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CHAPTER I
INTRODUCTION

Consumers todsy do not always find it easy to obtain
the specific type of ready-to~wear dresses which they wish
to buy at the prices which they are able or willing to pay.

Consumers may buy all of their clothing in the market,
either by purchesing ready~to-wear garments or by purchasing
materlals To be fashioned into garments in the home. It is
not always easy for the consumer to satisfy her desires in
the local market. Dresses to be found 1n these markets do
not always meet her price range, size, quality, or style.

The lack of knowledge pertaining to the needs and buy-
ing habits of the purchaser ie responsible for many of the
problems of the consumer and of the producer. It is to the
advantage of both the manufacturer and the consumer to know
what is demandgd by the consuming public. The consumers
would benefit because producers and manufacturers would be
considering these Iactors in the production of ready-to-wear
garments. Also, Doth time and money would be saved by both
wioleselers and retallers if they possessed such information.

At present, the studlies of consumers' purchesing habilte
cover only a limited number of commoditlies which seem to

benefit the manufacturer or merchant rather than thé consumer.




Usually only such Information as that which will be benefil-
cial to the merchant 1s made known to the buying public,
Possibly if manufacturers and producers knew whet the cone
guming public wanted, that would Influence the kind and
anount of informatlon they would be willing to give the
prospective buyers of thelr merchandlse.

Studles attem@ting to gather such Information have been
made by Phelps in Minnesotal,? and Thor in Wisconsin.® One
of Phelps's studles was made as early es 1920; the other, in
193¢. Thor's study of the purchasing desires and hablts of
Wisconsin women was mede in 1933.

The first study by Fhelps, in 1920, was of the purchas-
ing habits of Hinnesota housewives and professional women.
The questionnaire method was used to obtaln information re-
garding service dresses. Of 1,500 to 2,000 questionnalres
sent out, about 78% were used to complle the results: and
the following observations were made: {1) wool wes used more
wldely bthan silk for service dresses in Minnesota's northern
climate; (2) 55 per cent of all wool dresses purchased were

made of serge; (3) 50 per cent of all silk dresses were made

lithel L. Phelps, "A Study of Clothing Purchasing
Habits," Journal of Home Economics, XII (1920), 491-495.

2Ethel L., Phelps, "A Study of Certain Factors Related
to Consumer Choices in the Purchase of 3ilk Btreet Dresses
and Yard Goods," Journsl of Home Economlcg, XXXI (1939),
5035~398, '

®Esther K. Thor, "How Women Select Dresses," Journal of
Home Economics, XXV (1933}, 573-576,




of either taffeta or satin.4

In the more recent study, 1938, Phelps interviewed 294
Minneapolis women to determine thelr practlces in selecting
sllk dresses. During the interview, a questionnalre was
filled out to determine what factors influenced the buylng
of reasdy-to-wear, dressmaker-made, Or homemade dresses. As
a result of thls study, Phelps made the followling observa-
tions: (1) the popularity of reasdy-to-wear garments was
shown by each person's having an average of between four snd
five ready~-to-wear dresses as compared wlth the seven or
eight dresses owned per person; (2) employment outside the
home dld not appear to affect the practice of'purchasing
ready~to-wear, since similer usage was reported by both the
enployed and the unsmployed women.o

The third study, that by Thor in 1933, made use of the
observabtion method. OConsequently, the aétual purchese of
ready-to-wear by two hundred customers was observed. This
study revealed (1) that 25 per cent of the two hundred cus-
tomers were sale customers and 75 per cent were "no-sale"
customers; (2) that 94.4 per cent of the customers, defi-~
nitely stating prices, asked for $16.75 dresses, which were
the cheapest In the department but which, according to pre-

vailing prices, were medium-priced dresses; (3) that almost

4Phelps, Journal of Home EZconomics, XII (1920), 492-494.

SPhelps, Journal of Home Economlcs, XAXI (1939), 393-398.




90 per cent of the two hundred customers specifiied the colors
of the dresses they wighed to buy end that twenty-nine of
the eighty-three "no-sale" customers specifylng colors
refused to buy bscause they could not secure the color de-
sired.®

The purpose of the present study 1s to observe how the
consumers select ready-to-wear dresses in a small oil town,
which hed s populetion of 3,336 in June, 1940. These women
‘represent different known incomes ($140.00 to $425.00 per

month) snd have accems to the seame stores.

Sthor, op. cit., pp. 573-576.




CHAFTER II
METHOD OF DETEARNMINING CONSUMER BUYING HABITS

Denver City, Texas, started its oll development in
October, 1938. This resulted from the estaeblishment, in the
midst of an oil field, of an oil camp with 1ts subsequent
demands for supplies. In order to supply these demands,
stores were opened and the town developed rapidly. In No-
vember, 1938, a post office was established at Denver City.
At that time, there wés only one school in the district, a
two-room frame bullding st 8ligo, fifteen miles distant.

A combination grade- and higheschool brick bullding was
completed in Sligo in August, 1939, to accommodate the chll-
dren of Sligo end Denver City. With the continued repid
growth of the oll town, emergency pléns were made for a
freme grade-school bullding in Denver City. This grade
school was completed in October, 12%89; and a brleck hlgh-
school gymnasium was started in Nay, 1940.

