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This study investigated the clothing preferences of

large-size women who shopped in selected large-size specialty

stores in North Dallas. Questions were asked regarding the

respondents' age, employment, income, dress size and degree

of fashion-consciousness. Also investigated were preferences

regarding apparel and shopping sources.

A questionnaire was used to obtain the desired informa-

tion. Based on the data obtained, it was found that large-size

women have certain preferences concerning the clothing they

purchase and the sources they shop.
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CHAPTER I

INTRODUCT ION

"Leanness repels the aesthetic-amorous sense because it

obliterates the round contours of beauty, exposes the sinews

and bones, and thus suggests old age and disease"(2, p. 24).

This is just one author's feelings regarding thinness,

but it is an opinion that is becoming more widely accepted,

especially among large-size women. Today, the large-size

figure is attracting more attention in the fashion business.

Large-size women are becoming as fashion -conscious as their

slim counterparts and want the industry to take notice of

them. They would like stylish clothing to fit their figures.

What are the clothing preferences of large-size women?

Where do these women prefer to buy their apparel? Many large-

size women find shopping for their clothing needs and desires

a frustrating experience. Until recently, little has been

done to meet the special needs of these women.

In recent months, much has been written about large-size

apparel in fashion periodicals and the trade press. There is

even a new book, Great Big Beautiful Doll, which describes the

beauty a large-size woman possesses and discusses how to de-

velop this beauty (2). Another book, not yet available, Fat

and Thin--A Natural History of Obesity, cites the advantages
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of being large and gives a history of the large-size woman

and her previous popularity (3).

Many retailers and manufacturers are finding the large-

size clothing market very profitable. New lines are being

developed and existing lines enlarged. Large-size departments

and large-size specialty stores are being opened and expanded.

With 30 percent of the American female population wearing size

sixteen and over, the large-size market is gaining importance

rapidly (4, p. 16).

Statement of the Problem

This study investigated the clothing preferences of

large-size women who shopped in selected large-size specialty

stores in the North Dallas area of Dallas, Texas. Investigated

were preferences regarding sleeve length, neckline style,

skirt type, clothing features, color and fabric. Respondents

were also asked to identify which methods of shopping they most

preferred.

Purposes

The purposes of this study were to (1) identify clothing

preferences of large-size women who shopped in selected spe-

cialty stores, (2) determine consumer satisfaction with avail-

able fashion apparel found in selected specialty stores, and

(3) determine preferred ways of obtaining clothing.
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Assumptions

In conducting this study, the following assumptions were

made.

1. Large-size women have specific apparel preferences.

2. Large-size women have preferences concerning the

type of stores in which they shop.

Limitations

The results of this study were limited by the instrument

used to gather the data. Results were further limited by the

degree of feedback received from the respondents and the time

of day in which the questionnaire was administered. Also,

women may have been inclined to state a size smaller than the

one usually worn.

Delimitations

Stores used in this study were limited to four located

in the North Dallas area. These stores specialized in large-

size fashion apparel for women.

Definition of Terms

1. Clothing preferences-the type of apparel women

desire to purchase and wear.

2. Half-sizes-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 numbered 10 1/2

to 24 1/2 (1, p. 263).

'44 OAWNMNW
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3. Junior sizes-women's garments cut for a well-

proportioned figure about 5'4" tall and short-waisted. These

sizes are usually numbered 5 to 15 (1, p. 302).

4. Large-size-generally refers to women's apparel in

misses sizes 16 to 20, half sizes 14 1/2 to 24 1/2 and women's

sizes 38 to 50.

5. Large-size specialty store-a retail establishment

limited to a selection of apparel for the large-size woman.

These stores usually carry half-sizes from 14 1/2 to 24 1/2,

misses sizes from 16 to 20, and women's sizes up to 52.

6. Mail-order 'firm-a firm that makes the majority of

its sales and deliveries by mail. Customers select from cata-

logs displaying merchandise.

7. Misses sizes-women's garments cut for a well-

proportioned adult figure about 5'5" tall. These sizes usu-

ally number from 6 to 20 (1, p. 347).

8. Satisfaction-whether a woman is content and feels

good about available apparel and shopping facilities.

9. Women's sizes-garments made for the adult figure

that is heavier than a misses size. They are usually numbered

from 38 to 50 and correspond to even-numbered bust sizes

ranging from 42" to 54" (1, p. 538).
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CHAPTER II

REVIEW OF THE LITERATURE

In the past five years, a great deal has been written

about the large-size woman. Retailers and manufacturers are

becoming more aware of the large-size market and viewing it

as a lucrative field. Many surveys have investigated the

large-size clothing wearer. Articles have been written for

the public, retailers and manufacturers concerning this cus-

tomer. Popular consumer magazines and retail trade publica-

tions have increased the awareness of this market by publish-

ing articles concerning large sizes. However, a computer

search of the Educational Resources Information Center and the

Psychological Abstracts revealed no information written on the

subject. The Dissertation Index, along with the Journal of

Retailing and Journal of Marketing also disclosed very little

useful information. For this reason, much of the current in-

formation found for this study was derived from trade periodi-

cals, government surveys, and manufacturers' reports. Infor-

mation obtained from personal interviews, beginning in July,

1977, was helpful in formulating background information.

