ABSTRACT

NEWCOMB, ELIZABETH ANNE. ApparelProduct Developmer@onsiderations for US
Hispanic Women: A Study dvaluative Criteria and FRreferences df8-25 YearOld
Females. (Under the direction of Dr. Cynthia L. Istook).

This researclis meanto provide information to apparel companies that might help
them focus their product development strategies toward Mexicare r i can f emal es 0
and preferences. Trade magazines and news n
better be descriloeas stereotypes, and much of the published research related to Hispanic
market preferences is often conflictinfargeted product development processes are not
benefiting from much of this informaticand the industrgesperately lacks comprehensive
inffor mati on about the marketdés preferences for
importance they play in actual apparel purchase decisilims research particularly
exploredtheseevaluative criterigpreferenceshrough a combination of exploratoaynd
descriptive research.

Framed by four research objectives (RO), this research first focused on identifying and
modelingthe full range of factors that might influence preferences for apparel evaluative
criteria. Using the model created as parR#d1, RO2obtaineda clear understanding of the
use and importance of 20 intrinsic and extrinsic attributes in the purchase of casual pants,
tops, skirts, and dresses. Givea timportance of the Fit / sizingit@@ria in the overall
aesthetic and functionperformance of garmentRO3delved further into preferences
related to this attribute, to obtain an wunde

range of casual garment$he effect of physical body, ethnic, and demographic faators



shapinghese preferencesgas also evaluatedlhus,RO17 RO3focused on obtaining a
better understanding of the apparel evaluative criteria preferences, and specifically the fit
preferences, of MexicaAmerican women in thempparelpurchases. Research Objeet?
exploredthe practical application of the information gathered fR@ii RO3to targeted
product development processes for this market.

An original survey instrument was designed to respond to1IRRQ4, and was
distributed online via SurveyGizmd.he sample was restricted to MexieAmerican
females, 185 years old, from th8outhwestertyS to confront welldocumented variability
in the Hispanic market and isolate the effects of the variables of interest in this study.

Resultsfrom ROL1 cleast demonstrated the consur@iented factors and external
situatiorroriented factors that influence consumer preferences for apparel evaluative criteria.
The model developed as part of this objective was significant due to its inclusion of -apparel
specific considerations that can be used to guide research into apparel evaluative criteria
preferences.

Research Objective 2 showed that Mexi#anerican females undergo complex
purchase decisions when shopping for apparel, considdatipe majority of itrinsic and
extrinsic attributes studieslereimportant, if not criticglin apparel purchases. Overall,
intrinsic attributes inherent to the product were considered more important and determinant
than extrinsic attributes. Minor differences in importaneerealsoobserved depending on
garment category. However, the concentration of ratings toward the high end of the scale
used to assess importance reduced the effect of the physical body, ethnic, and demographic

variableson these preferences.



Usingan original fit preference assessment scale developed for this research, results
also indicated that Mexicaimerican females preferred sefitted garments. This
preference for a midange fit level contradicts some of the stereotypes that exist for the
market. Statistical analysis demonstrated the possible effect of physical body characteristics
of body shape and size, particularly on resp
garments. Respondents of a larger size were more likely to prefer lGtiedlgarments,
while respondents of a smaller size and narrower waists were more likely to prefer closely
fitted garments.

Findings from ROI RO3 have direct application in targeted product development
processes, specifically in line planning, conamd pattern development, marketing, and
sourcing and production. A consideration of the evaluative critezianarketonsiders
important and their associated fit preferences optimizes product development efforts and
enables the development of produstdl-matched to customer needs. Findings of this
research also reveal a wide array of future research opportunities, such as further clarification
of specific evaluative criteria and fit preferences, application of the research methodology
developed forhis study to analyze additional target markets, and the modification of
sampling strategies and the survey instrument to confront limitations involved in the current

research.
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CHAPTER 1: INTRODUCTION

Product and service providers across industries face immense pressures to remain
innovative andcome t i t i v e i-chanding glabgl daskete tasris certainly true
for theUnited States (8) apparel industry, which has greatly experienced the effects of
globalization, increased competition, shortened product life cycles, technological
advancemets, and changing customer needs. In the saturated, competitive market that is
prevalent today, development of new products not only helps apparel firms respond to
customer needs and stay relevant in the current markes, &lsbcritical for the
maintenance or creation of a competitive advantage (Choi, Powell, & Cassill, 2005). In
addition, execution of organizgaoduct developmergrocesses provides a structure for
acquiring and translating customer requirements into an end product that provige® valu
target consumers and corresponds to the timing demanded by the market (Bruce & Biemans,
1995; Cooper, 2001; Kotler 2000; Kuczmarski, 1992; R&tBronnelly, 2004).Considering
the ultimate measure of a successful product is one that nagthedd customer
preferences and needs, the customer ltaisi@al role in the success of product development
processes. This is driving tkhift from manufactureorientedproduct development
processes to customeriented procességkotler).

As companieslirect more resources to custoroeiented product development, they
have recognized that consumers are heterogeneous. However, groups of consumers are
likely to have homogenous characteristics and needs that can be useful for market
segmentation. SuccsEsl product and market matching is more likely when companies

target products to specific consumer segments with defined needs, rather than specific



products to entire popul ations. Segmentatio
because it fadtiates resource allocation to the most profitable consumer groups (Kotler,
2000; Minger, 1994). Populations are usually segmented using demographics,
psychographics, behavioral, and situational characteristics (Blackwell, Miniard, & Engel,
2006; Kotler).

