8.2
Neiman-Marcus 15 13.6 The Carriage Shop 7 6.4
J. C. Penney 14 12.7 Patricia's 6 5.5
Margie's 14 12.7 Barbara Robertsons 5 4.5
The Limited 12 10.9 Lester Melnick 4 3.6
Margo's 12 10.9 St. Denise 3 2.7

*Each respondent was asked to check three stores where
she frequently purchased the majority of her wardrobe.
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Ten to 20 percent of the respondents had purchased apparel

at J. C. Penney, Joske's, Dillard's, Neiman-Marcus, Lerners,

The Limited, Margos, and Margies. Of this group, Margies was

the only off-price store.

Brand Name and Designer Apparel

The respondents were asked if they purchased brand name

or designer apparel when shopping for clothing to wear to work.

Fifteen of the respondents (13.6 percent) specified "yes,

always." Seventy-five of the respondents (68.2 percent)

specified "occasionally" and twenty (18.2 percent) specified

"no, never."

The Influence of Media

Questions were asked to determine the influence media

had on the selection of apparel the respondents wear to work.

Three questions were asked pertaining to media.

Fashion Knowledge from Media

Question fifteen dealt with the various types of media.

Respondents were asked which one source of media they depend

upon most for their fashion knowledge. Fashion magazines were

the number one answer with thirty-nine responses. See Table

V. Newspapers were most important to twenty-three of the

respondents, eighteen women selected television,and sixteen

women selected store-mailouts as the mediumdepended upon for

fashion knowledge. Only sixteen of the respondents considered
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books on specialized fashion areas to be the medium they

depended upon.

TABLE V

COMPARISON OF MEDIA TYPES FOR FASHION KNOWLEDGE

Media Type Number Percent

Fashion Magazines 39 35.5

Newspapers 23 20.9

Television 18 16.5

Store Mailouts 16 14.5

Books on Specialized Fashion Areas 10 9.1

Other 4 3.6

Total
110 100.0

Wardrobing and Consultation Books

Respondents were asked to check the book or book summaries

they had read dealing with wardrobe selection. Forty-eight

respondents checked John T. Molloy's, Women's Dress for Success.

This was the largest response and represented 43.6 percent of

the respondents. See Table VI. Twenty-two of the respondents

had read Color Me Beautiful by Carole Jackson; while, twenty of

the respondents had read Glamour's Success Book by Barbara

Coffey and Glamour Editors. The other books, not as widely

read by the respondents, were Looking Terrific by Emily Cho,
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The Well Dressed Woman by Patricia Drake Hemingway, and How

to Dress Well by Priscilla Hecht Grumet.

TABLE VI

WARDROBING AND CONSULTATION BOOKS READ
BY RESPONDENTS

Book Number Percent

Women's Dress for Success 48 43.6

Color Me Beautiful 22 20.0

Glamour's Success Book 20 18.2

The Well Dressed Woman 9 8.2

Looking Terrific 7 6.4

How to Dress Well 4 3.6

Extent of Influence from Publications

When asked the extent that wardrobe or fashion publica-

tions have influenced wardrobe selection, twenty-nine of the

respondents (26.4 percent) responded that publications greatly

influenced their selection of apparel to wear to work. The

majority of the respondents felt that publications influenced

their purchasing to a limited extent. This group consisted

of fifty-eight women (52.7 percent). Twenty-one of the respon-

dents (19.1 percent) felt that publications on wardrobing in

no way influenced their selection of apparel to wear to work.
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Personal Services

The final section of the questionnaire was set up to

determine respondents' desire for various consultant services

concerning the selection of apparel for work. Two questions

dealt with this topic. Number eighteen asked respondents to

check the personal consultant services they had actually used.

Question nineteen listed eight different services and asked

the respondents to check both the types of assistance they

would use if it were a free courtesy of the store and types

of assistance for which they would be willing to pay a fee of

$25.

Use of Personal Consultant Services

Personal color analysis had been used by the largest

group of respondents (14.5 percent). Fourteen of the respon-

dents (12.7 percent) had used a wardrobe consultation service.

The personal shopper service had been used by 4.5 percent of

the respondents while the personalized apparel computer

evaluations had been used by 3.6 percent of the respondents.

See Table VII.