Current Data on Female Size

Today, of the 110 million American women, approximately

20 million wear size, sixteen or larger (6, p. 2E). A recent
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Department of Health, Education and Welfare report on the

height and weight of Americans noted that men and women in

most age and height groups weigh more than they did fifteen

years ago. The reported weight gains varied widely; up to

fourteen pounds, depending upon the sex, age and height of

the subjects. Overall, it was found that nearly the entire

population is growing heavier. In the early 1960's, the

average American woman was 5'3" tall and weighed 140 pounds.

Today, the average woman is about 5'4" tall and weighs 143

pounds. Among women from ages 35 to 44 in the 5'8" tall

category, the weight gain has been 13 pounds. In general,

shorter women have gained the least weight with taller women

gaining the most. According to data compiled by Metropolitan

Life Insurance Company in 1960, more than one-half of American

adults weighed 10 percent or more over the ideal for their

height. New data show that this has increased up to 14

percent in many cases. With this increase in size and weight

of the American female, 30 percent now wear large-size apparel

(14, pp. 16-19).

History of Figure Proportions

Today's ideal fashion figure is very slim, with few

curves. However, this straight, thin silhouette has not

always been the desired female figure. Various cultures in

the past have felt differently about the human shape. During

the Golden Age of Greece, full throats, big arms, ample breasts,

hips and buttocks, and strong legs were valued as much in life
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as in art. The Venus de Milo, a symbol of classical beauty,

is a little over 5' tall, and measures 37-27-38, with a 22 1/2"

thigh and almost a 13" upper arm. Being large in ancient

Greece was so accepted as the ideal that those who were thin

went to great extremes to give the illusion of ample size by

wearing padding in their garments (13, pp. 20-28).

Many artists, from prehistoric times until the early

twentieth century, have depicted the large-size woman in their

works. In order to pose for Rubens, a model had to weigh at

least two hundred pounds. Goya, Manet, and Renoir all saw

beauty in the large woman. All the bathers in Ingres' Turkish

Bath are of ample build, and Lachaise, the famous sculptor,

sculpted only well-rounded figures.

Fashion has been wor shipp ing "thin" since the 1920's, when

the boyish silhouette became popular. Bosoms and bottoms were

actually bound in order to achieve the slender fashion figure.

Today, the straight silhouette is still the desired fashion

shape (13, pp. 20-28).

Trends in Large-Size Apparel

Even though the desired female shape is thin, a large

segment of the American population does not fit into this

category. Very few have the ideal fashion figure. Due to

the increase in size of women, large-size clothing has become

a lucrative field for manufacturers and retailers (11, pp. 25-26).

While the rest of the apparel industry shows annual sales
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increases under 7 percent a year, sales increases for large

sizes have been ranging from 15 to 25 percent annually (16,

p. 85). This has prompted a number of stores to open new

large-size departments or to expand existing ones. With 30

percent of the female population wearing large sizes, retail-

ers want this business (11, pp. 25-26).

A recent development among manufacturers of large-size

clothing is a broadening of price lines. Traditionally, most

price lines have been low to moderate. Large-size women are

divided into as many multiple incomes as the misses customers

(11, pp. 25-26). Still, in order to obtain quality merchan-

dise, many women complain that they have to pay prices that

are too high (14, p. 85). Retail Week reported that, in 1978,

for the first time, large-size women were able to purchase

better sportswear that is comparable to misses offerings.

Fabrics other than the standard double-knit are being offered,

although some sources feel that the large-size woman is not

yet ready to give up the knitted fabrics. Much of the better

sportswear currently being offered is constructed of woven

fabrics with fitted waistbands (11, pp. 25-26). Young Stuff,

a division of Patrician Company, has developed a 120-piece

line using denim, which has quickly gained acceptance. Still,

many merchants are ordering only a few wovens, since they are

not sure of customer acceptance (12, p. 6E).

There are many indications of the increasing importance

of the large-size market. Dress manufacturers, such as
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Jonathon Logan's Act III and blouse-makers, such as Ship'n

Shore have recently observed increased sales. For the first

time, Levi Strauss is offering a line for the larger woman.

Pants and skirts range in size from 32 to 40 and tops from 38

to 46. Bloomingdale's is presenting fashion shows for the

full-figure woman using large-size models. The success of

these shows has prompted them to enlarge and modernize their

Women's World Shops (15, pp. 76-77).

Although dresses and sportswear for the large-size woman

have been developing rapidly, foundation garments for the

large-size woman have been almost totally ignored. Manufac-

turers and retailers devote all their attention in this area

to the slim, well-proportioned woman, while the larger woman,

who needs brassieres and girdles for support, is virtually

overlooked. Many manufacturers are still servicing the large-

size woman by offering garments with whalebones and zippers.

According to Clothes, this is hardly compatible with the

large-size woman's taste level or the more attractive image

she is trying to achieve. Retailers are losing a major mar-

ket by not taking time to merchandise this product properly

(9, pp. 24-26).

Clothing Preferences of Large-Size Women

In a thin-oriented society, the overweight woman has two

problems. Manufacturers forget that she exists, and those
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who do remember tend to drape instead of dress her (2, p. 16).

Clothes reported that large-size women want clothing that

looks young. They also want clothing displayed in a contem-

porary setting (4, p. 16). The large-size clothing wearer is

young,with an average age of thirty to thirty-five. She has

a taste for up-to-date fashion. In many cases, she is big-

boned and firmly structured without being fat (7, p. 21).