Before the oil boom at Denver City began, Sligo was a
small, two-bteacher school which accommodated fifty-two chil-
dren of rencimen during 1837-1938. Thls school filrst began
growing in 1938-1939, when five teachers were required for
the scholastics. In the following school year, 1939-1940,

twenty-one teachers were employed for 517 students. The




school census taken in March, 1940, for the approsching
school yeer of 1240-1¢41 showed a scholastic enrollment of
754, or 45.8 per cent Increase over the 1939-1940 enroll-
ment. |

Of the 287 familieg which were represented at the Den-
ver City High Schocl during the 1939-1940 school term, only
13 per cent (thirty-seven) had some type of sewing machine
in the home. It ils justifisble to assume that the ratio in
the grade achool, in which 1,009 families were represented,
was even gmaller, since the homes had not been established
for as long a time. From this, 1t is obvious that 1t 1is
almost impossible for all women of Denver Clty to have home-
constructed dresses; consequently, it was of interest to
determine how the ready-~to-wear dresses were purchased and
what prices were pald for.them,

In September, 1939, it was observed that Denver City
stores carried only men's clothing and women's house dresses.
Ag a result, the stores in the nelghboring towns were ob-
gerved in order bto study the consumers and the kinds of mer-
chandise carried. Sesgraves, fifteen miles distent, appsesared
to offer an opportunity to study consumer praectices; but this
plan was ineffective when it was found that the shops there
did not carry popular-priced merchandise, which would be
essential in 2 study of consumer practices., A similar attempt
was made at Brownfield, but consumers there were found to be

chiefly from the ranches and therefore not typical of the.




women im an oll town. In the meantime, September and Oc-
tober, dress shops had been established in Denver City. How~
ever, 1t was not until Novewber that popular-priced merchan-
dise was introduced. A preliminsry study was made in Denver
City in Hovember to determine the advlisabllity of an inten-
give study of the buying practices found in an o0il cormunity.
Ag a result, an independent store located in the town was
chosen for the study. The presldent of the local Retail
Merchants Assoclation classiflied the store as being rellsble
and under experienced manzgement. The dress stock at the
beginning of this gtudy showed an average of slx hundred
dresses, divided equally among price groups of $7.95, $10.95,
$16.95, and $29.95.

The mansger of the store in which the study was made
permitted the investigator to pose asg an employee and bto
appesr to be agsisting clerks and customers. However, no
sale was made unless the customer definltely requested 1it;
this occurred on epproximstely fifteen occeaslons. Two full=-
time ssleswomen were employed in the dress department of
thls store. The procedure followed by the investigaltor was
to observe the customer clogely from the time she entered
the store untll she left. As soon as the ssle was completed,
the customer's remsrks were recorded onm a special form card.l
The check list on thils card was dstermined aftsr two tenta-

tive sets were used during the prelimlinary studies. These

13se Appendix, p. 57.




cards contained sbbreviasted questions concerning the informa-
tion which was desired. The clerk who took charge of the
customers also helped %o supply the desired information.

The data reported in this study were collected during
a five-month period of time, January until June, 1940. No
date were collected during December because the astore was

conducting & sale,




CHAPTER II1I
DIBCUSSION OF RESULIS

The investigabtor observed 215 women whlle they looked
at or tried on dresses in a Denver Clty, Texas, stors. In
order to famcilitate the analysls of these dats, the customers
are divided into two groups, the sale and the no-sale group.
The sales customers, bthose who bought dresses, totaled 130,
or spproximabely 60 per cent of the total number, as ﬁill
be seen by Table 1, as compsred with Thor's study in which
only 25 per cent of the two huhdred women were sales

customers.t

'TABLE 1

THE NUMBER AND PER CENT OF 215 CUSTOMERS WHO DEFINITELY
STATED THE PRICE DESIAED, WHO PARTIALLY STATED THE PARICE
DESIRED, WHO DID NOT STATE THE PRICE DESIRED; AND THE
NUMBER AND PER CENT OF EACE GROUP TO WHOM
SALES WERE OR WERE NOT MADE

‘ o Customers
Hequest for Sale No-Sale Total
Price No, | Per Cent | No. |Per Cent] No, | Fer Cent

Definitely

stated + + 81 58.6 55 40,4 - 136 63.3
Partlally .

stated « + o 3 607 24 303 61 28.3
Not stated . . |_l& 6647 <) 3G e & 18 B4

Total 130 6045 85 395 215 100.0

Ihor, op. cit., P« 574.
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Ag shown by the table, 136 customers, or 63.3 per cent of

the total 215 studled, specified the price garment they
degired; of this group, 5%.6 per cent (eightyuone) purchased
dresses. This percentasge was larger than in Thor's study,

in which only about one-third of the customers definltely
stated the price they desired to pay.z In the present study,
60. per cent {thirty-seven) of the sixzty-one women partially
stating the price they desired to pay purchased dresses. 4
fact still more sstonishing is that 66.7 per cent (twelve)

of the eighteen not stating any price at all nevertheless
purchased dressges.

Customers who definltely stated the price did not always
ask for dresses which were In stock. For this resson, the
111 customers asking for dresses which were in stock are
discussed separately from the twenty-five definltely asking
for dresses at other price levels. Of those 111 customers,
58 per cent (sizty-four) bought dresses. Almost 50 per cent
(fifty-four) of these customers called for $7.95 dresses,
which were the cheapest in stock. Thilis number ls in sharp
contragt to the 90 per cent who asked for the lowest priced
dresses in Thor's study.s However, a8 wasg previously reported
in the introduction, the lowest priced dress in Thor's study
was $16.75, as compared to $7.95 in this sbudy. In the

present study, 61 per cent (thirty-three) of the fifty-four

2101d. 3Tbid.
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‘women asking for $7.95 dresses were sales customers. About
the same result was noted in the sale of $10.95 dresses,
since 60.7 per cent (seventeen) of the twenty-elght =asking
for this priced dress made purchases. Ten, or 52.6 per cent,
of the nineteen women asking for $16.95 dresses bought them.
Only 40 per cent (four) of the ten women asking for the
$29.95 dressss purchased them; these wers the highest priced
ones stocked by this retaill store. Table 2 summarizes the

data on these groups. Apparently, the women asking for and

TABLE 2

THE NUMBER AND FER CENT OF 111 CUSTOMERS WHO STATED THE
FPRICE OF DRESS DESIHED, AT §7.95, $10.95, $16.95,
AND $20.95, AND TEE NUMBER AND PER CENT OF EACH
GROUP TO WHON SALES WERE OR WERE NOT MADE

Price Cugtomers
Sale No=-Sale Total
Requested T et oL Fer Cent| No., | Fer Cent
$ 795 . 0 .. | B3 61.1 21 3849 54 48.6
10.85 4+ « & 17 80.7 11 33.3 28 25.3
16.95 ¢ v &« » | 10 52.6 9 47 .4 19 17.1
29,95 « + . . 41 40.0 6 80.0 10 9.0
Totel 64 877 47 4243 111 100.,0
o

purchasing $7.95 and $10.95 dresses knew what they wented
and were sgatlsfied with the dresseg shown them.