The majority of the respondents (67.3 percent) had never

used any of these consultant services. Three respondents

(5.3 percent) had used two of the services and one respondent

(3.2 percent) had used three of the services.
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TABLE VII

TYPE OF CONSULTANT SERVICE USED
BY WORKING WOMEN

Service Type Number Percent

Personal Color Analysis 16 14.5

Wardrobe Consultation 14 12.7

Personal Shopper 5 4.5

Personalized Apparel Computer
Evaluation 4 3.6

Interest in Pursuing Consultant
Services

The respondents were asked which of the services they

were interested in using if provided free of charge and the

types of assistance for which they would be willing to pay a

fee of twenty-five dollars. See Table VIII.

Color analysis was of interest to fifty-eight respondents

when provided free of charge, and thirty-one respondents would

pay a fee. Twenty-one of the respondents had no interest in

color analysis. In-home personal wardrobe consultation

interested thirty-eight respondents as a free service, and

thirty-eight were willing to pay a fee. Thirty-four of the

respondents had no interest in this area. In-store personal

wardrobe consultation had the largest response to the no-fee

type service. Only eight respondents were willing to pay a
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consultation fee. Twenty were not interested in any wardrobe

consultation services provided by the retailer.

TABLE VIII

INTEREST AND WILLINGNESS TO PAY FOR
PERSONAL CONSULTANT SERVICES

No Fee $25. Fee No Interest
Consultant Service

N % N % N %

Color Analysis 58 52.7 31 28.2 21 19.1

In-Home Personal
Wardrobe Consultation 38 34.5 38 34.5 34 30.9

In-Store Personal
Wardrobe Consultation 82 74.5 8 7.3 20 18.2

Illusion Dressing 57 51.8 26 23.6 27 24.5

Make-Up Consultation 63 57.3 31 28.2 16 14.5

Personal Shopper 44 40.0 29 26.4 37 33.6

Personnel to Service
Needs in Fitting Room 81 73.6 2 1.8 27 24.5

Personalized Apparel
Computer Evaluations 48 43.6 26 23.6 36 32.7

Illusion dressing is a service to help individuals dress

to compliment their body shapes. Twenty-seven respondents

felt no need for this help;while twenty-six were willing to

pay the fee. Fifty-seven of the respondents were interested

as long as there was no fee obligation. Sixty-three of the

respondents were interested in free make-up consultations;

while thirty-one were interested enough to pay a fee. Sixteen
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respondents had no interest. A personal shopping service was

of interest to seventy-three of the respondents, and twenty-

nine of this group were interested enough to pay the fee.

The larger segment of this particular group was interested if

the services were free of charge. Fitting room services are

in-store services that were desired by eighty-one of the

respondents when no fee was required. Only two respondents

were willing to pay and twenty-seven were not interested.

Twenty-six of the respondents were willing to pay a fee for

the personalized computer evaluations. Forty-eight of the

respondents were not interested if this required the fee and

thirty-six were not interested in personalized computer

evaluations even when free.

Hypotheses

Hypothesis 1

The hypothesis states, "There is a relationship between

the classification of apparel to wear to work and the follow-

ing job related variables: type of occupation, work status,

desire for advancement, and company dress code."

Chi-square analysis revealed no significant relationship

between the classifications of apparel worn to work and the

job related variables of type of occupation, work status,

desire for advancement and company dress code.
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Hypothesis 2

The hypothesis states, "There is a relationship between

the classification of apparel worn to work and the following

demographic variables: age, marital status, priority given

to clothing purchases, and education."

Chi-square analysis revealed a significant relationship

between marital status and the classification of apparel worn

to work. As shown in Table IX, single participants put more

emphasis on separates; while 70.7 -percent of the married women

preferred suits and 55.8 percent preferred separates.

TABLE IX

COMPARISON OF MARITAL STATUS ACCORDING TO SELECTION
OF APPAREL CLASSIFICATIONS

Suits Separates Dresses
Marital

Status Number Percent Number Percent Number Percent

Single 13 29.3 19 44.2 15 62.5

Married 30 70.7 24 55.8 9 37.5

y2= 6.91, 2df p = 0.0316

No significant relationships were revealed between the

classification of apparel worn to work and the three variables

of age, priority given to clothing purchases, or education.

Respondents in the twenty-one to thirty and thirty-one to

forty age groups more frequently selected suits or separates
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than dresses. Similar numbers, forty-three and forty-one,

of the total respondents selected the separates and suit

classifications respectively.

Hypothesis 3

The hypothesis states, "There is a relationship in the

classification of apparel selected for work and (1) the need

for a fringe size and (b) body proportions that do not conform

to one standard size."