Fitting the larger woman is a special problem. She varies

such a great deal proportionately that tops and bottoms of

outfits often do not fit (16, p. 85). According to Hinds

Thomas, a specialist in the field of large-size apparel, fit-

ting is not just a matter of grading up the misses sizes and

keeping everything in proportion. The garments must be larger

in the armholes and sleeves, and especially in the thigh.

Thomas states that upgrading the shoulders should stop at

about size 40. While technically sizes 18 1/2, 20, and 40 are

all about the same size in different scales, they do not result

in the same shaped garment (10, pp. 93-94).

Ralph Gandelman, who owns Ann Brooks, a successful large-

size shop in Chicago, was quoted in Women's Wear Daily as say-

ing that his best selling sizes are 20 1/2 and 22 1/2. His

customers want a great deal of empathy and service. They

want the same choices as the woman who is a size 10 (8', p. 22).

The large-size woman is generally more conservative and more

sensitive about standing out in a crowd. Gandelman's customers

usually do not want to wear the trendy clothes that smaller
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women do, but there are very few fashions they cannot and

will not wear. A possible exception, according to Gandelman,

would be a bikini swimsuit (4, p. 16).

Dee Hall, owner of a successful large-size specialty

store of the same name, in Oklahoma City, believes everyone

is entitled to the same choices. Her customers want just as

wide a selection as smaller women have. They want young

clothes with high style and are usually willing to pay more

for quality. When buying for her store, Hall pays close at-

tention to the lines of a garment and believes raglan sleeves

are best for the large-size woman. She also buys a lot of

mix and match sportswear, many with a box jacket. For large

women, she prefers deeper shades, but also buys pastels as

this is what the younger women prefer. The pants she carries

are of heavy fabric that will wear well and stand some strain.

When going to market, Hall looks over the misses lines first

to get a feel for current fashion. This enables her to look

for some of the same features in the large sizes.

During her fourteen years in business, Hall has made

several observations concerning large-size apparel. She finds

it is more difficult to clear large sizes at sale time. The

reason is that the larger woman usually buys an outfit if she

likes it. This customer does not wait for sales and does not

like to shop around. Most large-size customers would prefer

to visit a small store in a shopping center rather than shop

in a mall. Large-size women are self-conscious and prefer
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driving up to the door of the store to shop. Many large-

size women will spend a great deal for one outfit. Hall

feels that most of her customers want to own a few good

pieces, rather than many less expensive ones. Many of Hall's

customers spend several hundred dollars in one visit. This

possibly is because the large-size woman does not like to shop

all over town, and would rather complete her shopping in one

place. Also, the large-size woman has few stores from which

to select.

Hall believes that her customers are loyal shoppers who

enjoy personal attention. Her best-selling size is 20 1/2,

although she carries up to size 48. Hall sells to only a few

teenagers and does not know where most large-size teens and

young women buy their clothes (5).

Merchandising Large-Size Apparel

According to Thomas, in American Fashion, a successful

large-size specialty store must have the following features:

convenient parking, a generous selection of merchandise, ad-

vertising that is straightforward, and salespeople who are

informed and compassionate. A large woman knows she is large

and just wants someone to help her look her best(10, pp. 93-94).

Location of the large-size department in the department

store is important. The larger woman basically does not like

shopping centers. She tires easily and does not like to walk.

Also, she prefers anonymity (8, p. 22). Kay Cole, director
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for Rosanna, a large-size clothing manufacturer, states that

larger sizes should be located separately from regular and

budget sportswear, and should have a separate buyer. The

large-size department should be adjacent sportswear or ready-

to-wear areas, and the name of the area should have nothing

to do with size or age (7, p. 21). Some women even find it

embarrassing to shop at a specialty store dealing in large

sizes, and will conceal their shopping bags before leaving

the store. A few stores have revised their size tickets to

read 0 through 6, instead of the usual 30 through 40, so that

the customer is not reminded that she is not a size 10

(12, p. 26).

Following is a list developed by manufacturers to aid in

the selling of large sizes and the development of that depart-

ment.

1. Set aside entire areas for large sizes.

2. Cover departments with accessories and apparel

geared to this customer.

3. Stay away from junior and misses areas. Do not

mix departments.

4. Use a total large-size concept from advertising to

windows to sales personnel.

5. Use separate budgets, buyers, and marketing

approaches.

6. Use styles that are adaptations of misses lines,

but designed for the large-size figure needs.
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7. Coordinate looks in the department for shopping

convenience and strong fashion message.

8. Locate the department far from the maternity area.

9. Hire large-size saleswomen to service the customer,

but use size 10 models in advertising. The customer identi-

fies with both.

10. Post a comparative size chart clearly in the area.

11. Remember that the large-size customer is price-

conscious, too (5, p. 2E).

Mail-Order Catalogs

Another apparel source for the large-size woman is the

mail-order catalog. One chain store merchant states that

large-size dresses represent 18 percent of his total dress

department volume, yet every dress offered in both misses and

large sizes in their catalog claims from 20 to 40 percent of

sales for large sizes. Chains specializing in large sizes

claim 10 percent increases in their retail operations so far

this year, but more than a 15 percent increase in their cata-

log business (1, pp. 26-28).