Of the 215 customers observed, 23.3 per cent (sixby-one)
partially stated the priced dress they desired to buy. 4
reguest by & customer for a low-, medium~, or high~priced

dress was considered as partial indication of the priced
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dress she desired. Data on these customers are presented

in the following Table 3.

TABLE 3

THE WUMBER AND PER CENT OF 61 CUSTOMERS WHO STATED THEY
WANTED A LOW., MEDIUM-, OR HIGH-PRICED DRESS, AND THE
NUMBER AND PER CENT OF EACH GROUP TO WHOM
SALES WERE OR WERE NOT MADE

Customers
Price Sale No-Sale | Totel
Reguesated Mo, | Per Cent | No. [Fer Cent | No., jPer Cent
Low ¢« « ¢ . 14 B2.4 3 17.6 17 2709
Medium .« + & 25 52.3 21 477 44 T2.1
High . '] » * LI . . » . . * » * « L]
Total a7 6047 24 593 61 100.0

Of these gixbty-one customers who partislly stated the
desired price, 61 per cent (thirty-seven) bought dresses.
0f the seventeen asking for low-priced dresses, 82 per cent
(fourteen) purchased one; and 52 per cent (twenty-three) of
the forty-four who agked for medium-priced dresces were also
sales customers. Therefore, 60 per cent of the women who
were indefinite as to the exact prlce they wished to pay
for a dress purchased the one displayed. Of the sales cus-
tomers, 60.7 per cent {thirty-seven) asked for cheap or
medium-priced dresses. While 37.8 per cent (fourteen) asked
for cheap dresses, sbout one-third (five) of them pald $10.95
for thelr purchases; the remaining two-thirds (nine) paid

$7.95. Of 62.2 per cent (twenty-three) ssking for medium-
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priced merchandise, one-fourth (six) purchased §10.95 dresses;
three-eighths (m.ine) paid as much as $20.95 for "medium-
priced" dresses. Approximately an equal number of women con-
sidered $10.95 dresses as mediuvm-priced or cheap merchandise.
But none of the purchasers consldered $16.95 or $29.95 dresses
as cheap. However, about 20 per cent of the entire number
partially stating prices consldered a $29.95 dress as being

of medium price range. This suggests that these women prob-
ably represented the purchasers from the highest income level.
The reason more customers did not indicate prices may have
been that they saw the dresszes hanglng on récks with the de-
gired price sign consplclously displayed. Among the non-
purchasers were probably "lookers," women who did not intend
to buy; so they were not concerned about the prices. Hany
others probably knew the price renge of the merchandlse car-
ried by the stors.

Although 8 per cent (eighteen) of the 215 customers
observed gave no indication of the price of dress desired,
two-thirds (twelve) of them were sales customers. Of the
twelve purchasers, three bought §7.95 dresses, three pur-
chesed $10.95 dresses, two took $16.95 dresses, and three
purchased $29.95 dresses. The only customer observed who
purchased more than one garment bought one $29.95 dress and
five $16.95 dresses. Table 4, on the following page, shows
data on this group and also on customers who requested dresses

in a price range not stocked.
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TABLE 4

THE NUMBER AND PEK CHENT OF 43 CUSTOMERS WHO DID NOT STATE
THE PRICE DESIRED AND THE NUKBER AND PER CENT WHO GAVE
THE PRICE OF DRESS FROM $3.95 TO $15.00, WITH THE
NUNBER AND PER CENT OF EACH GROUP TO WHOM
SALES WERE AND WERE NOT MADE

Customers
Viscellany Sale ¥o~-Sale Total
No. | Per Cont| No. |Per Cent | No. | Per Cent
Not stated . 12 66.7 5 353 18 41.9
Other amounts
(§3.95 to _
515,00} o 17 68.0 g 52.0 25 58.1
Total 29 67.4 14 32.6 43 100.0

Bven though 12 per cent (twenty-five) of the 215 cus-
tomers definitely requested 2 priced dress which was not
stocked, 68 psr cent (seventeen} bought dresses. Two-thirds
(twelve) of the seventeen women paid only $7.95 for dresses;
two pald $10.95; one pald $16.95: and two purchased $29.95
dresses. 0Of the women buylng dresses, fourteen asked for
dresses prlced at less than $7.00 and three asked for garments
priced between $7.00 and $15.00.

It 1s evident from Tables 2, &, and 4 that sixty-four
of the women statirng the price of the dress desired pur-
cheged one; thirty-seven of those partially stating the
price purchased a garment; and twelve of those not indicating
the price of dresses stocked bought one. These figures are
29 per cent, 17 per cent, and 5.6 per cent, respectively, of

the total number of cusitomersg observed. It may then be
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stated that when a customer knows what she wants to pay for
o dress, she is more likely to purchase than when she is in-
definite sbout price.

Teble 5 presents the data concernlng the customers who
definitely stated a desired price, who purchased dresses at

the price requested, and who purchased dresses at other prices.

TABLE 5

THE NUMBER AND PER CENT OF 64 PURCHASERS STATING A DEFIRITE
PRICE, WHO PURCHASED DRESSES AT THE PRICE STATED AND WHO
PURCHASED DRAESSES AT OTHER PRICES

Sales Customers
Purchesed |Purchased| Purchased {Purchased

Prices [ DXCRaseTs|”Tac 6T 610,95 | $16.95 | $20.95
Hequested [Requesting| Press Dress Dress Dress
No. Per No.{Per | No. Per | No. Per | No. Per
Cent Cent| Cent Cent Cent
$ 7.95 25| 51.6 | 14 14244 13 30.4] 6 18.42) vee - wes
10.95 17| 266 ee |eees]| 10 BE.8B 6 3IH.D 1 5.2
16.95 10 15.6 [ ) L3R I N ] . e L LN ] . 7 70.0 3 SOQO
29.95 4 6.2 [ 2% 3 LI BN AR LI QGOIC a0 [ B B IR 4& lOOQO