Chi-square analysis revealed no significant relationship

between the classification of apparel worn to work and the

personal variables of (1) need for a fringe size and (2) con-

sistency of body proportions. The largest number of respon-

dents wore size 9-10 and preferred suits to dresses or

separates. Although the difference was very small, separates

were preferred most by respondents wearing sizes 3-4, 5-6,

7-8, 11-12, and 13-14.

Hypothesis 4

Hypothesis 4 states, "There is a relationship between the

working woman's interest in 'no fee' services or willingness

to pay for the services according to the type of service and

the following variables: type of occupation, work status,

desire for advancement, available money, need for fringe size,

and body proportions that do not conform to one standard size."

The following types of consultant services were analyzed:

(1) color analysis, (2) in-home personal wardrobe consultation,
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(3) in-store personal wardrobe consultation, (4) illusion

dressing, (5) make-up consultation, (6) personal shopper,

(7) personnel to service needs in the fitting room, and (8)

personalized computer evaluations.

A significant relationship was found between interest in

in-home personal consultant services and the occupation groups.

Fifty percent of those interested in in-home personal wardrobe

consultation as a free service were front office clericals.

See Table X.

TABLE X

INTEREST IN NO FEE AND WILLINGNESS TO PAY FOR IN-HOME
WARDROBE CONSULTATION ACCORDING TO OCCUPATIONAL

TYPES

No Fee $25. Fee
Occupational Group

Number Percent Number Percent

Formal Professionals 7 18.2 10 26.3

Informal Professionals 2 5.3 13 34.2

Front Office Clericals 19 50.0 11 28.9

Back Office Clericals 2 5.3 2 5.3

Production Supervisors 1 2.6 0 0.0

Highly Visible Service
Workers 2 5.3 0 0.0

Other 5 13.2 2 5.3

Total 38 . . . 38 . .

p =0.0201X2=15.02, 6df
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Thirteen of the fifteen informal professionals who were

interested in this service were willing to pay for this

service. Over half of the formal professionals interested

in the service were also willing to pay for an in-home

wardrobe consultation.

Based on chi-square analysis, there were significant

relationships between occupational groups and the desire for

personnel to service the fitting room. Eighty-one respondents

(79.6 percent) were interested in this service but only two

(2.4 percent) were willing to pay the fee. The two respon-

dents came from two different occupational groups; one was an

informal professional and the other classified herself as

production supervisor. Although the data are reliable, since

only two respondents were willing to pay for the service,

little can be inferred from low frequency cells in chi-square

testing. See Table XI.

Chi-square analysis revealed a significant relationship

between work status and interest in having personnel service

the fitting room. Although the data are reliable, since

only two respondents were willing to pay the $25 fee, little

can be inferred from low frequency cells in chi-square testing.

As seen in Table XII, only two respondents were willing to pay

a fee for service in the fitting room. Eighty-one of the respon-

dents were interested in the fitting room service when pro-

vided free of charge.
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TABLE XI

INTEREST IN PERSONNEL TO SERVICE FITTING ROOM
NEEDS ACCORDING TO OCCUPATIONAL TYPE

No Fee $25. Fee
Occupational Type

Number Percent Number Percent

Formal Professionals 18 22.2 0 0.0

Informal Professionals 15 18.5 1 50.0

Front Office Clericals 34 42.0 0 0.0

Back Office Clericals 4 4.9 0 0.0

Production Supervisors 1 1.2 1 50.0

Highly Visible Service
Workers 3 3.7 0 0.0

Other 6 7.4 0 0.0

Total 8Toal81 . . . 2 ...

X2 = 21.87, 6df p = 0.0013

TABLE XII

INTEREST IN FEE AND NO FEE FOR PERSONNEL TO SERVICE
FITTING ROOM NEEDS AND WORK STATUS

No Fee $25. Fee

Work Status
Number Percent Number Percent

Full-Time 52 64.2 0 0.0

Regular Part-Time 9 11.1 0 0.0

Irregular Part-Time 9 11.1 0 0.0

Other 11 8.6 2 50.0

X2 = 11.036, 3df p 01154



43

There were three statistically significant relationships

involving two different types of variables. Two of these

relationships dealt with personnel to service the fitting

rooms. Although statistically significant, only two respon-

dents were interested in paying the fee for personnel to

service their fitting room needs.

There were no significant relationships between other

personal consultant services and types of occupation, work

status, desire for advancement, available money, need for

fringe sizes, and body proportions that do not conform to

one standard size. Of the eight types of consultant services

analyzed, no significant relationships existed between the

variables and interest in "no fee" and willingness to pay for

six of the consultant services. The six categories were

color analysis, in-store personal wardrobe consultation,

illusion dressing, make-up consultation, personal shopper,

personnel to service needs in the fitting room and personalized

computer evaluations.

