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This study is an assessment of preferences and the per-

ceived satisfaction of clothing for a group of large-sized

women shopping in the Dallas metropolitan area. Demographic

information was gathered from the respondents to compare the

relationship between the clothing preferences and the demographic

variables.

The participants in this study were sixty large-sized

women who shopped in two large-sized specialty stores in

Dallas, Texas. The data were collected by use of a personal

interview instrument developed by the researcher.

This study concludes that large-sized women perceived

the selection of large-sized clothing ranging from good to

fair with variation in their satisfaction of style, price,

fabric, and availability. Large-sized women prefer the

following style features: the A-line skirt, the V-neckline,

the A-line dress, the bishop sleeve, the solid fabric design,

and the color green.
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CHAPTER I

INTRODUCTION

In 1979, twenty-five million women in the United States

wore clothing size 16 or larger, and 8.5 million wore size 22

or larger. Large-sized women comprise 30 per cent of the

adult female population and spend approximately five billion

dollars annually on apparel (5).

Fashion is a relatively new concept for large-sized women's

apparel. A review of the literature has revealed that little

information has been gathered about the large-sized apparel

market. Recently this topic has become of interest to

researchers in fashion merchandising and designing. Current

fashion publications have begun to show more innovative large-

sized fashions. Big Beautiful Women, one of the first women's

fashion magazine especially directed to the large-sized woman,

features fashions and articles for the larger woman.

Many retail trade publications have begun to promote and

market large-sized apparel. Availability of large-sized fashion

apparel has increased dramatically since 1974 (2) which has

led many large-sized consumers to experiment with new styles

of clothing. The fashion apparel industry has recognized the

large-sized woman as an important consumer of fashion apparel.

Around 600 manufacturers of large-sized clothing are now pro-

ducing high fashion apparel (7, p. 21). Past production
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figures show that the large-sized market is profitable.

Since 1974, the annual sales increase for large sizes has

been 15-25 per cent (8).

Significance of Study

Clothes are used as a symbolic, nonverbal communicator

of personal identity (4, p. 138). The individual's choice of

clothing demonstrates self-concept and personality. Body

type is a relatively fixed aspect of the self and exerts a

significant influence in the development of the self-concept

(3, p. 144). At present, investigations to explore the large-

sized women's psychological and social-psychological effects

of dress are limited. Consumer behavior in the acceptance

and reflection of clothing styles by the large-sized woman

needs to be investigated. Currently limited data are avail-

able on clothing preferences for large-sized women.

Research of clothing preferences of large-sized women is

of importance to apparel manufacturers, retailers, market

educators, designers, and home economists. Research is

needed to identify the trends in consumer behavior with regard

to clothing preferences and consumer demand for fashionable

clothing.

Statement of the Problem

This study is an assessment of preferences and the per-

ceived satisfaction of clothing for a group of large-sized

women shopping in the Dallas metropolitan area.
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Purposes of the Study

The purposes of this study were as follows:

1. To gather demographic information from large-sized

women shopping in the Dallas metropolitan area on the variables

of age, educational background, occupation, employment status,

and family income;

2. To investigate the perceived satisfaction with

clothing selection, clothing price, fabric, style features,

and availability of fashion among a group of large-sized

women shopping in the Dallas metropolitan area;

3. To investigate garment fit and the alterations

needed in ready-to-wear clothing among a group of women who

wear large-sized clothing in the Dallas metropolitan area;

4. To investigate the perceived satisfaction with altered

garments among a group of women who wear large-sized clothing

in the Dallas metropolitan area;

5. To investigate the clothing preferences of large-

sized women shopping in the Dallas metropolitan area with

regard to style feature, fabric design, color, and care main-

tenance; and

6. To compare the relationships between clothing

preferences and the demographic variables of age, educational

background, occupation, employment status, and family income.

Research Questions

This study was conducted to answer the following research

questions.
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1. What are the similarities in demographic information

in a group of large-sized women shopping in the Dallas metro-

politan area with regard to the variables of age, educational

background, occupation, employment status, and family income?

2. What are the similarities in perceived satisfaction

with clothing selection, clothing price, fabric, style

features, and availability of fashion among a group of large-

sized women shopping in the Dallas metropolitan area?

3. What are the similarities with garment fit and alter-

ations needed for ready-to-wear clothing among a group of

large-sized women shopping in the Dallas metropolitan area?

4. What are the similarities in satisfaction with

altered garments among a group of large-sized women shopping

in the Dallas metropolitan area?

5. What are the similarities in clothing preferences

among a group of large-sized women shopping in the Dallas

metropolitan area with regard to style features, fabric

design, color, and care maintenance?

6. What is the relationship between large-sized clothing

preferences and the demographic variables of age, educational

background, occupation, employment status, and family income?

Limitations

The results of the study were limited by the data

received from the respondents. The responses given reflected

individual interpretation of questions featured in the inter-

view instrument. The respondents were limited to those who

volunteered to participate.
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Delimitations

The participants in this study were adult women who

shopped during the time in which the data were gathered.

Individuals in the sample surveyed wore size 16 or larger

and shopped in two large-sized specialty stores in the Dallas

metropolitan area. The interview instrument was used to

survey dress style features only.

Definition of Terms

For the purpose of this study, the following definitions

are applicable.

1. Alterations are changes or modifications made on a

garment to obtain a correct fit of that garment.

2. Large-sized women are women who wear misses' dress

sizes 16 to 20, half sizes 14} to 241, and women's sizes

38 to 50.

3. Half-sizes are women's garments cut for a fully

developed figure (short-waisted in back, waist and hips full,

height about 5'2" to 5'3"). These sizes are usually num-

bered 10} to 241 (1, p. 263).

4. Misses' sizes are for well-proportioned and developed

figures that are 5'5" to 6'0" in height. These sizes are

numbered from 6 to 20 (6, p. 60).

5. Perceived satisfaction is a woman's mental awareness

and contentment towards the availability of clothing.
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6. Specialty store is a retail establishment that

carries merchandise within limited categories, such as

women's apparel.

7. Women's sizes refer to garments made for the adult

figure that is heavier than the misses' size. They are

usually numbered from 38 to 50 and correspond to even-numbered

bust sizes ranging from 42 inches to 54 inches (1, p. 538).
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CHAPTER II

REVIEW OF LITERATURE

Since 1978, the availability of literature on large-

sized apparel has increased. Articles in trade publications

have been directed to the retailer and manufacturer regarding

this consumer. A computer search of the Educational Resources

Information Center, Dissertation Index, World Textile Index,

and Reader's Guide to Periodical Literature listed little

information written on the subject. The sources utilized in

this study were gathered from government documents, retail

and manufacturer's reports, and trade periodicals.

History of the Large-sized Figure

What is considered beautiful in body proportions varies

from culture to culture, within a culture, and over time

(7, p. 367). In ancient times, cultures perceived the large

proportional figure as the perfect shape. The massive arms,

big hips, and muscular legs were illustrated in the art work

of ancient Greece. During the seventeenth century, the

Ruben brothers painted women who were very robust. The

models for the Rubens had a minimum weight of 200 pounds.