Total 64 1100.0 14 e 23 es s 19 sv e 8 vevenr

It ig evident that the request for a $7.95 dress did not
mean that such a priced gamment was purchased. As many cus-
tomers asked for a §7.95 dress as for all others together;
but only 42.4 per cent (fourteen) of the women asking for
this priced dress bought one. Thlsg number compsres favor-
ably with the sale of $10.95 dresses. From the customers

who tonsidered this latter-priced group, 39.4 per cent
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(thirteen) bought such dressesg; while the remaining 18.2 per
cent {six) péid $16.95 for their dresses. Of the seventeen
sales customers asking for %lb.@ﬁ dresses, 60 per cent (ten)
purchased these Gresseg; 35 per cent {six) took §16.95 dresses;
snd 5 per cent (one) paid $29.95 for the dress. Of the group
asking for $16.95 dresses, 70 per cent (seven) bought such a
garment; the remaining 30 per cent {three) pald $29.95 for
thelr dresses. Of the four sales customers asking for $29.95
dresses, 100 per cent pald thet amount for the garments. As
shown by Table 5, sboubt one-~third of the sales customers
bought a dress from the price group next higher from the one
requested; at no time did a customer pay less then the desig-
nated price. In Thor's study, only one purchaser who called
for a dress of a definlte price bought one at another price.4
About two-thirds of the 215 women observed requested
plain colors, and the remalning one-third asked egually for
printed fabrics or gave no preference. 1t is of further
Interest to observe that three-fourths of the 135 dresses
purchased were plain colors and that the remaining one-fourth
were printed ones. Of the thirty-seven customers not giéing
color preference, 60 per cent (twenty-one) of them were
sales customers. Table 6, on the following page, presents
the data concerning the number and per cent of customers who
expressed or did not express a preference as betwsen plain or

printed fabrics.

41p14.
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TABLE &

THE WNUNMBER AND FER CENT OF 215 CUSTOMERS WHO REQUESTED
BACH TYPEZ OF FABRIC AND THE NUMBER AND PER CENT OF
EACH GROUP TO WHOM DRESSES WERE S0LD

Customers Dresases Sold
Fabric Requested | _ : Total
Sale | No-8ale Yo TFor Gonk No. |Fer Cent
Flain fabric . . 87 56 143 66,5 102 78,0
FPrinted fabric . 22 13 35 1643 33 24,0
No preference . 21 18 STl 17.2 | ... ceve
Total 130 85 2151 100.0 135] 100.0

Dirferences of opinion regarding plain-colored and
printed dresses were also observed. For instance, one woman
stated that she preferred a printed dress because 1t would
not show soll as scon as the plain color. Another said that
she would not pay $29.95 for a printed dress because she
tired of one so quickly. However, sbout 25 per cent of the
dresses purchased were printed.

The welght which customers placed on cesirabllity of
color for themselves when purchasing dresses 1s shown by
Table 7, on the following page. About 83 per cent (178) of
the 215 customers specified the colors of the dresses they
contemplated buying. This 1s similar to data in Thor's
study, which states that 88.5 per cent degignated the color

desired,.®

SIbid., p. 575.
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TABLE‘V

ITHE NUMBER AND PER CERT CF 215 CUBTOMERS REGQUESTING
DEFINITE COLORS, PURCHASING DEFINITE COLOKS,
AND REFUSIEG TO BUY BECAUSE OF COLOR

Requested Purcheseq  |nefused Because
Color of Color
No.| Per Cent No.| Per Cent| Ho.| Per Cent

Navy . . .| 29 13.5 24 17.8 2 .9
Tan + « | 18 8.8 24 - 17.8 2 e
Blue » « ] 27 12.6 Y 12.6 "2 o9
Green . .| 17 8.0 14 10.4 .o see
Hoge + + «| 6 3.0 8 5.9 .o N
Aqu& » s » 11 5.0 g8 Do 2 )
Black . .| 15 7.0 7 D2 1 D
Pim{ * . L] 8 400 7 502 L ] LN ]
Beige . . 11 b.0 6 4,4 .. o
White " * 5 2.5 5 3"‘? [ 3% ] L N
Lavender . 5 2eB 5 K § .s "o
Wine v o+ # 7 502 4 340 l 3
G'I'ay s e & 7 el 3 Ze2 3 1.3
Red “« 9 @ 1 S e 1.5 *e et
¥eaize .« 5 Zed 1 o7 1 o5
YellOW « s 3 1.3 *s se e .. “ea
Cresam . . 1 ) . taren 1 5
Brown . . 1 D ’e ceee .o o
Any “« & » 2% 17.0 ‘e TEE 1 5

Total |215 100.0 135 10040 16 7.4

As shown by the teble, in the present study navy asnd
tan were the colors bought most freguently, as 35 per cent
(forty-eight) of the 135 customers making purchases bought
one of the two colors. Blue and green were asked for sbout
an egual nuwmber of times by 25 per cent of the customers.
About 20 per cent of the 215 asked for rose, agua, black, or

pink. The remeinlng 20 per cent bought different colors,
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beige being the leading color sold in this group. However,
of the 39.5 per cent (eighty-five) customers not buving
dresses, only 7.4 per‘cent (sixteen) of the total number re-
fuged to buy because the color dld not gatisfy them.
Urdinarily, customers knew the correct size of the dress
wnich they wore. Out of 130 purchasers, Q? per cent {115)
called for garments by the slzes degignated; and 85 per cent
(108) of the 130 bought germents of the size designated.
Tﬁor fournd that sbout 90 per cent of the Wisconsin women
knew the correct size of the dress which they wished to
| buy.5 About 40 per cent (eighty-sgeven) of the 215 customers
agked for size 16, and 41 per cent of the purchasers bought
this size. ©Bizes 14 and 18 were asked for by £9 per cent
(?hirty-seven) and 11 per cent {twelve) respectively. How-
ever, 29 per cent of the sales customers bought size 14, and
| only 9 per cent (twelve) purchased size 18. Judging from both
the slzes ssked for and the sizes sctually purchased, there
was nors demand for size 16 dresses than fﬁr sizes 14 and
18, Dete are presented in Tabls &, on the followlng page,
concerning the sizes reguested by the customers, the percent-
age purchasing the size reguested, snd the percentage of each
group to whom,Sales were made. As will be seen from & study
of this table, the fact that & women did not know the correct

gize 4id not necessarily preveni a sale, since slightly more

SIbid., p. 576.
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than half of the thirteen who did not state size neverthe-

less made purchasged.