A majority (75 percent) of the respondents were interested

in color analysis as a consultant service. Sixty-five percent

of the interested women wanted this as a "free" service.

Sixty-two percent of the women who were willing to pay the

$25 fee for color analysis desired advancement with their

jobs.

The largest segment (56 percent) of the respondents

worked full-time. This group contained a larger percentage
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of women willing to pay the fee for the in-home wardrobing

service. Thirty-five of the respondents said they would

spend only a small portion of a cash bonus given by their

company, and twenty of these thirty-five respondents were

willing to pay for in-home personal consultation services.

Few of the respondents would consider paying the $25

fee for in-store personal wardrobe consultation. Several of

the respondents commented that in-store wardrobing assistance

was a courtesy of the stores and should be provided at the

expense of the stores, not the customers.

Fifty-seven of the respondents reported that the

coordinates and separates purchased included a different size

jacket than skirt or pant. Forty-four of these women were

interested in help with illusion dressing and thirteen of

these respondents were willing to pay the fee.

Ninety-four of the respondents were interested in make-

up consultations; however, the majority of the interested

respondents were interested in free consultations. For every

two women (67 percent) who wanted free consultation there was

another woman (33 percent) who was willing to pay the fee for

the make-up consultation.

Of the seventy-three respondents interested in a personal

shopper as a consultant service, forty-eight (66.7 percent)

were full-time working women. Twenty-nine respondents indicated

they would pay the $25 fee for a personal shopper.



50

The concept of personalized apparel computer evaluations

was of interest to seventy-four respondents. Almost twice as

many respondents were interested in free personalized apparel

computer evaluations as were willing to pay for the service.

The two most frequently desired "no fee" services were

in-store personal wardrobe consultation and personnel to

service the fitting room.

Slightly over one-third of the total respondents were

willing to pay the $25 fee for an in-home personal wardrobe

consultation. A similar proportion was interested in this

service if free. Slightly over one-fourth of the respondents

were willing to pay a fee for color analysis, make-up con-

sultation and a personal shopper.

Approximately a third of the respondents expressed no

interest in a personal shopper and in personalized apparel

computer evaluations.
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CHAPTER V

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS

This study investigated factors influencing the selection

of apparel worn to work by women who attended fashion and

wardrobe seminars in the Dallas and Fort Worth metroplex

sponsored by a national specialty chain. Clothing selection

factors were analyzed according to age, marital status, work

status, and education.

A questionnaire was designed to gather information con-

cerning personal, non-personal, and job related data as well

as information concerning interest in personal consultant

services relating to the selection of work apparel. The con-

venience sample consisted of 110 working women in the Dallas

and Fort Worth metroplex.

Data were analyzed by computer to determine percentages,

and set up frequency distributions. Chi-square tests of

independence were used to determine relationships between

classifications of apparel worn to work and (1) personal, (2)

non-personal, and (3) job related variables. The relationships

between the working women's interest in "no fee" and willing-

ness to pay for personal consultant services were also tested.

The .05 level was used to determine significance in all chi-

square tests.
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The respondents were categorized into age groups. The

largest percentage of the respondents (31.8 percent) was

between the ages of twenty-one and thirty. Thirty-one per-

cent were between thirty-one and forty years of age, and

28 percent were forty-one and over. Nine percent of the

respondents were in the twenty and under age group.

The majority of the respondents (58.2 percent) were

married while 41.8 percent were single.

High school was the highest level of education completed

by 25.5 percent of the respondents. The majority (38.2 per-

cent) had completed junior college or technical training. A

bachelor's degree was held by 26.4 percent and 10.0 percent

held a graduate degree.

The largest percentage of the respondents (55.5 percent)

had full-time work status. Ten percent worked regularly

part-time while 12 percent worked part-time irregularly.

Respondents were categorized by occupation into seven

categories. Forty-six percent of the respondents were front

office clericals, 19 percent were formal professionals, and

17 percent of the respondents were informal professionals.

Fifty-one percent of the respondents stated a desire for

advancement with their present position or elsewhere. Twenty-

six percent of the respondents were currently satisfied with

their present positions.

Twenty-nine percent of the respondents would spend an

entire $500 bonus on clothing. The majority of the
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respondents (51 percent) would only spend a small portion;

while, 20 percent felt the bonus would have no effect on

clothing purchases.