There are several theories as to why so many women prefer

to shop through catalogs. According to catalog specialists,

some large-size women are not readily mobile, while others are

reluctant to appear in public, even to shop. Large-size women

are embarrassed to try on clothes in stores that cater to

small customers. Large-size clothing wearers are concerned
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about the fit of their clothes and can more readily analyze

them at home. They also dislike the annoyance of driving and

parking. Another theory is that, through a catalog, the cus-

tomer has a longer time to decide on merchandise, since most

is offered for several months. Customers also find a larger

selection of merchandise with a wider range of sizes than is

offered in a store (1, pp. 26-29). Most catalogs carry a full

line of merchandise, including dresses, pants, blazers, blouses,

jeans, sweaters, coats, lingerie, and even shoes. Most of

these catalogs are free and offer the convenience of shopping

in the privacy of the customer's own home (17, p. 37). Finally,

prices generally appear to be lower in catalogs than in retail

stores. Catalog specialists claim that most large-size women

do not know what size they wear and are better serviced by

catalog size charts than by inattentive floor personnel.

Quality may be difficult to determine from a catalog, but all

catalogs contain money-back guarantees (1, pp. 26-28).

Summary

Until recently, the large-size market has been almost

totally ignored by the apparel industry. During the past five

years, manufacturers and retailers have begun to notice large-

size apparel as a growing market and one worth developing.

With annual sales for large sizes increasing from 15 to 25

percent, this field is becoming quite lucrative.

Levi Strauss and other manufacturers are opening new

large-size lines. Department stores are opening or enlarging
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their already-existing large-size departments to cater to this

customer and her needs. Studies have been made of the large-

size department and how best to merchandise it. Another source

open to the large-size woman is the mail-order catalog. These,

too, are showing increases in sales. Most carry a full line

of clothing and offer the advantage of shopping at home.

Many women who are considered large-size are not over-

weight, but are big-boned and firmly structured. Many are

young and want clothes that are youthful and reflect a con-

temporary lifestyle. Large-size women want stylish apparel

and are becoming just as fashionable as the misses customer.

Large women want the same choices as women wearing smaller

sizes and do not want to be discriminated against because of

their size.

- _
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CHAPTER III

PROCEDURES FOR COLLECTING AND ANALYZING THE DATA

The procedure and methodology used in this study are

described in Chapter III. Included is an overview of the

sample, the data collection method, the administration of

the instrument, and the analysis of data.

Sample Selection

The participants in this study were women who shopped

in four selected large-size specialty stores in North Dallas

and agreed to complete a questionnaire while shopping. Stores

were selected by the researcher from the Dallas telephone

directory. Only those stores in North Dallas were asked to

participate. All stores were privately owned and located only

in Dallas. One store was located in a shopping mall,with the

remainder located in neighborhood shopping centers. Stores

were similar in appearance and merchandise offered. One store

carried moderate-priced merchandise, while the other three

carried moderate- to higher-priced merchandise. All stores

catered mainly to the more mature clientele, were fairly

attractive, and had attentive store personnel.

Data Collection Method

A questionnaire was used to collect data for this study.

Seventy-five questionnaires were handed out and fifty-three

19
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were completed. Three questionnaires completed by women who

did not wear size sixteen or larger were discarded. The

questionnaire was developed to obtain information concerning

clothing preferences of large-size women and their satisfac-

tion with the stores in which they shopped. The questionnaire

was divided into four parts. The first section gathered back-

ground information on the subjects regarding their age, em-

ployment, income, and dress size. The next section was de-

signed to determine the respondents' fashion-consciousness,

with the third section covering the large-size woman's cloth-

ing preferences. Clothing preferences regarding color, style,

and fabric were asked. The final section covered the women's

satisfaction with shopping sources. A complete copy of the

questionnaire may be found in the appendix.

Before administering the questionnaire in the specialty

stores, it was administered to friends and acquaintances of

the researcher, some of whom could be classified as large-

size. Responses obtained in this administration were examined

to determine the effectiveness of the questionnaire method of

obtaining the desired information. The questions were then

evaluated and revised to ensure maximum comprehension by the

actual participants.

Administration of Instrument

Store-owners were contacted in person by the researcher

and asked to participate in the study. The questionnaire was

shown to the owners at this time for approval. Dates and
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times were arranged with store owners for the administration

of the questionnaire. Surveys were handed out during weekday

afternoons after 3:00 p.m. and between 10:00 a.m. and 6:00 p.m.

on Saturdays over a period from November 11, 1978, through

November 27, 1978. Each customer who entered the store was

asked to fill out a questionnaire while shopping in the store

and return it to the researcher before leaving. During the

researcher's absence, copies of the questionnaire were left

with store personnel for them to administer. Three-fourths of

the questionnaires were administered by the researcher and

one-fourth by store personnel. One shop owner gave question-

naires to the customers to take home and fill out, but none

were returned. Shop owners were given a summary of the results

upon completion of the research.

Analysis of Data

The number of responses to each question were recorded

and compiled by the researcher. Then, each number was con-

verted to a percentage in order to describe the data. Where

more than one response could be given to a question, analysis

of data was reported by number.



CHAPTER IV

RESULTS AND DISCUSSION

The purpose of this study was to investigate the clothing

preferences of large-size women who shopped in selected large-

size specialty stores in the North Dallas area, and to deter-

mine their satisfaction with available fashion apparel and

shopping facilities. The data were collected through the use

of a questionnaire. Customers were asked to fill out the

questionnaire as they shopped. Questionnaires were then col-

lected and tabulated by the researcher. The questionnaire

was designed to obtain data that could be analyzed to deter-

mine the results of this study. Descriptive data are pre-

sented along with the results of the study.