TABLE 8

THE NUMBER AND PER CERT OF 215 CUSTOMERS DEFINITELY STATING
SIZE DSESIRED, NOT STATING SIZE DESIRED, FURCHASING SIZE
REGUESTED, AND NOT PURCHASING SIZE REQUESTED; AND TiHE
NUNBEH AND PER CENT OF EACHE GROUP TO WHOM
SALES WERE OH WERE NOT MADE

|

Customers ,
Size Requested - Sales No-8ale Tobtal
Age Bust WMo, |Per Cent | Wo. | Per Cent | No. | Per Cent
12 30 3 243 6 7.0 9 4.2
14 32 Sy 2845 16 18.8 531 24.7
16 34 54 41.5 33 3848 87 40.4
17 35 2 1.5 .e sees P e
18 56 12 0.3 12 14.1 24 11.2
20 &8 10 T 10 11,9 20 2.3
22 40 S a8 2 Zed 7 3.3
None P 'l 5.4 5] Tel 13 &6
Total 130 100.0 85 100.90 215 100.0

Those buying

size re-

q‘d@sted ) 108 8:3.1 se YRR 108 85-1
Those buying

another glze 15 11.5 - cevs 15 11.5
Those not stat-

il’lg gize 7 5.4 . EEE 7 5;4

The customers had little knowlsdge regarding trade
nemes and naterials. They reguested gabardine, chiffon,
alpaca, and crepe wilthout designating the fiber preferred.
Tne saleslady Judged the fiber desired by the price range

requested. The kind of materlial recuested and the kind
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purchased were by no means identical. Specific data on this

item sre presented in the following tebls.

TABLE 9

THE NUMBER OF CUSTOMERS KEGUESTING OR NOT REQUESTING
DEFINITE KINDS OF RATERIALS, AND THE NUMBER AND PER
CENT OF CUSTCMERS TO WHCM SALES OF MATERIALS
WEKE OR WERE NOT MADE

Cugtomers No. Sales
Eind of HMateriel Sale No-3ale Total -
o TFer Cent| Wo. |[Fer Cenk| No. | requested
Rayon
Spun rayon 28 20,7 1 1.2 29 8
Sharkskin & 4.4 4 &7 10 7
Sheer 13 9.6 ] SaD 18 13
Taffeta 2 1.5 2 243 4 &
Gabardine 4 3.0 2 Led & 2
Chiffon 2 1.5 2 2.3 4 10
Alpaca 22 16.3 10 11.9 32 15
Jersey 3 2.8 1 1.2 4 2
Molre 1 o7 2 23 S 3
Crepe 5 37 1l 12.8 16 27
.W'B.Sh&ble P s 6 a0 1 1 [} 2 1 13
Wool
Twlll 9 5.8 5 5.9 14 11
Jersey & 4.4 3 5%5) 9 S
Wool .e cese 3 35 3 8
Flannel . veos 2 2e3 2 2
Wool crepe 5 Se'7 1 1.2 6 3
BDU.Cle 2 1..5 2 2-3 4: 5
eilk
Alpaca 5] Se'7 . cene 5 .
3311k creps 4 3.0 16 114 14 31
Chiffon 3 Zed 4 4,7 7 .o
Lace 1 o7 .o eaae 1 2
Gabardine 1 7 1 1.2 z 1
?d'aSh .e 'R ‘s sas .. ‘7
Linen
Linen 4, Sl . te e 4 2
Silk linen .o cees 2 2eB 2 2
Lace 2 1.3 1 1.2 3 2
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TARLE 9--Continued

Customsrs ¥o. Sales
Eind of Materiasl Sale No=8ale |[Total Requested
o, | Per Cent | No. {Per Cent Ho.
Cotton
Byelet-embroldt
ered pique P 1.5 .. “ee e 2 1
Byslet-embroidy
ered batlasbte| 2 1.8 1 L1e? 3 2
Seersucker 3 2.8 .o “rae 3 .
Wool snd ailk .o seve 1 1.2 1 .o
None .. TR lO 11 09 lO 25
Total L35 100.0 851 100.0 220 210

in exemination of the precedlng table shows that sbout
2' per cent (fifty-eight) of the women asked for silk or
crepe. Seven per cent each reqguested alpaca, wool twlll,
sheer, or waghsble dresses. OCther materlals were asked for
less frequently. About 12 per cent (twenty-five) of the
customers dld not even agk for the materisl by its textlile
fiber. There was no oubstanding difference between the re-
quests made for dress materials by purchasers and by non-
purchasers. ©Of the 135 purchasers, 64 per cent (eighty-six)
bought rayon and spun rayon dresses. wool was second in pop;
ularity (16 per cent) and silk was thira (10 per cent). Twice
as many twill dresses were sold as any other wool filiber, while
811k slpsce was purchased moré than eny other silk fiber. In

1920, Phelps reported serge to be the most populer of the
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woolen fabricsand taffeta the most popular of the silk

fabrics,” Cotton and linen, in the present study, were sold

less frequently than any other fibers, averaging about 5 per

cent each.

Table 10 shows the obgervations made as to the types of

dresses requested by the customers, together wlth the number

in sach group that made purchases.