Fifty percent believed that the company dress code

affected their selection of apparel to wear to work. Eighty-

six percent indicated that travel with the job had no

influence on clothing worn to work. Forty-eight percent

indicated that dealing with the public influenced their cloth-

ing selection. The majority of the respondents indicated that

their clothing selection was not influenced by activities

required by the job, dress of co-workers, and dress of super-

visors.

When ranking classifications of apparel frequently worn

to work, both suits and separates were selected as "most

frequently" worn by 39 percent of the respondents. Twenty-

two percent of the respondents "most frequently" wore dresses.

Married women preferred suits, while single participants

preferred separates.

Pants were worn to work by 60 percent of the respondents;

however, only 21 percent frequently wore pants to work.

The majority of the respondents (68.2 percent) wore sizes

considered average (sizes seven to twelve). Fringe sizes were

worn by 27.3 percent and 4.5 percent of the respondents did

not state their size.

The department store was the type of outlet where the

respondents most frequently purchased apparel to wear to work
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and Sanger-Harris was the number one choice. The specialty

shops were selected by a large percentage followed by off-

price specialty, national chains, and departmentalized

specialty stores.

Brand name and designer apparel were "occasionally"

purchased by 68 percent of the respondents. Eighteen percent

specified "never" and 14 percent specified "always."

Fashion magazines were the most preferred medium for

obtaining fashion knowledge. This medium was followed by

newspapers, television, store mailouts, and books on special-

ized fashion areas. One-fourth of the respondents indicated

that publications greatly influenced their selection of

apparel to wear to work.

Forty-four percent of the respondents had read or read

summaries of John T. Molloy's Women's Dress for Success.

Twenty percent had read Color Me Beautiful by Carole Jackson,

and 18 percent had read Glamour's Success Book by Barbara

Coffey and Glamour editors.

Very few of the respondents had taken advantage of

personal consultant services although they were interested in

such services. At least 75 percent of the respondents were

interested in make-up consultations, in-store personal ward-

robe consultation, color analysis, illusion dressing and

personnel to service needs in the fitting room. The most

asked-for services, when free of charge, were in-store personal

wardrobe consultation and personnel to service needs in the
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fitting room. The least interest was shown in personal

shoppers (34 percent). A significant relationship was found

between occupational categories and the interest in "no fee"

and willingness to pay for in-home personal wardrobe consulta-

tion services. Over one-half of the formal and informal pro-

fessionals were willing to pay for this service.

Conclusions

The following conclusions are based on the data obtained

from this study of working women in the Dallas-Fort Worth

metroplex. The conclusions are limited to the specified

research population and are not intended to describe any

other population.

Most working women are influenced by some personal, non-

personal and job related variables when selecting apparel to

wear to work. Working women are influenced by these variables

when determining classifications of apparel to wear to work.

The majority of women prefer to wear separates and suits to

work and have little interest in pants or dresses as career

apparel. When purchasing coordinates and separates, women

often purchase a different size jacket than skirt or pant.

Women refer to fashion magazines as the most important

source of information for wardrobing knowledge. Several

books influence women's selection of apparel to wear to

work. Of the wardrobing and consultation books, Women's

Dress for Success, by John T. Molloy, was the most popular.
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Although an increasing number of stores in the Dallas-

Fort Worth metroplex provide personal consultant services to

aid working women, this study showed that only a few women

have actually used the services. Women showed a great

interest in consultant services and some were willing to pay

for the services rendered. Most women are interested in

stores supplying their patrons with trained in-store personal

wardrobe consultants and personnel to service fitting rooms.

Recommendations to Retailers

Based upon this research, the following recommendations

are made.

1. Since women are interested in wardrobe and consultant

services, retailers should make their services known to the

public in order to enlarge their clientele.

2. Retailers serving working women should give serious

consideration to providing personnel to service the fitting

room.

3. Retailers serving working women should give serious

consideration to providing in-store wardrobe consultation.

Recommendations for Further Study

Based upon this research, the following recommendations

are made.

1. Repetition of the study using other populations

would be helpful to generalize factors which influence the

selection of apparel worn by working women.
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2. Repetition of the study using a larger sample would

be helpful in establishing significant relationships.

3. A study could be conducted to compare factors

influencing the selection of apparel worn for work and non-

work.

4. Further research should be done to compare various

wardrobe and consultant services offered by retailers.