Many of the famous European sculptors and painters (e.g.,

Goya, Lachaise, Renoir) portrayed the beauty of big women

in their art forms (14, pp. 20-28).

8
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As time progressed, the ideal female figure became

slimmer. Until the first half of the nineteenth century,

fashion designers discarded the flowing vertical silhouette

of the French Empire in favor of billowing skirts, huge

puffed sleeves, and gowns overembellished with flounces and

gathered ruffles (2, p. 182). At this time the American

female ideal was the Gibson Girl or the large buxom woman.

In the 1920s, women's dresses were styled with a

slim, shapeless, boyish silhouette. The couturier Dior

introduced the "New Look" in dresses in 1947 (2, p. 257).

The dress silhouette had narrow shoulders, small waists,

and lowered hemlines. Dresses with long skirts and tight

waists were popular until 1953. Then a renewed interest in

the straight-line silhouette of the 1920s was in fashion.

Simple, straight-line dresses continued to dominate women's

fashion into the 1960s (2, p. 257). Skirts became shorter,

with the hemlines reaching up to the mid-thigh.

In 1965, the British high fashion model Twiggy made the

boyish silhouette the fashion shape. Today, the slim figure

is the predominant fashionable silhouette. The fashion

industry has promoted misses size 8 as the ideal model size.

Demographic Background

The woman who wears a size 16 or over is considered the

large-sized customer. Twenty-five million American women

wear sizes 16 or larger, and 8 million wear a size 22 or
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larger (1, 5, 11, 13). These women comprise 30 per cent of

the adult female population. The United States Department

of Health, Education, and Welfare (3) reported in 1976 that

American women in most all age and height groups weighed more,

relatively, than they did fifteen years earlier. The weight

gains reported for these women were up to fourteen pounds,

depending on the ages and heights of the women.

The Health and Nutrition Examination Survey of 1971-1974

studied the height and weight of adults in the civilian non-

institutionalized population in the United States. The sur-

vey, conducted from 1971 to 1974, showed that the proportion

of white females in ages eighteen through forty-four years

and having body weights above 140 and 150 pounds was greater

in 1971-1974 than in the Health Examination Survey in 1960-

1962. There was a greater percentage of women at ages eighteen

to forty-four who weighed 170 pounds or more. The weight of

170 pounds was used as a determination or definition of obesity,

regardless of height. The data from the Department of Health,

Education, and Welfare reported a larger number of obese

women during 1971-1974 than in 1960-1962 (4, p. 8).

An article published in Retail Week noted the average

weight for women has increased during the past ten years. The

greatest increase occurred between 1962 and 1974. The

eighteen to twenty-four year-old group had gained an average

of five pounds each since 1960 to 1962, and both the twenty-

five to thirty-four year-old and thirty-five to forty-four
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year-old groups gained an average of six pounds each. In

1974, women were reaching their average maximum weight of

149 pounds beginning at age forty-five, versus age fifty-

five in the 1960-1962 study (16, p. 35).

Social Economic Profile of Large-sized Women

In 1979, Big Beautiful Women received 12,000 completed

questionnaires from its circulation of approximately 300,000

and found that the majority of the women were gainfully

employed. Nineteen per cent were secretaries or clerks.

More than 75 per cent earned $10,000 or more annually, and

30 per cent earned between $20,000 and $35,000. Thirty per

cent of the respondents were college graduates, and that

same proportion held executive and managerial positions (18).

Social and Psychological Needs of
Large-sized Women

Retailers recognize that the large-sized consumer has

been unhappy with apparel offered by most large-sized stores

until recently (5, 8, 20, 21). Since the fashion magazine

Big Beautiful Women began promoting large-sizes, a greater

assortment of large-sized apparel has been advertised by

manufacturers. The philosophy behind the publication of Big

Beautiful Women has been that a woman does not have to be

thin to be beautiful.

The magazine Big Beautiful Women has become the Vogue

of the large-sized market. Shaw has viewed the publication

as a total concept magazine. Dress size is a crucial part of
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the female body image. Horn explained that a negative self-

image results when women want to conform to peers but are

not able to achieve the societal ideal. If thin is "in" and

society devalues obesity, those who are overweight may develop

negative images of their bodies (7, p. 141). Fisher (7,

p. 142) also is interested in body satisfaction and stated

that in American culture, slimness is desirable. In other

cultures, such as the oriental culture, femininity is asso-

ciated with smallness in all body areas except the breast.

According to Shaw, the editor of Big Beautiful Women, one

does not have to be thin or small to be a valuable and well-

dressed person (12, 20, 22).

Merchandising to Large-sized Women

The fashion merchandising director of a large-sized

specialty store observed that a specialty store is the best

place for a large woman to shop. This type of store offers

in one location a full selection of clothing for all occasions.

Services and features of a large-sized specialty store make

shopping for apparel easier for the large-sized woman.

According to Thomas (10, pp. 93-94), the prosperous large-

sized specialty store should have convenient parking, a

wide selection of merchandise, and salespeople that are

knowledgeable with regard to preferences of large women.

The retailers' magazine Stores (1, p. 17) stated that the

large woman would prefer to carry a department store shopping
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bag than one coming from a large-sized specialty store (the

large-sized customer is sensitive about her size and does not

want to call attention to it). The manufacturer Koret of

California (6, pp. 2-4) has developed a list to aid in the

selling of large-sized apparel.

1. Keep a large-sized conversion chart as a reference

tool as an aid to determine size.

2. Coordinate the silhouettes and accessories in the

store for convenience.

3. Use full-figure mannequins and in-store displays to

promote the large-sized image.

4. Hire large-sized saleswomen to service the customer.

5. Keep a guest book with the customer's name, address,

telephone, and size information. This is useful for customer

mailing lists for future store promotions.

Silhouettes and Style Preferences
of Large-sized Women

By careful selection, clothing can be used to call

attention to desirable features or to cover physical defects.

Carefully selected clothing can be used to expose, conceal,

enhance, or emphasize parts of the body in order to help a

woman create a more desirable visual image (7, p. 142).

Fashion magazines and pattern companies have published guide-

lines for the large-sized figure to minimize the large frame.

One technique would be to subdivide the figure into smaller

areas. Dress lines can lead the eye along pathways that
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travel in the desired direction and away from the problem

areas (7, p. 388).

The Simplicity Pattern Company has suggested various

silhouettes to flatter the large figure (15, p. 8). Dress

styles that enhance the heavy figure include uncluttered

silhouettes with emphasis on vertical lines; narrow belted

waistlines; empire dresses; and smocks, tents, and caftans.

According to McJimsey (10), a large woman should choose

unbroken silhouettes with straight or slightly flared full-

ness, single-breasted styles with vertical emphasis, gored

or princess style skirts, and soft tailored styles with

flattering necklines.