TABLE 10

THE NUMBER AND PHER CENT OF 215 CUSTOMERS WHO DEFINITELY
STATED OR DID NOT STATE THE TYPE OF DRESS DESIRED,
AND THE NUMBER AKD PR CENY OF BEACE GROUP 70

WHOM SALES WERE OR WERE NOT MADE

Customers
Type of Dress Sals Ko-Sale Total
No. | Per Cent | No. |Psr Cent| No. |Per Cent

Tailored 32 24.6 24 28.2 56 26.0
Flain 18 13,9 8 Ded 26 12.1
Dressy 13 10.0 10 11.9 23 10.7
Tailored sult 12 9.2 7 Be2 19 849
Zvening 11 8.5 8 7.0 17 7.9
HGone~with~the-

Wind“ 6 4.6 X 1.2 7 Bedd
Frincess 5 3.9 ve sese 5 2ed
Sport 4 Sl 4 4.7 8 ST
Redingote 3 Ced & 7.0 9 4.2
School 3 Ze3 1 1.2 4 1.9
Continuous

pleated skirt 2 1.5 .e veve 2 e
Shirtwsist 2 1.5 1 1.2 3 l.4
Two piace 2 1.8 4 4,Y 8 2.8
Maternity i 8 4 L7 5 2ed
None 16 12.3 9 10.6 25 11.6

Total 130 | 100.0 85 100.0 215 100.0

Tphelps, Journsl of Home Beonomics, XII (1920), 493.
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It 18 evident from the preceding table that the women
requesting plaln dresgses purchased teilored ones; therefore
the two groups will be combined and consldered only ss tall-
ored dresgses in the discussion. About 40 per cent (elghty-
two)} of the 215 customers asked for tailored dresses, and sl-
most 40 per cent (fifty) of the 130 seles customers bought
thlis style of dress. From 11 per cent (twenty-three) of the
total number of customers asking for "dressy" dresses, 10 per
cent (thirteen) of the sales customers bought them. Taillored
sults and formal dresses ranked next in popularity, judglng
by the number of sales. About one-ninth (twenty-five) of the
215 customers did not state any preference for any pasrticular
type of dress: vet it is evident that three-fifths (sixteen)
of them bought dresses.

About 80 per cent (173} of the 215 customers tried on
dresses in order to find those that were becoming to them.

It follows thét 20 per cent of the women were not interestsd
enough to try on dresses. Nore than 70 per cent of the women
tried on from one to three dresses; the mejority tried on
two. About 5 per cent (eleven) tried on four dresses, and
one woman tried on a3 many ag seven. The one customer who
purchased more than one garment plcked out eight dresses,
tried on_four, and bought six. Table 11, on the followlng
page, presents the specific data as to the number of women
who tried on various numbers of dresses and the number and

per cent from each group to whom sales wers msade.
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PABLE 11

THE NUMBER AND PER CENT OF 215 CUSTONERS NOT TRYING ON OR
TRYING ON FROM 1 TO 7 DRES3ES AND THE NUMBER AND PER CENT
OF EACH GROUP T¢ WHOM SALES WERE OR WERE WOT MADE

Dresses Tried | Customers
On ' Sale Ho-Sale Total
Ho. [ Per Cent | No. |[Per Cent| No.| Per Cent
None 5 12.0 37 88.0 42 19.6
One 32 61l.5 20 38+5 52 24,2
Two 50 TG4 13 20.6 63 29.3
Three 29 7643 9 237 38 17.7
Four 8 727 3 273 11 5.1
Five 1 33,0 2 87.0 3 1.3
Seven 1l 100.0 .o snaes 1 s
Total 130 6G.5 B 9.5 215 100.0

Of those who did not try on dresses, 88 per cent (thirty-
seven) did not buy; therefore, in general, those who did not
try on dresses did not make purchases. The 130 salea cus~
tomers tried on 287 dresses and purchased 135, This was sn
average of 2.2 garments trled per person and an asverage of
2.1 dresses tried on for esch one purchased. The elghty-
five non-purchasers trying on dresses tried on a total of
101 garments, or an average of 1.2 dresses per person. About
40 per cent of the non-purchasers tried on no dresses, in
contrast with 65.6 per cent of the non-purchasers in Thor!'s
study who did not try on drosses.d

The time 1t took & customer to buy or refuse to buy a

SThor, op. clite, p. 574.
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garnent was estimated on the basis of the time spent with

the ¢lerk untll the btime the customer left,

sents specific dats on this point.

TABLE 12

Table 12 pre-

THE NUMBER AND PER CENT OF 215 CUSTOWMERS SPENDING FROK
S MINUTES TO 1 HOUR IN LOOKING AT DRESSES, AND THE
NUHBER AND PER CENT OF ZACH GROUP TRYING OL OH NOT

WITH WHE NUMBER AND FER CENT

OF EACH GROUFP TO WHOE SALES WERE OR WEKE WOT MADE

TRYING ON DRESS3ES,

Customers Trying Hot
Approx=L on Trying on
Imate Sales Yo-3ale Total Dresses Dregses
Iime in No.| Per | Wo.| Per { No.| Per | NoJ Per | Ko.| Per
Minutes Cent Cent Cent Cent Cent
S fees| weee| 11[200.07 11} 5elleeud wveo! 111100.0
10 G| S3.31 18| 66.7| 2V| 12.6 | 121} 44.4| 15| 55,6
15 470 67.1 | 23] 32.9| 70| 2.5 )56 | 80.0] 14| 20.0
20 331 70.21 14| 29.8| 47f 21.91 48| 97.9 1) 2.1
25 12| 85.7 B 14.3| 14| 6.5 14 [LOOO| wel ouus
30 14| 70.0 6] 30.0] 20| 9.3 20 L00O| o vuus
40 41 44 .4 5] 55.68 9] 4+2] QN00O| wul euus
45 41 50.0 4] 50.0 Bl 3.7| 7]87.5 1) 12.5
60 71 7.8 2| 22.2 9 4.2] Q00O | sl eane
Total |1301100.0| 85[100.0| 215[100.0 073 | 80.5| 42| 19.5

As indicated by the above table, 5 per cent (eleven) of

the 215 customers spent five minutes looking at dresses, but

none of them tried on or bought a dress.

¥ost of the women,

72 per cent, declded in twenty minutes or less whether or

not they wanted a dress.

While 80 per cent of the non-pur-

chasers had made a decislon in that length of time, only

68.5 per cent {eilghty) made s purchase.