APPENDIX

Questionnaire

Please answer the following questions as accurately as you
can. Put the number that corresponds with your answer in the
space provided at the left. All answers will be confidential.

1. Age group? (1)

(1) 20 and under
(2) 21-30 years of age
(3) 31-40 years of age
(4) 41 and over

2. Marital status? (2)

(1) single
(2) married

3. What is the highest level of education completed? (3)

(1) high school
(2) junior college or technical training
(3) bachelor's degree
(4) graduate degree

4. Work status? (4)

(1) working full-time
(2) working regularly part-time
(3) working part-time (irregularly)
(4) full-time homemaker
(5) other

5. Which of the following categories best specifies your
type of occupation? (5)

(1) Formal Professional: accountants, lawyers,
executives and administrators in a highly
structured environment.

(2) Informal Professional: teachers, artists,
computer technicians and medical personnel.

(3) Front Office Clerical: secretaries, receptionists
and bookkeepers who are highly visible to clients.

59
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(4) Back Office Clerical: EDP operators, phone
operators and those who rarely meet the public.

(5) Production Supervisor: trade or craft super-
visor over production.

(6) Highly Visible Service Worker: saleswomen of
better merchandise, stewardesses and bank tellers.

(7) Other (specify)__

6. Which of the following best describes your attitude
toward your present work? (6)

(1) desire advancement (present position or elsewhere)
(2) currently satisfied
(3) dissatisfied with present position

7. If your company were to give you a $500 bonus, how
would this affect your clothing expenditures? (7)

(1) spend almost all on clothing
(2) spend a small portion on clothing
(3) would not affect clothing purchases

8. Please check the job factors that influence your
selection of apparel for work: (8-13)

dress code of company
travel with job
deal with the public
activities required by the job
dress of co-workers
dress of supervisors

9. Please rank the following items in order of
frequency with which they are worn to work.
Rank from 1 to 3, with 1 being the most
important and 3 being the least important: (14-16)

suits
separates

dresses

10. Do you wear pants to work? (17)

(1) frequently
(2) seldom
(3) never

11. What size do you most frequently wear? (18)

(1) 3-4 (4) 9-10 (7) 15-16
(2) 5-6 (5) 11-12 (8) 17-18
(3) 7-8 (6) 13-14 (9) other (specify)
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12. If you buy coordinates and separates, do you
usually buy the same size jacket as skirt or
pant? (19)

(1) yes
(2) no

13. Please put a check by the three stores where you
have frequently purchased the majority of your
apparel to wear to work. (20-39)

Suzanne's The Limited
J. C. Penney Dillard's
Lerner's Margo's

Loehmann's Lord and Taylor
Casual Corner Carriage Shop
Patricia's Sanger Harris
Montgomery Ward Neiman Marcus
Joske's St. Denise
Barbara Robertson Lester Melnick
Sears Margie's

14. When shopping for apparel to wear to work, do
you purchase brand name or designer apparel,
such as Anne Klein, Tahari, Prophecy, Calvin
Klein, Jones New York, Liz Claiborne . . . ? (40)

(1) yes, always
(2) occasionally
(3) no, never

15. Please put a check by the one source of media
you most depend on for your fashion knowledge. (41)

television
store mail-outs
newspapers
fashion magazines
books on specialized fashion areas
other (specify)

16. Check the wardrobing and consultation books you
have read or read summaries of: (42-47)

Women's Dress for Success, by John T. Molloy
Color Me Beautiful, by Carole Jackson
Looking Terrific, by Emily Cho
The Well Dressed Woman, by Patricia Drake Hemingway
How to Dress Well, by Priscilla Hecht Grumet
Glamour's Success Book, by Barbara Coffey and

Glamour Editors
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17. To what extent have publications on wardrobe
selection influenced your selection of work
apparel? (48)

(1) great extent
(2) limited extent
(3) not at all

18. Please check the personal consultant services
that you have actually used: (49-52)

personal shopper (professional who actually
shops for you)

personal color analysis
wardrobe consultation
personalized apparel computer evaluation

19. In the column labeled "no fee" please check the
type of assistance you would be interested in
seeking if it were a free courtesy of the store.
In the column labeled "fee" check the type of
assistance for which you would be willing to
pay a fee of $25. (53-60)

"no fee" "fee" Consultant Services

color analysis
in-home personal wardrobe consultation
in-store personal wardrobe consultation
illusion dressing (dressing to benefit

your proportions)
make-up consultation
personal shopper
personnel to service needs in the

fitting room
personalized apparel computer evaluations
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