The Simplicity Pattern Company (15, p. 9) specified the

following design features for large figures: small prints,

plaids, and stripes in muted colors; cool colors in medium-

to-dark tones; or solid-color schemes for blouses and skirts.

McJimsey (10) cited that "one-color ensembles" with neck

emphasis or plain fabrics with sufficient body to hang well

without adding bulk are the most flattering for the large-

sized body type.

In a study of clothing needs of women who wear half-

sizes, Mason (9, p. 40) reported that dress silhouettes and

sleeve styles were the first considerations when buying a

dress. The V-neckline was found to be preferred because

the women believed it to be more becoming to a heavy, short

neck. In Meriwether's (11) study, the most preferred neckline
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was the V-neck, and the least preferred was the square neck-

line. These studies agree with other authorities (10, 15)

that scoop necks or U-neck tops are the most flattering

styles for a short neck. The best camouflage for heavy arms

approved by McJimsey (10, p. 213) are full-length or three-

quarter sleeves, ample armholes, and comfortable sleeves.

McJimsey recommends that sleeveless styles, wide cuffs, and

tight-fitting sleeves should be avoided by large women.

According to a study by Meriwether (11), the least favored

sleeve length was the sleeveless, and most popular length

was the long sleeve with a cuff or band.
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CHAPTER III

PROCEDURE AND METHODOLOGY

Sample Selection

The participants in this study were sixty women who

shopped in two specialty stores (Toy Wynn and My Lady) that

sold large-sized clothing in Dallas, Texas. The two stores

were privately owned stores located in neighborhood shopping

centers. The stores were similar in merchandise and ser-

vices offered.

The participants in this study were chosen by quota

sampling. Quota sampling involves no special criteria for

selection of sample elements except availability and the

fact that the respondents were components of the identified

population (2, p. 58). The sample group was composed of

women who wore a dress size 16 or over and who shopped in

the selected stores between the dates of January 27 and

February 25, 1982.

Thirty large-sized women were interviewed at Toy Wynn,

and thirty at My Lady. The customers were interviewed by

the researcher, and each interview was approximately fifteen

minutes in length. Six customers chose not to participate

in the study.

18
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Data Collection Method

The data were collected by use of a personal interview

instrument developed by the researcher (see Appendix). The

questions were used to investigate dress style features,

fabric design, color, clothing care preferences, satisfaction

with garment fit, and large-sized clothing availability in

Dallas, Texas.

Compton and Hall (1, p. 241) state that an interview

provides more flexibility in obtaining information than the

self-administered questionnaire; therefore, an interview

instrument was used in this study to obtain more accurate

information and greater depth of response than could have

been obtained through a questionnaire. The interview was

adapted to the level of understanding of the participants.

The questions were clarified by repeating or rephrasing the

question.

The store owners were contacted by the researcher in

person to request permission to administer the instrument.

The interview instrument was shown to the owner at this time

for consideration.

Pilot Study

The interview instrument was pretested by interviewing

six female members of the Roundabout, an organization of

large-sized men and women in Dallas, Texas. Each interview

was completed within fifteen minutes. The responses obtained
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were examined to determine the validity and reliability of

the interview instrument. The questions were then evaluated

and revised to increase comprehension of the respondents in

the study.

Interview Instrument

The interview schedule was divided into four sections.

Section I dealt with demographic information of the partici-

pants regarding age, educational background, occupation,

employment status, and family income. Section II was designed

to analyze the perceived satisfaction with clothing selection,

clothing price, fabric style features, and availability of

fashion among large-sized women shopping in the Dallas metro-

politan area. Section III included questions that revealed

the garment fit, alterations needed in large-sized ready-to-

wear clothing, and preferred clothing care procedures.

Section IV illustrated a variety of unidentified clothing

designs with regard to types of skirts, necklines, dress

silhouettes, sleeve length, and sleeves. For clarification

of the findings, the illustrations are identified in the

Appendix. Questions regarding fabric design and color

preferences were also in this section.

Administration of Instrument

The interviews were administered during four week day

afternoons between 1:00 p. m. and 5:00 p. m. and on one

Saturday afternoon between 2:00 p. m. and 4:00 p. m. The
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research was conducted between the dates of January 27 and

February 25, 1982.

The first three parts of the instrument were presented

orally. The illustrations in Section IV regarding style

features were shown to the participants, and the participants

were asked to select those styles preferred or not preferred.

A summary was sent to each participant who requested a copy

at the completion of the research.

Analysis of Data

The responses to each question were recorded, tabulated,

statistically analyzed, and represented on computer print

outs. Research questions one through five were analyzed by

frequency distributions and percentages. Research question

number six was analyzed by the Chi square technique which

was used to test for a possible relationship between clothing

preferences and demographic variables. Significance of the

relationship was accepted at the .05 level.
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CHAPTER IV

RESULTS AND DISCUSSION

The purposes of this study were as follows: to gather

demographic information on the variables of age, educational

background, occupation, employment status, and family income

from a group of large-sized women shopping in the Dallas

metropolitan area; to investigate the perceived satisfaction

with clothing selection, clothing price, fabric, style features,

and availability of fashion among large-sized women; to inves-

tigate garment fit and the alterations needed in large-sized

ready-to-wear clothing; to determine the clothing preferences

of large-sized women with regard to style features, fabric

design, color, and care maintenance; and, to compare the

relationship between clothing preferences and the demographic

variables of age, education, occupation, employment status,

and family income. Data were collected by personal inter-

view and analyzed by computer.

Description of Sample

The participants included sixty large women who wore

dress size 16 or larger and who shopped in two specialty

stores featuring large-sized clothing in the North Dallas area.

The sample for this study was composed of women who came

into the store and consented to an interview by the researcher.

23
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Sixty-six women were approached, and only six chose not to

respond. Demographic data on age, education, occupation,

employment status, and family income were obtained from the

subjects. Dress size was used as a controlling variable to

limit the sample to large-sized women.

Dress Size

The most popular dress size reported was 221 by eleven

respondents (18%). Other sizes reported were size 18 with

nine subjects (15%), size 20 with eight women (13%), size 18}

and size 201 with seven respondents (12%), size 241 (8%) with

five women, size 16 with four subjects (7%), size 261 with

three respondents (5%), and sizes 22 and 26 with two women

each (3%). Dress sizes 161 and 28 were the least mentioned

with one response each. The distribution of dress sizes for

the sample was centered around sizes 18 to 201, with thirty-

one respondents (52%) falling within this size range.

Age

Twenty-two of the participants (37%) belonged in the 46

to 59 years of age group. Seventeen subjects (28%) were in

the 36 to 45 age group, followed by fourteen respondents (23%)

who were between the ages of 25 and 35 years. Three subjects

(5%) were under 25 years of age, and four (7%) were over 60

years of age. According to the 1980 Dallas Census tract, the

average age of the people residing in the North Dallas area

range from 30 to 47 years of age (2). The group represented

in this study was only slightly atypical to the North Dallas area.