Therefore, 1t seems




A

that 1% takeé longer for a person buylng e dress to make a
declsion than it takes a non-buyer. Of the women not trying
on dresses, 97 per cént rejected the garments in twenby min-
utes or less. These women requested definite prices, colors,
and style of dresses; and when there were none to show them,
they did not linger %to look at others. There were also
women in this group who guickly decided that none of the
ready-to-wear dresses sulted them. These cugtomers, more
than likely, hed no intentions of buying when they entered
the store but were "just looking.” One customer took more
time and stayed forty-five minutes without trying on a dress.
Since she spent her time criticlzing the dresses she saw, she
too apparently ceme in wilth no ldea of purchasing e garment.
The effect of a companion or companions upon s customer
looking for a dress 1s shown In Table 13, on the following
page. About 50 ver cent (107) of the customers came alone;
eighty-four of thies number, or 39.l1 per cent of the total
215, purchased dresses. The next largest buying group was
the customer accompanied by ané women friend. There were
elghty-one of them, =2né 14 per cent {(thirty-one) of the
group bought dresses. About one-half of the remaining
twenty-seven, who were accompanied by & man, a daughber, a
mother, or two friemnds, purchased cresses. About 50 per
cent (108) of the customers were accompanied by from one to

three persons. This figure is in accordance with Thort!s®

o
“Ibid.




findings except that & larger proportion of those who pur-
chased, in this study, had no shopping companions. The

above date are summarized in the following table.

TABLE 13

THE NUMBER AND PER CENT OF CUSTOMERS ALONE AND ACCCMPANIED
BY COMPANIONS, wITH THE NUNBER AND PER CENT OF BACH GROUP
TO WHOM SALES WEREE OR WERE NOT MADE

Tumber Customersg
Acgompanying Sale No-S8ale Total
ustomers Ho. Fer Cent| No. | Per Cent| No. |Per Cent

Alone + . . . 84 39«1 PG 10.7 107 49,8
One female . 31 14.4 50 22.5 81 37
TWO fem.ales . 2 09 e TR 2 19
iother .+ o . 6 248 4 1.9 1C 4.7
Dagughter . ., P ] 2 o2 4 1.9
Male + « ¢« o 5 2.3 6 2.8 11 5.0

Total 130 60 .4 85| 39.6 | 215 | 100.0

In this study, a toltal of 135 dresses was purchased oy
130 sales customers, these purchases being sbout egually di-
vided emong $7.95, $10.95, $16.95, end $29.95 dressesy while
Thor found that with successively higher-priced dresses,
fewer were bought. The low price in Thor's study is third
in price range in this study.l0 Table 14, on the following
page, presents the dabta concerning the number of plain or
printed dresses purchesed in each price group, together with
the method of payment, either by cash or by a down payment.

According to the number of dresses purchased, as shown in

101pid.




Table 14, the cheapest dresses did not seem to be any more

popular than any of the higher priced dresses.

TABLE 14

THE NUMBER AND PER CENT OF PLAIN AND PRINTED DRESSES
BOUGHT IN EACH PRICE GROUP BY CASH OR DU
PAYMENT METHOD

Purchases
Price Printed Plain Total Payment
Group | Xo.|Per Cent | No. |Per Cent| ¥o.|Fer Cent| Cashl| Down
Yavment

G 7.95 14| 10.4 24| 17.8 ze| 2s.2 28 | 10
10.95] 12 849 26| 18.3 3 28,2 21 17
16,95/ 5 3,17 32] 23,7 270 2.4 20 17
29,958 2 1.5 20| 14.7 22| 16.2 18 4

To-

tall 33| 24.8 102] 75.5 135] 100.0 av 48

About 24 per cent (thirty-three) of the consumers pur-
chased printed dresses, snd 10.4 per cent (fourteen) of this
number were §7.95 dresses. The second largest group of
printed dresses sold, 8.9 per cent (twelve), were priced at
$10.95; while 3.7 per cent (five) and 1.5 per cent (two),
respectively, were sold at $16.95 and $29.95.

No credlt was extended to people in thls oil town, be-
cause usually they stayed only s short perlod of time. Cash
was by far the most common method of handling the purchase
of @ dress, as can be geen from Table 14. The 130 sales
customers purchased 135 dresses and pald cssh for ebout two-
thirds of them; the remainder peid from $2.00 to §15.00 down

on a dress and paid the remainder before tsking the dress home.
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Of 215 women looking at dresses, 68.3 per cent (147)
made some ingquiry or comment pertaining to workmanship,
style, guarantees, or informative labeling. The sales cus-
tomers comprised 55.7 per cent of those showing interest in
guch things, in contrast with 12.6 per cent no-sale custom-
ers who were interested. The women showed most Ilnterest ih
workmanship and style; only & per cent of 215 customers paldé
any attention to informative labeling. Twenty-nine of the
forty asking for definite guarantses were interssted in the
fastness of color, elght wanted to know if the dress would
look nice after it was cleaned, and three were interssted
in knowing if the quality of the material was gusranteed.

These inguiries are summarized in Table 15.

TABLE 15

THE NUMBER AND PER CERT OF 147 CUSTOLERS ASKING FOR SPECIFIC
IEFORMATION CONCERNING DRESSHES AND THE NUMBER AND FER CENT TO
WHOM SALES WERE OR WEHE NOT NADE

Customers

information Sale No-Sale Total

Requested No. | Per Cent| No. |Per Cent | No. | Per Cent
Agk for guaranteg

1. Color 26 12.1 3 1.4 29 13.5

o Cl@aning 6 20 2 e 8 Sa'7

3. Quality 1 o5 2 ) & 1.4
Workmanship 44 20.4 7 Sed 51 234
Informative

lebeling 12 5.5 1 D 1& 6.0
Individuel style 31 14.4 12 5.6 43 20.0

Total 120 55.7 27 12.6 147 68.3
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The total number who checlked on the excellence of material
and workmenship (ninety-one, or 42.3 per cent) 1s somewhat
larger then the 32 per cent (sixty-four) in Thor's study.ll
It is reasonable to think, then, that consumer educstion in
the past seven years, the time elapsed between studles, has
been effective to some degree.

Table 16 shows the reasons glven by customers for not
bhuying a dress, together with the muber and per cent ex-

presaing each reason.