Description of Sample

Respondents included fifty women who shopped in large-

size specialty stores located in the North Dallas area. Back-

ground information was obtained from the fifty participants

to determine age, employment, income, and dress size.

Participants were asked to identify themselves by age

group. There were no women under twenty-five who participated

in the study. Nineteen percent of the women were twenty-five

22
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to thirty-four; thirty percent were thirty-five to forty-nine.

The majority of the women, fifty-two percent, were over forty-

nine years of age.

Employment

The women in the survey indicated their present employ-

ment status. Eighty percent of the women classified themselves

as being employed part- or full-time. Twenty-two percent were

part-time employees, fifty-eight percent full-time employees,

and twenty percent were full-time homemakers.

Income

Six percent of the respondents reported a family income

of less than $10,000 a year. Forty percent said their annual

family income was between $10,000 and $20,000 a year, and

fifty-four percent classified their income as over $20,000.

Dress Size

Respondents listed the dress size usually worn. Results

are tabulated in Table I. Misses sizes were worn by the

majority, with half-sizes being the next largest category.

Eighty-eight percent of the women were in these two categories.

Only two of the respondents wore women's sizes. One respondent

wore a size 48 and one wore a size 52, which was the largest

size worn by any respondent.
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TABLE I

NUMBER AND PERCENT OF DRESS SIZES

OF RESPONDENTS

N=50

Sizes ______ Number Percent

Misses

16 18 36
18 10 20
20 5 10
22. 1 2
Total.~3~~6~8

Half-sizes

16 1/2 3 6
18 1/2 3 6
20 1/2 2 4
22 1/2 3 6
24 1/2 2 4
26 1/2 1 2
Total 14 28

Women's Sizes

48 1 2

52 1 2
Total~~2-4

Grand Total 50 100
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Fashion-Consciousness

In order to determine fashion-consciousness, the respon-

dents were asked to check the response that best expressed

how they felt about fashion. The first area covered concerned

their awareness of fashion and whether or not they followed

fashion trends and changes. The second question pertained to

fashion shows. Since it was felt that most women interested

in fashion would have attended fashion shows, this question

was believed to be a good indicator of fashion-consciousness.

Fashion Awareness

Four percent stated that they were not interested in

fashion trends at all, with twenty percent not paying much

attention unless major changes took place. Sixteen percent

read fashion news regularly and kept up-to-date on fashion

changes, although they did not always attempt to dress accord-

ing to fashion changes.

Fashion Shows

When asked whether they would prefer to see clothes

modeled on tall, slender models or on models nearer to their

own size, eighty percent of the women preferred to see fashion

show models their own size. Twenty percent, however, wanted

to see clothes modeled in the traditional manner on tall,

slender models.
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Clothing Preferences

Next, respondents were asked to indicate preferences

regarding color, brands preferred, favorite sleeve lengths,

necklines, skirt styles, and special features. The customers

also were asked to indicate preference regarding what they

most prefer to wear when at home, when shopping and for social

occasions.

Color

Many respondents stated no preferred color, while some

women listed several colors they liked to wear. Navy was the

most often-mentioned color, having twelve responses. Blue

was the second most-mentioned color with ten responses. These

were followed by brown, red, white, black, green, pink,and tan,

in descending order. Colors that were only mentioned once

were orange, lavender, and gray.

Brands

Eighty-two percent of the respondents stated that they

shopped for no particular brand of apparel. Eighteen percent

mentioned shopping for specific brands. Brands mentioned were

Mr. Alex, Mendel, Peggy Lane, and Legacy, with each brand men-

tioned by two respondents.

Pants Versus Skirts. or Dresses

Next, women were asked to indicate what type of clothing

they preferred to wear when at home, when shopping and

- - .
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finally, for social activities. Most women, eighty-six per-

cent, preferred to wear slacks at home, while only fourteen

percent would rather wear a dress or skirt. Pants again were

more popular for shopping,with seventy-six percent of the

women wearing pants and twenty-four percent a skirt or dress.

When it came to social activities, eighty percent of the re-

spondents would prefer a dress or skirt and twenty percent

preferred pants.

Sleeve Length

When asked which sleeve length was most favored, some

respondents checked more than one response. Choices given

included sleeveless, cap, short, long with a cuff or band,

and long without a cuff or band. The most favored sleeve

length was the long sleeve with a cuff or band. It was

favored by thirty-three women. The short sleeve was favored

by twenty women, and the long sleeve without a cuff or band

was indicated by twelve respondents, The sleeveless and cap

sleeve were the least popular. The sleeveless was mentioned

by five women,with the cap sleeve being preferred by only

three.

The next question asked if there was a sleeve length

which was rarely or never worn. Twenty-four respondents

indicated that they rarely or never wore a sleeveless outfit,

nine did not wear a short sleeve, seven a cap sleeve, and two

women did not like the three-quarter length sleeve.
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Neckline Shape

Forty-four percent of the respondents indicated that

they preferred to wear a V-neckline,,with thirty percent

selecting the round neckline. Six percent liked a cowl

neck and twenty percent had no preference. One neckline,

the square neck, was not chosen by anyone.