25

Educational Background

All of the women in the sample had completed high

school, and many had pursued further education. Twenty-

three subjects (38%) had one to three years of college,

twenty women (33%) were college graduates, fifteen (25%)

had completed high school, and two (4%) had advanced degrees.

Thirty-six per cent of the sample had completed four years

or more of college which was representative of the Dallas

Market Profile Analysis educational figures for the North

Dallas area.

Socioeconomic factors of the North Dallas population

may have influenced the composition of the sample. The

Market Profile Analysis for 1981 to 1982 reported that 30-50

per cent of the North Dallas population had graduated from

college (5, p. 19-20).

Occupation

Information was obtained on the respondent's occupation.

Occupations were categorized as follows: (1) secretary or

clerical, (2) professional or technical, (3) sales worker,

(4) housewife, and (5) manager or administrator. Among

these fourteen housewives (23%) consider themselves as

housewives. Ten women stated employment as full-time

housewife, and four reported to be unemployed. Thirteen

subjects (22%) were reported as sales workers. Both

secretary or clerical and professional or technical had
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twelve respondents (20%) each. Nine participants (15%) indi-

cated manager or administrator as their occupation. As cited

in the Dallas Market Profile Analysis, between 54-60 per cent

of North Dallasites were employed in professional, managerial,

or administrative positions (5, p. 19-20). The sample was

not characteristic of the North Dallas area in this aspect.

Employment Status

Respondents were asked to indicate their employment

status. Thirty of the women (50%) reported full-time

employment, twelve (20%) were working part-time, twelve

(20%) were working as full-time housewives, and six (10%)

were not employed. This finding represents the growing

number of women employed outside the home. Of the total,

forty-two respondents (70%) were working outside the home,

while sixteen (17%) were not gainfully employed. This

sample follows the same nationwide trend of increased employ-

ment participation of women. In 1981, the United States

Bureau of Labor reported the employment participation rate

for women twenty years old and over was 52.3 per cent (6,

p. 214).

Income

The women in the sample were asked to indicate annual

family income range. Twenty-six of the respondents (43%)
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reported annual family incomes of $25,000 and above, sixteen

(27%) had incomes between $21,000-$25,000, nine (15%) had

incomes between $16,000-$20,000, six (10%) had incomes

between $11,000-$15,000, and three (5%) had incomes $10,000

and under. The median disposable income in 1980 in Dallas

for a household was $22,013 (1). This finding is repre-

sentative of the North Dallas area. The sample may not be

representative of the national population because the

majority of the participants reported incomes of $25,000

and above; however, the price ranges of the selected specialty

stores ranged from medium to prestige price zones.

Clothing Satisfaction

Section II of the interview instrument investigated the

participant's perceived satisfaction with the large-sized

clothing available in the North Dallas area. The respondents

were given the choices of excellent, good, fair, and poor in

rating the selection of large-sized clothes.

Clothing Selection

The women were asked to rate the selection of large-

sized clothing available in Dallas. The results showed that

twenty-eight (47%) of the sample rated the selection as good.

Twenty-five subjects (42%) rated the selection as fair, four

(7%) rated it as excellent, and three (5%) rated it as poor

(see Table I). The researcher interpreted the findings of

this item to be influenced by the fact that interviews took
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place in the store. Participants may have felt obligated

to make favorable remarks because of their presence in the

store.

Style Selection

The women were asked to rate the large-sized style

selection in ready-to-wear clothing available in Dallas.

Thirty-three of the women (55%) indicated the style selection

as good. Nineteen respondents (32%) rated it as fair, six

(10%) rated it as excellent, and two rated it as poor (see

Table I). Many participants commented that they wanted more

styles to choose from when shopping for apparel.

TABLE I

RATING THE SELECTION OF LARGE-SIZED CLOTHING
BY THE RESPONDENTS

N=60

Factors Excellent Good Fair Poor
N % N % N % N

Selection 4 7 28 47 25 42 3 5

Style 6 10 33 55 19 31.7 2 3.3

Price 6 10 24 40 28 46.7 2 3.3

Fabric 9 15 29 48.3 19 31.7 3 5

Availability 7 12 21 35 25 41 7 12

Price Selection

Price, as a factor in clothing selection, was inves-

tigated. The subjects were asked to rate the prices of
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ready-to-wear clothing in Dallas. The largest portion of the

subjects, twenty-eight (47%), rated the price as fair, twenty-

four (40%) rated it as good, six (10%) rated it as excellent,

and two respondents (2%) rated it as poor (see Table I).

The two stores used in the study were better, large-

sized specialty stores which catered to the upper-middle

income customer. The responses to price should be regarded

in view of the economic status of the women in this study.

Fabric Selection

With regard to the fabric selection in ready-to-wear

clothing, the women were asked to rate fabric selection in

Dallas. Twenty-nine respondents (48%) rated the fabric

selection as good, nineteen (32%) rated it as fair, nine

(15%) rated it as excellent, and three (5%) rated it as poor

(see Table I).

Availability

The respondents rated the availability of large-sized,

ready-to-wear clothing in Dallas. Twenty-five of the women

(41%) rated the clothing availability as fair. Twenty-one

respondents (35%) rated it as good, seven (12%) rated it as

excellent, and seven (12%) rated it as poor. A possible

interpretation of these findings of this item was affected

by the fact the interviews took place in the store. Par-

ticipants may have felt obligated to make favorable remarks

because of their presence in the store. The results are

shown in Table I.
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Alterations Needed in Large-sized Clothing

Section III was concerned with alterations needed in

large-sized, ready-to-wear apparel. Determination of gar-

ment fit and alterations needed was one of the purposes of

this study. Questions were included in the interview

instrument to determine alterations needed and satisfaction

with altered garments.

Fit

The participants were asked if they were satisfied with

the fit of ready-to-wear clothing. Twenty-eight (53%) were

satisfied with the fit; twenty-five subjects (47%) were not

satisfied with the fit. Seven subjects did not have an

opinion on this question. This finding may be influenced

by weight changes due to inconsistent dieting practices.

Description of Alteration

The respondents were asked in which areas they altered

their ready-to-wear dresses to achieve a better fit. The

dress areas investigated included the bustline, shoulders,

waistline length, waist, sleeve length, sleeve circumference,

hips, and hems.

Sleeve circumference was enlarged for twenty-eight (47%)

participants, the most frequent adjustment increase made in

this study. The hip and bust areas were increased by twenty-

two (37%) and eighteen (30%) women, respectively. Many of

the respondents stated that when buying a dress, the bust
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and the hip area often would need alterations. The highest

number of adjustments made were in shortening the hem length.

Twenty-eight women (47%) shortened their dresses, eleven (18%)

shortened the sleeve length, and ten (17%) shortened the

shoulder area. Other alterations are included in Table II.