TABLE 16

THE REASONS EXPRESSED BY 85 CUSTOMERS FOR NOT PUHCHASING
DRES3ES AKD THE NUMBER AKD PER CENT CF CUSTOMER
EXPRESSING EACH REASON

Reason for Not Buying Non-furchasers
No. . Per Cent

Two or more reasons . + « .+ . 20 2345
Kind of meaterial . . . . . . 5 5.9
{vl,uﬂ.lity = * 8 & * 8 % a2 = B8 7.1
Upkeep " s+ & & 8 8 & s 4+ @ 1 1.2
Fit o o 0 4 ¢ ¢ o o o o o s o 9 1G.6
Erice + « ¢« « 4 o « v & = @ 1) 7.1
COIOT LI 14 18.8
Styl& E L] . [ ] - L] L[] - L] - * L] 11 12.9
“LOij.ng" e s s & = & & s & 4 11 13.9

Total 85 100.0

The table shows that aspproximately 256 per cent of the
customers had more than one resson for not buying s dress.
Even though only 7.4 per cent of the totel 215 customers

refused to buy because of color, @z previously mentioned,

1i1pi4q,
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this was the chief single reason given by the non-purchasers.
0f this group, 18.8 per cent refused to buy because they
falled to find the color desired; style was the next major
reagon for the loss of sale, as 1t was mentioned by 12.9 per
cent of the non-buyers. Only one customer mentioned upkeep
as the reason for not buying a2 dress. In her criticism of

& ¥20.95 dress she said, "I wish this white collar were de=-
tacheble; 1t will need cleaning more often then the dress."”
1t was found that 10 per cent of the non-purchasers objected
to necespsary alteratlons because they were afrasld the dress
would not fit and 1ts appearance would he altered,

It 1s evident from these data that consumer educabtion
hes not reached this oll town to a very large extent. Some
of the Implications are that there is a2 greater need for em-
phasis on textile fibers and fabrics. It ig of primary im-
portance that a consumer should know something of these if
shie 18 to buy intelligently and economically. It is evident
that this would also require a standardization of fabrics smi
of thelr commercial names. The problem of alteration would
be minimized if manufacturers would make a study of the phys-
lcal messurements of the buying public. This has been made
of childrents garments, but no attempt has been made for
adults. HBot only the consumers but also the saleswomenlneed
to know the basic principles In clothing and design, 1n order
to help in the selection of sultable garments. If the consum-

ing public would be frank in stating reasona for not buying




garments, 1t would be emsler for the manufacturer and the
retaller to benefit from such information, thereby helping

the buying public.




CHAFTER IV
SUMMARY

As was Indicated in the begimmling of the study, the
observations of the customers were made to £ind out how con-
sumers with different 1lncomes in an oil town select ready-
to-wesr dresses. As was to be expected when snalyzing the
records of 215 customers, there were some pronounced tenden-
cies in their buying hsbits. Price, color, workmesnship, and
personal suitability were the major factors in the selection
of dresses by the consumers observed. Little attention was
glver to informative lebeling. The price was usually of
major importance and was often apparently uppermost in the
customer's mind upon entering the store. Women who defi-
nitely stated the price did not always ask for dresses which
were In stock. According to the number of dresses purchased,
the chespest dreases Ald not seem to be any more popular than
the other dresses. It may be concluded that when a customef
knows what she wants to pay for a dress, she lsg more likely
to purchase than when she 1s indefinite about the price.
Also, a customer is willing to psy more for a garment than
originally intended if ghe finds exactly what she wants in
& higher priced dress.

The preference of plain colors to printed fabrics is

&4
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shown by the fact that three-fourths of the dresses pur-
chaged were plaln colors., Almost half of the printed dresses
purchesed were the cheapest ln stock.

Judging from the number sold, tailored garments were
much prefserred to the other types. Dressy and formal clothes
renked next in populsrity, in the order named.

It might be of interest to mansgers of stores to know
thet about half of the non-purchasers did not try on a dress.
It 1s, then, reasonsble to think that if a saleslady can in-
duce the customer to try on a dress, she will be more likely
t0 meke a sale.

Wnile half of the customers were accompanisd by someons,
the largest purchesing group were those who came alone. It
may be assumed thet those comlng alone are less llkely to
be "looking" to pass eway the time snd are more serious sbout
buylng. 1t must be sdmitted that it is possible that many
of the customers observed came alone becauvase they had not
been in Denver City long enough to acquire shopping compan-
ions.

A briefl swmmary of the entire study follows:

1. Of the 215 customers, 60 per cent were sales cug-
tomers and 60 per cent stated the price they wished to pay.

2 éhe 135 dresgses purchased were about equally dle-
tributed smong $7.95, $10.95, $16.95, and $29.95 values.

3. The color desired was speclfied by 83 per cent of
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the customers. Navy and tan were the two leading colors
501d. Only 18.8 per cent of the non—purchasefs refused to
buy because of color.

4. Wnile 97 per cent of the women Gesignated the size
they needed, only 83 per cent purchased the size requested.
Slze 16 was bought by more women (40 per cent) than any
other size.

S5« Customers had little knowledge regerding trade names
and materisls. Of the dresses sold, 64 per cent were rayon.

6. About 90 per cent of the women designated in some
mannsr the type of dress they desired. Almost 50 per cent
of the purchasers selected tallored garments.

7. Slightly less than half of the customers checked on
the guallty of workmanship or material in the dress. Only
15 per cent of the women asked for a guarantee of any type.

8. Ten per cent of the women objected to the alteration
of the garments which they contemplated buying end d1d not

make & purchase becsuse of this fact.
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APPENDIX

COFY OF THE FORM CARD USED IN SECURING DATA

Date S8ale
Alone Male
No. dresses tried on

Method of payment: Cash

Dress celled for: Type

L

Pﬂ

ength of sale

emale

Paid down

Frice Color
Flain Figured

Dress purchased: Type

Size

Eind material

Kind material

Frice Color
Plaln Figured

Examined seams

Size

Stitching

Hem Test materisl

Placket

Anslyze line

Look for informative labeling other then price and

size

Ask for definilte guarantee: Color fast

Guallty material

Cl

Reason not buy: Haterial

Flt Price

Urk

Color

alteration Looking

eaning

gep Guality

3tyle Object to

Consumer's comments {on back of card)

87
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