Skirt Style

This question asked the women to choose the skirt

style they would rather wear. The A-line was the most

popular skirt style, with fifty-six percent of the women

selecting it as their favorite. The gored skirt was chosen

by fourteen percent, the pleated skirt by ten percent, the

gathered skirt by four percent and the straight skirt by

six percent. Ten percent of the respondents stated no pre-

ference concerning skirt style.

Clothing Features

Respondents were asked to check one feature in each

category that they liked best, as it related to dresses

and sportswear. A complete breakdown of results can be

seen in Table II.

Pockets were chosen over no pockets by sixty percent

of the women, while fifty-eight percent preferred an

elastic pull-on waist to a zippered waist with a band.

Sixty-two percent preferred a solid color fabric over

..
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TABLE II

PREFERRED CLOTHING FEATURES

N=50

Features Number Percent

Pockets 30 60
No Pockets 8 16
No Preference 12 24

Elastic Pull-on Waist 29 58
Zippered Waist with a Band 11 22
No Preference 10 20

Solid Color Fabric 31 62
Fabric with a Design or Print 8 16
No Preference 11 22

Knitted Fabric that Stretches 30 60
Woven Fabric that does not Stretch 9 18
No Preference 11 22

Collar 32 64
No Collar 5 10
No Preference 13 26

Outfit with a Jacket 35 70
Outfit without a Jacket 3 6
No Preference 12 24

Light Colored Fabric 7 14
Dark Colored Fabric 24 48
No Preference 19 38

Mix and Match Sportswear 27 54
Coordinated Outfit 13 26
No Preference 10 20



30

fabric with a design or print. Knitted fabric was favored

by sixty percent of the women, with only eighteen percent

preferring a woven fabric that does not stretch. Most of

the women wanted their garments to have a collar. Only ten

percent did not prefer a collar. Seventy percent of the re-

spondents wanted an outfit with a jacket,and forty-eight

percent chose a dark-colored fabric over a light-colored

one. The color responses possibly could have been influenced

by the fact that the survey was conducted during the winter.

Finally, more respondents preferred to purchase mix and

match sportswear over one outfit that was already coordinated

and sold together.

Apparel Satisfaction

This section of the questionnaire was designed to deter-

mine the customers' satisfaction with apparel carried by

retailers. Questions were asked concerning prices, styles,

and complaints about available apparel.

Prices

Forty-six percent of the women felt that there was a

need for more moderate-priced merchandise,and thirty-six

percent felt that quality garments were much too expensive.

Eighteen percent felt that the price of garments seemed in

line with the merchandise thatwas offered.
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Desired Styles

Most women stated that they were eventually able to find

styles that they wanted. Sixty-two percent stated that they

could "sometimes" find styles they wanted, with twenty-two

percent saying that they could "always" find styles they

wanted. There were sixteen percent who said that they

"rarely" found styles that pleased them.

ApparelComplaints

Respondents checked complaints they had regarding

clothing for their size. Respondents could check any number

of the complaints listed or add additional complaints. Refer

to Table III for a listing of complaints checked.

TABLE III

CLOTHING COMPLAINTS

Clothing Complaints Number of Responses

Prices too High 23
Styles Unattractive 22
Limited Selection 22
Poor Workmanship 14
Poor Fit 12
Limited Colors 8
Other (poor fabric quality) 1
No Complaints 9

-
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Major complaints were that styles were unattractive,

prices were too high, and there was a limited selection of

merchandise. Poor workmanship, poor fit and limited colors

were the next three common complaints. Nine women had no

complaints regarding the merchandise and one woman wrote in

that fabric used in the large-size garments was of poor

quality.

Difficulty Locating Stylish Apparel

Respondents were asked to indicate the types of clothing

that they had difficulty finding. More than one type of

apparel could be checked by the respondents. A list of

clothing checked and number of responses is revealed in

Table IV.

TABLE IV

CLOTHING THAT IS DIFFICULT TO LOCATE

Clothing ' Number of Responses

Formal Wear 15
Dresses 21
Foundation Garments 13
Pants 16
Jeans 14
Coats and Jackets 8
Blouses 7
Skirts 8
Other (2-piece suit) 1
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Dresses were the type of clothing that was most diffi-

cult for respondents to find, Pants, jeans, formal wear, and

foundation garments were the next most frequently mentioned

clothing that was hard to find. All received about the same

number of responses. In descending order, coats, jackets,

skirts, and blouses were listed. One respondent indicated

that she had trouble finding a two-piece suit,and showed

this by adding it to the questionnaire.

Satisfaction with Shopping Facilities

The remaining questions concerned customer satisfaction

with shopping facilities. Respondents were asked which

sources they most preferred, and were asked to add any com-

ments regarding these sources.

pp ing Sources

Specialty stores and department stores were the most

popular means of obtaining clothing. A further list of

these stores, along with discount stores, mail-order and

home sewing, is detailed in Table V.