TABLE II

NUMBER AND PERCENTAGE OF ALTERATIONS
IN DRESSES OF THE RESPONDENTS

N=60

Area of Alteration Increased Shortened
N % N %

Bust 18 30 3 5

Shoulders 6 10 10 16.7

Waistline Length 8 13.3 8 13.3

Waist 13 27.7 8 13.3

Sleeve Length 13 21.7 11 18.3

Sleeve Circumference 28 46.7 4 6.7

Hips 22 36.7 7 11.7

Hemline 9 15 28 46.7

Satisfaction with Altered Garment

The respondents were asked if they were satisfied with

the altered garment. The choices given were always, often,

seldom, and never. Twenty-four of the women (44%) were often

satisfied, eighteen (33%) were always satisfied, twelve (22%)

were seldom satisfied, and six (2%) were never satisfied with

the altered garment.
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Care Procedures

The respondents reported on preference for care of their

clothing. The majority (79%) preferred to machine wash their

clothing. Ten women (17%) preferred to dry clean clothing

because of the convenience and the fabrics involved. Four

women (4%) preferred hand washing for their clothing. The

socioeconomic status of this group may have influenced the

response to dry cleaning.

Clothing Preferences

In Section IV of the interview schedule, the partici-

pants were shown a series of unidentified illustrations (see

Appendix) of basic clothing style features of skirts, neck-

lines, dress silhouettes, sleeve lengths, and sleeve types.

The subjects indicated which type was most preferred and

least preferred in each category for their own personal

preference. The respondents could check more than one

response for each style feature. Current fashion style may

have influenced preferences.

Skirts

Illustrations of basic skirt styles were shown to the

respondents. The choices given were straight, dirndl, A-line,

four-gored, double front-pleat, gathered, yoke, and wrap.

The largest group, thirty-two participants (53%), selected

the A-line skirt. Thirty respondents (50%) preferred the

double front-pleat. Twenty-seven subjects (45%) indicated
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the straight skirt. Straight skirts were also popular among

half-sized women in Mason's (3) study. The skirt styles

least preferred were the yoke, chosen by thirty-five (58%)

and the dirndl and wrap, chosen by twenty-three respondents

(38%). Preferences of skirt styles of respondents are

listed in Table III.

TABLE III

SKIRT PREFERENCES OF THE RESPONDENTS

Preferred Preferred Not
Skirt Type To Wear Not To Wear Mentioned

N % N % %
Straight 27 45 13 21.7 33.3

Dirndl 17 28.3 23 38.3 33.3

A-line 32 53.3 10 16.7 30

Four-gore 10 16.7 12 20 63.3

Knife Pleated 23 38.3 12 20 41.7

Double Front Pleat 30 50 9 15 35

Gathered 8 13.3 35 58.3 28.3

Yoke 7 11.7 35 58.3 30

Wrap 10 28.3 23 38.3 33.3

Necklines

When asked which neckline was

the respondents could check one or

most and least preferred,

more of the following

types: jewel, scoop, U-neck, V-neck, square, bateau, cowl,
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sweetheart, and keyhole. The neckline most preferred was

the V-neckline by thirty-seven subjects (62%). The U-neckline

and scoop neckline were preferred by thirty-three (55%) and

twenty-seven (45%), respectively. Findings of this study

concur with McJimsey's (4) prescription of scoop and U-necklines

for the heavy, short neck. Mason's (3) study cited that the

V-neckline was also preferred by large-sized women.

Necklines not preferred in this study were the bateau,

chosen by thirty-one subjects (52%) and the cowl and keyhole,

chosen by twenty-nine (48%) and twenty-two (37%), respectively

(see Table IV).

TABLE IV

NECKLINE PREFERENCES OF THE RESPONDENTS

Preferred Preferred Not
Neckline Type To Wear Not To Wear Mentioned

N % N % %____

Jewel 23 38.3 16 26.7 35

Scoop 27 45 10 16.7 38.3

U-neck 33 55 10 16.7 28.3

V-neck 37 61.7 11 18.3 20

Square 23 38.3 12 20 41.7

Bateau 10 16.7 31 51.7 31.7

Cowl 11 18.3 29 48.3 33.3

Sweetheart 17 28.3 15 25 46.7

Keyhole 12 20 22 36.7 43.3
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Dress Silhouettes

When asked preference for dress styles, the respondents

checked more than one response. The choices were shift,

A-line, tent, yoke, sheath, empire, tunic, blouson, and the

wrap dress. The dress style chosen by the majority of the

women was the A-line dress, chosen by thirty-eight (63%).

Other dress styles preferred were the shift and the tent

dress, selected by twenty-nine (48%) and twenty-six (43%).

The tent and A-line styled dresses were also recommended by

McJimsey (4) for heavy figures. The dress style that was

most frequently mentioned as disliked was the blouson dress,

disliked by twenty-five subjects (42%). Twenty-four sub-

jects (40%) preferred not to wear the sheath dress. Two

dress styles disliked by twenty-three subjects (38%) were

the yoke and tunic dress silhouettes (see Table V).

TABLE V

DRESS SILHOUETTE PREFERENCES
OF THE RESPONDENTS

Preferred Preferred Not
Dress Silhouettes To Wear Not To Wear Mentioned

N % N % %

Shift 29 48.3 5 8.3 43.3
A-line 38 63.3 5 8.3 28.3
Tent 26 43.3 14 23.3 33.3
Yoke 10 16.7 23 38.3 45
Sheath 9 15 24 40 45
Empire 16 26.7 21 35 38.3
Tunic 21 35 23 38.3 26.7
Blouson 13 21.7 25 41.7 36.7
Wrap 22 36.7 15 25 38.3
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Sleeve Length

Respondents were asked to indicate which sleeve lengths

were most and least preferred. The subjects were free to

check more than one response. The choices given were sleeve-

less, short, cap, three-quarter, and long sleeve. The sleeve

most preferred was the long sleeve, chosen by forty-seven

(78%) of the participants. The three-quarter sleeve and

short sleeve were chosen for wear by thirty (50%) and twenty-

seven (45%) participants, respectively. This finding agrees

with McJimsey (4) that full-length and three-quarter sleeves

are better for heavy arms. The sleeve length that was most

frequently disliked was the sleeveless, by twenty-eight (47%)

subjects. Fourteen respondents (23%) reported they would not

wear a cap sleeve (see Table VI).

TABLE VI

SLEEVE LENGTH PREFERENCES
OF THE RESPONDENTS

Preferred Preferred Not
Sleeve Length To Wear Not To Wear Mentioned

N % N %_ _

Sleeveless 16 27.7 28 46.7 26.7

Short 27 45 13 21.7 33.3

Cap 24 40 14 23.3 36.7

Three-quarter 30 50 8 13.3 36.7

Long 47 78.3 4 6.7 15
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Sleeve Type

The respondents were asked which sleeve type they pre-

ferred to wear. Choices included the bishop, bell, ruffle,

butterfly, puff, and leg-of-mutton. Bishop and ruffle

sleeves were chosen most frequently with thirty-nine (65%)

preferring the bishop sleeve and twenty-seven (45%) pre-

ferring the ruffle sleeve. The bell sleeve was preferred

by nineteen participants (32%). This finding on sleeve types

agrees with fashion publications on camouflaging heavy arms

and for wearing comfort. The sleeve type most frequently

disliked, by thirty-one participants (52%), was the leg-of-

mutton sleeve. Other sleeve styles disliked most frequently

were the puff sleeve and the butterfly, by twenty subjects

(45%) and nineteen (32%), respectively. The sleeve types

and frequency of choices are listed in Table VII.

TABLE VII

SLEEVE STYLE PREFERENCES
OF THE RESPONDENTS

Preferred Preferred Not
Sleeve Style To Wear Not To Wear Mentioned

N % N % %

Bishop 39 65 7 11.7 23.3
Bell 19 31.7 17 28.3 40
Ruffle 27 45 14 23.3 31.7
Butterfly 16 26.7 19 31.7 41.7
Puff 12 20 27 45 35
Leg-of-mutton 15 25 31 51.7 23.3
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Fabric Design

To determine fabric design preferences of large-sized

women, nine design patterns were given to the participants

for consideration. The choices were striped, solid, dotted,

small print, large print, small plaid, large plaid, small

floral, and large floral. The fabric design preferred most

frequently was the solid design, selected by forty-four

participants (73%). Thirty-two respondents (57%) chose the

small plaid, and thirty-two women selected the small print

to wear. Small prints, plaids, and solid color schemes were

prescribed for large figures by the Simplicity Pattern Com-

pany. McJimsey (4) stated that one-color ensembles were the

most flattering for the large-sized body type.

The least preferred fabric design, by twenty-eight

respondents (47%), was the large floral. Twenty-three sub-

jects (38%) would not wear large prints; seventeen of the

sample (28%) disliked the dotted fabric design. To flatter

the large-sized figure, fashion experts agree large prints

or bold plaids should not be worn.

The responses given for this particular question should

be viewed in light of the variation of design perception by

each participant. The selection or rejection of each fabric

design may have been greatly influenced by personal opinion,

perceived appearance of the fabric, and the relative appro-

priateness for individual figure size. The results are

shown in Table VIII.
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TABLE VIII

FABRIC DESIGN PREFERENCES
OF THE RESPONDENTS

Preferred Preferred Not
Fabric Design To Wear Not To Wear Mentioned

N % N % %

Striped 21 35 16 26.7 38.3

Solid 44 73.3 10 16.7 10

Dotted 23 38.3 17 28.3 33.3

Small Plaid 34 56.7 4 6.7 36.7

Large Plaid 18 30 12 20 50

Small Print 32 53.3 6 10 36.7

Large Print 16 26.7 23 38.3 35

Small Floral 15 25 12 20 55

Large Floral 9 15 28 46.7 38.3

I_ _ _

Color Preferences

Color preferences were investigated to determine the

colors large women selected to wear or not to wear. Many

respondents mentioned several colors they preferred to wear.

Green was the most frequently chosen color to wear, with

thirty-nine responses (65%). Twenty-four participants (40%)

cited they preferred to wear red and yellow. Red and yellow

were followed, in order of largest frequency, by brown,

orange, white, blue, purple, grey, pink, and black. Less than

6 per cent of the women preferred beige, wine, and peach. The
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preferred color responses may have been influenced by the

fact that the interviews were conducted in the early spring.

The colors reported most frequently as not preferred to

wear were grey, pink, and blue. The color least preferred

was grey, with twenty-one responses (35%), followed by seven-

teen women (28%) disliking pink, and sixteen (27%) not wearing

blue. Other colors not preferred included beige, light blue,

and mint green. Blue was mentioned frequently as not pre-

ferred for wear. Women commented that while growing up, blue,

pink, and mint green were their choices for colors in large-

sized clothing. Color preference, like style features,

changes with each fashion season. Color preferences and

frequency of choices are listed in Table IX.

TABLE IX

COLOR PREFERENCES OF THE RESPONDENTS

Preferred Preferred Not
Colors To Wear Not To Wear Mentioned

N % N % _ __%

Black 10 16.7 10 16.7 66.7
White 24 40 11 18.3 41.7
Grey 21 35 21 35 30
Blue 24 40 16 27.7 33.3
Green 39 65 6 10 25
Red 31 51.7 10 16.7 31.7
Yellow 31 51.7 9 15 33.3
Orange 25 41.7 13 21.7 36.7
Brown 26 43.3 14 23.3 33.3
Purple 22 36.7 8 13.3 50
Pink 20 33.3 17 28.3 38.3
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Significant Findings

One purpose of this study was to determine the relation-

ships between clothing preferences and demographic variables.

Only the most and least preferred style feature was used to

test for a relationship. Cross tabulations of Chi square

were performed using the .05 level of significance.

Skirts

The A-line skirt was the most preferred skirt in the

study. There was no significant relationship at .05 level

between the preference of the A-line skirt and the variables

of age, education, occupation, employment status, and family

income level.

The yoke skirt was the least preferred skirt in this

study. Chi square analysis revealed no significant rela-

tionship between not preferring the yoke skirt and the

demographic variables. A high percentage (49%) of the

respondents with family incomes of $25,000 and above pre-

ferred not to wear the yoke skirt.

Necklines

There was no significant relationship between preferring

V-necklines and any of the demographic variables. V-necklines

were preferred by 40 per cent of the full-time employees and

only 6 per cent of the unemployed women.

The bateau neckline was the least preferred neckline in

this study. A cross tabulation was run between not preferring

the bateau neckline and educational background of the
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respondents. Chi square analysis revealed a significant

relationship between education and not preferring the bateau

neckline (see Table X). The women without a bachelor's

degree had a higher frequency of not wearing the bateau

neckline. There was no significant relationship at .05

level between the bateau neckline and the variables of age,

occupation, employment status, and family income.

TABLE X

RELATIONSHIP BETWEEN EDUCATIONAL BACKGROUND
AND NOT PREFERRING THE BATEAU NECKLINE

N=31

Preferred Not Wearing
Educational Background Bateau Neckline

N %

Less than high school

High school graduate 9 29

1 to 3 years of college 11 35.5

College graduate 11 35.5

Advanced degree - _.

v =8.30287, p=0.0401

Sleeve Length

Chi square analysis was run between the most preferred

sleeve length (the long sleeve) and all demographic variables.

A significant relationship was found between long sleeves

and employment. More than half of the sample (55%)

who preferred long sleeves were full-time employees. No
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significant relationship was found between the long sleeve

and the variables of age, occupation, education, and family

income. Chi square analysis generalizations were limited due

to sample size used (see Table XI).

TABLE XI

RELATIONSHIP BETWEEN EMPLOYMENT STATUS
AND LONG SLEEVE PREFERENCE

N=47

Employment Status Preferred Long Sleeve
N _ _ _ _ _ _ _

Full-time housewife 7 14.,9

Part-time employee 9 19.1

Full-time employee 26 55.3

Unemployed 5 10.6

2
% =15.038, p=0.0102

Chi square analysis was performed on the least favored

sleeve length (the sleeveless style) and showed no significant

relationship. Sixty-one per cent of full-time employees dis-

liked the sleeveless sleeve. This finding may reflect the

fact that many companies do not permit the wearing of sleeve-

less fashions on the job.