Six percent of the respondents indicated that they

never shopped in specialty stores, even though all respon-

dents were in a specialty store at the time they completed

the questionnaire. There were no respondents stating that

they never shopped for clothing in department stores. Since

.
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TABLE V

PREFERRED METHODS OF OBTAINING CLOTHING

Method Often Sometimes Rarely Never

No. Percent No. Percent No. Percent No. Percent

Department Stores 23 46 21 42 6 12 - -

Discount Stores 7 14 18 36 10 20 15 30

Specialty Stores 26 52 13 26 8 16 3 6

Catalog 1 2 9 18 11 22 29 58

Home Sewing 6 12 11 22 12 24 21 42

most of the respondents taking this survey were in a high

income bracket, they probably shopped for better clothes,

which could be why discount, catalogsand home sewing were

not as popular as department and specialty stores.

Preference of Shopping Source

Respondents were asked which method of obtaining

clothing they most favored, and why. Specialty and department

stores were the most frequently mentioned ways of obtaining

clothing. Thirty percent had no preference concerning shopping

sources. Refer to Table VI for a complete list of shopping

sources.
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TABLE VI

PREFERRED SHOPPING SOURCE

N=50

Preferred Source Number Percent

Department Store 10 20

Discount Store 2 4

Specialty Store 16 32

Catalog 1 2

Home Sewing 6 12

Other -

No Preference 15 30

Total 50 100

The reasons given for shopping at specialty stores were

better size range, higher quality merchandise, attractive

styles, larger selection, convenience, and more individual

attention. The reasons given for shopping at department stores

were more merchandise to select from, convenience,and better

prices. Two women felt there was not enough sales help at

department stores, and that sales personnel were indifferent to

their needs. Five women preferred to sew their clothes at

home in order to achieve better fit.
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One respondent mentioned that price was a factor in home

sewing. One said that she preferred discount stores, due to

their low prices, and one woman shopped through mail-order

catalogs in order to avoid embarrassment. Twenty-four women

did not answer this part of the question.

The final quest ion asked women to comment concerning

stores where they shopped or apparel that they purchased.

Only eleven respondents, twenty-two percent, wrote in comments.

These comments included the following.

1. Seven respondents stated that clothing prices are

too high.

2. Five women felt that clothing for large sizes is

not youthful enough.

3. One respondent wanted more clothes for the shorter

large-size figure.

4. One respondent wanted more clothes for the taller

large-size figure.

5. More personal attention in department stores was

desired by five respondents.

6. Three women wanted to see more large-size specialty

stores in Dallas.
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CHAPTER V

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

The purpose of this study was to investigate the clothing

preferences of large-size women shopping in four selected

large-size specialty stores in North Dallas and to determine

their satisfaction with available fashion apparel and shopping

facilities. Fifty questionnaires were used to obtain results

for the study.

A questionnaire was developed to collect the data to be

analyzed. The majority of the questionnaires were handed out

by the researcher, although some were given to the customers

by store personnel. Customers were asked to fill out the

questionnaire while they shopped. Only those questionnaires

completed by customers who wore at least a size sixteen were

used; three were discarded. The survey consisted of four parts.

The first acquired background information about the respon-

dents for classification purposes, the second determined the

fashion-consciousness of respondents, the third section iden-

tified respondents' clothing preferences, and the final section

concerned the types of stores preferred by the large-size

women.

The number of responses to each question were recorded

and compiled by the researcher. Then, each number was con-

verted to a percentage in order to describe the data. Where

37
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more than one response could be given to a question analysis

of data was reported by number.

The sample consisted of fifty women twenty-five years of

age and over. Twenty percent were full-time homemakers,

twenty-two percent part-time employees and fifty-eight percent

were full-time employees. The smallest dress size worn was

a 16 and the largest a 52. Sixty percent of the women kept

up-to-date on fashion changes, although they did not always

attempt to dress according to changes. The majority, eighty

percent, wanted to see fashion shows with models their own

size.

Blue was the most preferred color. The distribution be-

tween navy and blue was almost equal. The majority of the

respondents felt that styles were unattractive, prices of gar-

ments were too high and there was a limited selection of gar-

ments from which to choose. Ninety-two percent did not have

a particular brand of dress or sportswear that they preferred,

but Mr. Alex, Mendel, Peggy Lane and Legacy were brand names

mentioned by the remaining respondents.

The preferred apparel for home and shopping was pants.

However, for social occasions, eighty percent of the women

preferred to wear a dress. Long sleeves with a cuff or band

and short sleeves were the most popular sleeve length. There

were twenty-four respondents who never wore a sleeveless top.

The most popular necklines were the round neck and the V-neck.

Fifty-six percent of the women preferred the A-line skirt.
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The following clothing features were favored by the majority

of the respondents; pockets, elastic pull-on waist, solid,

dark-colored fabric, knitted fabric that stretches, an outfit

with a collar, an outfit with a jacket, and mix and match

sportswear.

Most women felt that quality garments were too expensive

and that there was a need for more moderate-priced merchandise.

Sixty-one percent of the respondents answered that "sometimes"

they were able to find styles that they wanted, with twenty-

two percent answering "almost always." Of course, from this,

it is still not known how long they had to look for attractive

styles or how many stores they visited before making a pur-

chase. Formal wear, dresses, foundation garments, pants and

jeans were the most difficult types of clothing for the women

to find.