Sleeve Type

Chi square analyses were run between the variables of

age, education, occupation, income, employment status, and

style preferences. There was a significant relationship
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between the preference of the bishop sleeve and employment

status. Sixty-two per cent of the women in this category

were employed full-time (see Table XII).

TABLE XII

RELATIONSHIP BETWEEN EMPLOYMENT STATUS AND
BISHOP SLEEVE PREFERENCE

N=37

Employment Status Preference for Bishop
Sleeve

N%

Full-time housewife 4 10.3

Part-time employee 6 15.4

Full-time employee 24 61.5

Unemployed 3 7.7

202=11.219, p=0.0472

Dress Silhouettes

Based on Chi square analysis, there was a significant

relationship between women who preferred the A-line dress

and family income level. Respondents within a family income

of $25,000 and above preferred to wear the A-line dress.

There was no significant relationship at .05 level between

the A-line dress and the variables of age, education,

occupation, and employment status. The frequency of the

dress preference increased with family income. This income

level is above the Dallas median household income (see

Table XIII).
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TABLE XIII

RELATIONSHIP BETWEEN FAMILY INCOME AND
A-LINE DRESS PREFERENCE

N=38

Family Income Range Preference for A-line Dress
N %

$ 0,000-$10,000 -- --

$11,000-$15,000 4 10.5

$16,000-$20,000 3 7.9

$21,000-$25,000 13 34.2

$25,000 and above 18 47.4

2
"% =22.285, p=0.0002

Chi square analysis on other demographic variables and

A-line dress preference indicated no significant relationship

although the percentage was large (53%) for preference of

A-line dresses and full-time employment.

The blouson dress silhouette was most frequently dis-

liked by the sample. In Chi square cross tabulations with

the demographic variables, no significance was found between

high family income and not preferring the blouson dress;

however, twelve participants (48%) with a family income of

$25,000 and above disliked the blouson dress style. Cross

tabulations with the blouson dress style and employment

status revealed no significant relationship existed, although

52 per cent of the women who worked full-time preferred not

to wear the blouson dress silhouette.
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Fabric Design

Chi square cross tabulations with the most preferred

fabric design and the demographic variables revealed sig-

nificance between the solid design and employment status.

Women who were full-time employees (55%) preferred to wear

solid designs. There was no significant relationship

between solid fabric design and the variables of age,

education, occupation, and family income (see Table XIV).

TABLE XIV

RELATIONSHIP BETWEEN EMPLOYMENT STATUS AND
SOLID FABRIC DESIGN PREFERENCE

N=44

Employment Status Preference for Solid Fabric Design
N %

Full-time housewife 8 18.2

Part-time employee 9 20.5

Full-time employee 24 54.5

Unemployed 3 6.8

O211.469, p=0.0428

There was no significant relationship between solid

design preference and family income. Forty-six per cent of

the respondents who preferred solid design had an income of

$25,000 and above.

Chi square analysis was performed on the least favored

preferences--the large floral. There was no significant
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relationship between the large floral and the demographic

variables. Sixty-one per cent of the respondents who worked

full-time disliked the large floral fabric design. Forty-

three per cent of the respondents between the ages of forty-

six and fifty-nine years preferred not to wear the large

floral design.

Color

Chi square analysis was run between the demographic

variables and color preferences. There was no significant

relationship between preferring the color green and the

tested variables. In grouping the respondents according to

educational background, the group with one to three years of

college were 90 per cent of the respondents who preferred the

color green. By grouping the occupational fields together,

the professional and technical and the manager and administra-

tor groups were 49 per cent in preference of the color green.

The preference for green in this sample is by college educated

and professional women.

There was not a significant relationship between the

demographic variables and not preferring to wear the color

grey although 63 per cent of the respondents who were full-

time employees disliked the color grey. Fifty per cent of

the respondents with family incomes of $25,000 and above

preferred not to wear grey.
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CHAPTER V

SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS

Summary

The purposes of this study were as follows: to inves-

tigate the clothing preferences concerning style features,

fabric design, color, and care maintenance; to determine the

perceived satisfaction with clothing selection, clothing

price, fabric, style features, and availability of fashion

among a group of large-sized women shopping in the Dallas

metropolitan area; to examine garment fit and the alterations

needed in large-sized ready-to-wear clothing; and to explore

the relationship between clothing preferences and certain

demographic variables. The quota sample consisted of sixty

large-sized adult women who shopped in two selected specialty

stores in the North Dallas area who were willing to partici-

pate in the research project.

An interview schedule was designed to collect data for

analysis to answer the research questions proposed for this

study. The interviews were conducted by the researcher in

the specialty stores. The interview schedule was divided

into four sections. The first section collected demographic

information of the respondents regarding age, education,

occupation, employment status, and family income. The

49
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second section contained questions concerning perceived

satisfaction of style, price, fabric, and availability of

fashion. The third section included questions on garment

fit, alterations needed, and care procedures. The final

portion was a series of questions and illustrations regarding

particular clothing style features.

The results from the interview instrument were recorded

and analyzed by computer. Chi square tests were used to

determine relationships between clothing preferences and

demographic variables. The significance was set at the .05

level for this study.

The sample consisted of sixty women who wore a dress

size of 16 or larger. Eighteen per cent of the respondents

wore dress size 22k, 15 per cent wore size 18, 13 per cent

wore size 20, 12 per cent wore sizes 181 and 201, and sizes

16} and 28 were mentioned once each.

The highest percentage of the respondents, 37 per cent,

were between the ages of 46 and 59. Twenty-eight per cent

reported ages of 36 to 45, and 23 per cent were between 25

and 35. Seven per cent of the participants were aged 60 and

over, and 5 per cent were aged 25 and under. Twenty-five

per cent of the women reported a high school education as

the highest level of education attained. Thirty-eight per

cent of the respondents had some college training beyond high

school. Thirty-three per cent of the respondents held a

bachelor's degree, and 4 per cent had an advanced degree.
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One-half of the respondents (50%) were full-time

employees. Twenty per cent were part-time employees, 17 per

cent were full-time housewives, and 10 per cent were unemployed.

Respondents were assigned to one of five different categories:

(1) housewives (23%), (2) salesworkers (22%), (3) secretaries

and clericals (20%), (4) professional and technical employees

(20%), and (5) managers and administrators (15%).

Forty-three per cent of the respondents had an annual

family income of $25,000 and above. Twenty-seven per cent

had incomes between $21,000 and $25,000, 15 per cent had

incomes between $16,000 and $20,000, 10 per cent had incomes

between $11,000 and $15,000, and 5 per cent had incomes of

$10,000 and under.

The highest number of the respondents rated the selection

and style of large-sized clothing in Dallas as good. Fabric

selection was also rated as good; however, price and avail-

ability were given the rating of fair.

The majority of the women (53%) were satisfied with the

fit in ready-to-wear clothing. Forty-seven per cent of the

respondents were not satisfied with the fit. The alterations

made most frequently in dresses were expanding the sleeve

circumference and shortening the hemline. Only 2 per cent of

the respondents were not satisfied with the altered garments.

The majority (79%) of the respondents preferred to machine

wash their clothes.

Style features the respondents most frequently pre-

ferred were A-line skirts, long sleeves, bishop sleeves.
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V-necklines, and A-line dress silhouettes. The style

features least preferred by the respondents were yoke skirts,

sleeveless tops, leg-of-mutton sleeves, bateau necklines,

and blouson dresses. Solid fabric designs were found to be

the most preferred, and large florals were the least pre-

ferred fabric design. Green was found to be preferred by

the majority of the respondents, and grey the least pre-

ferred color.

Chi square tests were analyzed to determine relation-

ships between clothing preferences and demographic variables

of age, education, occupation, employment status, and family

income. There was a significant relationship between women

who preferred the A-line dress and high family income. Sig-

nif icance was found between the preference for long sleeves,

bishop sleeves, and full-time employment status. There was

a reported significance between the preference for solid

fabric design and full-time employment status. Significance

was found between not preferring the bateau neckline and

educational background. Other clothing preference and demo-

graphic variables revealed that no significant relationship

existed.

Conclusions

Based on the data obtained from this study, the following

conclusions are reached.

1. The target group for retailers of moderate-to-better

priced large-sized ready-to-wear in the North Dallas area
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is middle aged, high school graduates or above with varied

occupations, upper income, and full-time employment. Sixty

per cent of the respondents were between the ages of 36 and

59, 100 per cent had completed high school, the five occu-

pational fields were equally distributed by percentage, 70

per cent had incomes of $21,000 and above, and 50 per cent

were full-time employees.

2. Large-sized women in the Dallas metropolitan area

rate clothing selection as ranging from good to fair, with

variation in their satisfaction of style, price, fabric,

and availability.

3. Large-sized women are somewhat satisfied with gar-

ment fit and tend to require some alterations.

4. Large-sized women tend to increase sleeve circum-

ference and shorten hemlines of ready-to-wear clothing.

5. Large-sized women tend to prefer the following

style features: in skirt styles, the A-line and double

front-pleat; in necklines, the V-necklines and U-necklines;

in dress silhouettes, the A-line and shift dresses; in

sleeve types, the bishop and ruffle sleeves; in fabric

design, the solid and small plaid designs; and in color,

green, red, and yellow. Large-sized women tend to machine

wash their clothes.

6. Large-sized women with high incomes tend to prefer

the A-line dress. Bishop sleeves, long sleeves, and solid

fabric design tend to be preferred by large-sized women
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with full-time employment status. Clothing style preferences

of large-sized women are not related to age or occupation.

Recommendations

The recommendations, based upon the findings and con-

clusions of this study, are as follows.

1. Further research is needed to determine preferences

of clothing fabrication for large-sized women in regard to

wearing comfort, care, and durability.

2. Research is needed to investigate the clothing

preferences of large-sized women as related to pants styles.

3. Research is needed to evaluate purchasing habits

and practices of large-sized women and to determine the pre-

ferred method of obtaining clothing in the Dallas metropolitan

area.

4. Further research is needed to determine availability

and clothing preferences of large-sized women in other areas

of the country.

5. Further investigation of a group of large-sized women

who are enrolled in weight reduction groups is needed to deter-

mine clothing preferences before and after weight change.

6. Further research is needed to identify color prefer-

ences of clothing for large-sized women employing the use of

color tiles.
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INTERVIEW SCHEDULE

Under 25

25-35

36-45

46-59

60 & over

2. Educational Background

1. Less than high school

2. High school graduate

3. 1 to 3 years college

4. College graduate

5. Advanced degree

3. Your Occupation

1. Secretary/Clerical

2. Professional/Technical

3. Sales worker

4. Housewife

5. Manager/Administrator

4. What is your employment status?

1. Full-time housewife

2. Part-time employee

3. Full-time employee

4. Unemployed

56

I.

1. Age

1.

2.

3.

4.

5.
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5. Your family income range

1. $ 0,000-$10,000

2. $11,000-$15,000

3. $16,000-$20,000

4. $21,000-$25,000

5. $25,000 & above

6. What is your usual dress size?

7. Would you like a summary of this research project?

1. Yes 2. No

II.

8. How would you rate the selection of large-sized clothes
available to you in Dallas, Texas?

1. Excellent

2. Good

3. Fair

4. Poor

9. With regard to the selection of ready-to-wear clothing,
how would you rate the following:

1. Excellent 2. Good 3. Fair 4. Poor

Style

Price

Fabric

Availability

Comments
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III.

10. Are you satisfied with the fit in ready-to-wear clothing?

1. Yes 2. No

11. If you have to alter your dresses to achieve a better
fit, in what areas do you alter your dresses?

1. Increase 2. Decrease

Bust

Shoulders

Waistline length

Waist

Sleeve length

Sleeve circumference

Hips

Hems

12. Are

1.

2.

3.

4.

you usually satisfied with your altered garments?

Always

Often

Seldom

Never

13. What care procedures do you prefer to use for your clothes?

1. Dry clean

2. Machine wash

3. Hand wash
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IV.

14. Would you please look at these illustrations and tell me
which styles you prefer to wear and those that you prefer
not to wear?

A. Skirts 1. Wear 2. Not Wear

Straight

Dirndl

A-line

4-gore

Knife pleated

Double front-pleat

Gathered

Yoke

Wrap

B. Necklines

Jewel

C.

Scoop

U-neck

V-neck

Square

Bateau

Cowl

Sweetheart

Keyhole

Dress Silhouettes

Shift

A-line



C. Dress Silhouettes (continued)

1. Wear 2. Not Wear

Tent

Yoke

Sheath

Empire

Tunic

Blouson

Wrap

D. Sleeve Length

Sleeveless

Short

Cap

Three-quarter

E.

Long

Sleeve Type

Bishop

Bell

Ruffle

Butterfly

Puff

Leg-of-mutton
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15. What fabric designs do you prefer to wear and not to wear?

1. Wear 2. Not Wear

Striped

Solid

Dotted

Small plaid

Large plaid

Small print

Large print

Small floral

Large floral

Other

16. What colors do you prefer to and not to wear?

1. Wear 2. Not Wear

Black

White

Grey

Blue

Green

Red

Yellow

Orange

Brown

Purple

Pink

Other



Straight

Four-gore Knife Pleat Double Front Pleat

Gathered
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"I)
Dirndl A-line

Yoke Wrap
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Jewel Scoop U-neck

V-neck Square Bateau

Cowl Sweetheart Keyhole



Shift

Yoke

H

0-

A-line

Sheath

Blouson
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Tent

Empire

Wrap

4
Tun ic



Sleeveless Short Cap

Three-quarter Long

N

Bell Ruf f le

Butterfly Puf f Leg-of-mut ton

Note: The illustrations were taken from The Vogue
Sewing Book.
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Bishop
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