The most popular methods of obtaining clothing were de-

partment stores and specialty stores. Forty-six percent

shopped at department stores regularly and fifty-two percent

shopped at specialty stores regularly. Six percent of the re-

spondents indicated that they never shopped in specialty stores,

even though all respondents were in a specialty store at the

time they completed the questionnaire. This could be explained

by the possibility that some women were shopping with friends

or relatives at the time they completed the questionnaire. It

is also possible that some respondents did not understand the

meaning of the term "specialty store."
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Catalog sales and home sewing received the lowest per-

centage of replies. Reasons given for shopping at specialty

stores were better selection of merchandise, convenience,

attractive styles, individual attention, wider coverage of

sizes and better quality.

Conclusions

Based on the data obtained, the conclusions are as

follows.

1. Large-size women have certain preferences concerning

the clothing they purchase.

2. Large-size women have preferences concerning sources

where they shop.

Recommendations

The following recommendations are made based upon the

findings and conclusions of this study.

1. Further research is needed in order to determine

the clothing preferences and shopping habits of large-size

clothing wearers under the age of twenty-five.

2. Research, for comparative purposes, into the

preferences and shopping habits of those large-size women

in the lower income bracket or those who shop in another

area of the city should be carried out.
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3. Research, for comparative purposes, of women who

purchase apparel in department stores anidthose who shop in

large-size specialty stores is needed to determine if there

is a difference in clothing preferences of these two groups.

4. Individual studies of each of the various ways that

large-size women use to obtain clothing could be further re-

searched and studied. Examples of these would be discount

stores, home sewing, catalogs and department stores.

5. Various fitting and alteration problems of large-

size women should be researched.

6. A study of participants in weight reduction groups,

such as Weight Watchers, Schick Weight Control, and Pat Walkers,

to determine apparel and shopping preferences should be done.

7. Further research into what large-size women look

for in shopping facilities and store convenience should be

conducted.

_ a
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CLOTHING PREFERENCE QUESTIONNAIRE

Please read each question and check the best response for you.Your responses will remain confidential.

1. Check the following regarding your employment.
a. Full-time homemaker
b. Part-time employee
c. Full-time employee

2. Check the age group which includes your age.
a. __Under 25
b. 25-34
c. 35-49
d.~~~~~_Over 49

3. Which of these brackets includes your family income?
a. Less than $10,000
b. _ $10,000-$20,o00
c. More than $20,000

4. What size dress do you usually wear?

5. Which of the following best expresses how you feel about
fashion?
a. I read fashion news regularly and keep my wardrobe

up-to-date.
b. I keep up-to-date on fashion changes, although I

don t always attempt to dress according to changes.
c. I don't pay much attention unless major changes

take place.
d. I am not interested in fashion trends.

6. When viewing a fashion show, which type of model would you
prefer to see wearing the clothes?
a. Tall, slender models
b.~ Models your own size

7. Check any of the following complaints you may have about
clothing in your size.
a. Styles unattractive e. Limited selection
b. Prices too high f. Poor workmanship
c. Poor fit g. Other (indicate)
d. Limited colors h. No complaints

8. Do you have a favorite color or colors which you like to
wear? If so please indicate.

43
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9. Are there any particular brands of dresses and sportswear
which you look for when you shop?
a. Yes
b._No
If yes, please list

10. Which of the following do you prefer to wear?

Shopping
Social

Activities

Pants
Dress or skirt ~ ~~~~~~

11. Check the type or types of sleeve lengths you most like
to wear.
a. Sleeveless
b. Cap
c. Short
d . Long with a cuff or band
e. Long without a cuff or band

12. Is there any sleeve length which you rarely or never wear?
If so, please indicate

13. Check the type of neckline you most prefer to wear.
a. Round neck d __Cowl neck
b. Square neck e. Other (indicate)__
c. V-neck f. No preference

14. Check the type of skirt
a. Pleated skirt
b. ___A-line skirt
c. Gathered skirt
d. Gored skirt

you most prefer to wear.
e. __ Straight skirt
f. _ Other (indicate)
g. _ No preference

15. In selecting dresses and sportswear, check one feature in
each category that you like best.

a. Pockets
No pockets
No preference

b. __ Elastic pull-on waist
Zippered waist with a
band
No preference

c. Solid color fabric
Fabric with a design
or print
No preference

d. Knitted fabric that
~ ~stretches

Woven fabric that
doesn't stretch

_____No preference

e.. _ Collar
No collar

No preference

f . Outfit with a jacket
Outfit without a jacket
No preference

At Home
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g. Light-colored fabric
Dark-colored fabric
No preference

h. Mix and match sportswear
One outfit that is already
coordinated and sold together
No preference

16. Check how you feel about the prices of garments in your
size.

a. Quality garments are much too expensive.
b. There is a need for more moderate-priced merchandise.
c. Prices seem pretty much in line with merchandise

offered.

17. How frequently are you able to find styles that you want?
a. Almost always
b. Sometimes
c. __ Rarely
d. Never

18. Which types of clothing do you have difficulty finding?
a. Formal wear
b. _ Dresses
c. Foundation garments (girdles and bras)
d. Pants
e. _ Jeans
f. Coats and jackets
g.__Blouses
h. ~Skirts
i.__Other (indicate)

19. Which of the following ways do you obtain clothing and
how frequently?

Often Sometimes Rarely Never

Department stores

Discount stores ~ ~
Specialty stores ~
Catalog (mail-order)
Home sewing
Other (indicate) -~~~-

20. Which of the preceding ways to obtain clothing do you
most prefer?

Why? ~ ~

21. Do you have any comments you would like to add concerning
stores you shop or clothing you purchase?

,«
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