Market segmentation by ethnicity is now more prevalent due to the increasing diversity
of theUS market. While analysts once predicted that massive immigration intéShe
would reduce the effect of ethnicity as immigrants blend intdJthé me | tti n@ @uwi t e t
opposite has occurred. Instead, most ethnic groups attempt to preserve their ethnic identity
astheymix intoth&lSpopul ati on that is now commonly | a
2002). Thus, ethnic markets now exist in tHgwith poterially distinct needs and wants
from the average population (Pires & Stanton, 2005). However, many analysts consider
these groups the least understood and most overlooked segments $pibygulation
(Schreiber & Lenson, 2000).

TheUS Hispanic markets an ethnic group garnering considerable attention from
apparel marketers and product developers dsalistantial growth in population size and
purchasing poweaind the documented effect of ethnicity on consumer behavior, the purchase
decision procesqroduct attribute evaluation, shopping preferences, and media usage
(Becerra, 2002; Blackwell, et al., 2006; Donthu & Cherian, 1994; Faber & O'GLY98;
Solomon & Rabolt, 2004). Howevex relative scarcity exists regarding appagcific
market angroduct preferences for the Hispanic consumer. Of the information that exists,

findings often contradict each other, rendetimg information difficult to interpret and



implement into apparel design and development processes. The result of this lack of
actiorable consumer information ultimately impedes the development of apparel products
truly targeted to Hispanic preferences and needs.

Purpose of Research

Thebasicpurpose of this studywasto obtain apparetpecific information fronUS
Hispanic woma thatcouldbe used as inputs for more targeted product development
processes for this target mark&pecifically, the study aimeid provide apparel designers
with a clear understanding of the use and importance of evaluative criteria in the apparel
purchase decisions of US Hispanic consumers. In addition, the research e:ipdie
preferences of Hispanic women across a variety of product categbodxetter understand
the characteristics that shape these preferences, the study also reseethedphysical
body characteristics, ethnic factors, or selected demographic variables affected apparel
evaluative criteria or fit preferences. In this way, the study attempted to satiséyofthe
product and markeatlated informational needs of appbproduct developers challenged
with providing apparel products for female Hispanic consumers.

Recognizing the restrictions and limitations involved in studying the population of
Hispanic women as a wholehich is discussed lateithe sample usdd this research was
restricted to Mexicamerican women between the aged 8fand 25rom the
SouthwestertJS. This controlled for the effects of g#ar,age,subcultureand geography

on the vaables of interest in the study.



ResearchObijectives

This research aimed confront ecritical deficiency hinderingruly targeted apparel
product development fdgS Hispanic women.n 2006, MayPlumlee and Little specified
the value of evaluative criteria as a form of consumer input to the apparel product
development procegsee Theoretical Background for a more thorough revidlg current
research usetthis established connection between evaluative criteria and product
development to investigatgparel preferencemd fit preferencesf MexicanAmerican
females between the ages of 18 and 25, from the Southwestern US states of Arizona,
California, New Mexico, and Texad he studywasguided byfour research objectives (RO1
- RO4)

RO1: To exploreand modethe range of factors that influenced®atermine
consumer preferences and the use of apparel evaluative criteria in the
purchase decision process

RO2: To determine the most important and determinant criteria usbtekican
Americanwomen ages 1&5 from the Southwestern W#hen shopping for
apparelandevaluatevhether these preferences are influenced by:

a. Physical body characteristics, including body shapegmion, BMI,
and clothing size

b. Ethnicity,including acculturation leveind generational statpand

c. Demographic factors, includinreducational level, incomeand

occupation.



RO3: To examine the fit preferencesMexicanAmericanwomen ages 185
from the Southwestern U&ross a range of apparel product categainels
determine if these preferences are affected by

a. Physical bdy characteristics, including body shapecegtion, BMI,
and clothing size,

b. Ethnicity,including acculturation levelnd generatiaad status, and

c. Demographic factors, including educational level, incoane,
occupation

RO4:  To explore the practicapplications of gathered Hispanic market information

and product preferencésr appareproduct development processes.

Overall, the research attersptto provideboth market and product information inputs
to enhance apparel product development for Usp&hic women. The research prodde
marketrelated information to product development processes in the form of potential
subsegments of Hispanic consumers with unique preferences. In addition, jpetatect
informationin the form of evaluative critaaiand fit preferencesasalso supplied

Significance of Research
The significance of this research is in its contribution to theory, practical product
development information, and methodology within the field of apparel preference research.
Theoreically, the research providean apparespecific model showing the wide range of
factors that influence the evaluative criteria used in the purchase of giit@fgl The

model incorporatéconsumetoriented influences, such as demographics, psychogsphi



and physical characteristics, but also inctlisiéuationaloriented influences. Current

models in the literature do not tend to include situational factors, specifivadlg related to
methodology, whiclimpact the preferences expressed by conssimEnis research

incorporaté both consumer and situational aspects to provide researchers with a model that
can be used to effectively guide future research in this area.

This researclalsoprovidel practicalgarmentspecific information that apparel
product developers and designers can use in the creation of products tar etz ao
Americanwomen between the ages of 18 andf&sm the Southwestern UResults of the
study indicatd the most important and determinant evaluative criteriathiesewomen
utilize in the evaluation and purchase of capaaits, tops, skirts, and dres$@©2) In
addition, fit preferences within these garmenegatieswvasalso determine(RO3)

Statistical analysis enalléhe researcher to analyze the dateafoy effect of physical body
characteristics, ethnicity, additionaldemographic factors on apparel preferendédse
findings from this research were then applied to the basic apparel product development
process to suggest an approachreate targeteproducts for this consumer marK&O4).

In addition to providing a range of apparel product development iapdts
theoretical models of evaluative criteresearchthe study contributkto the advancement
of methodology in the area of body skaggerception studies and fit preference assessment.
Instead of using traditional silhouette line drawings commonly employed, this research
assessdbody shape perception by employing thdemensional (3D) avatars. In addition,
color pictures of physicajarmentsvereused to evaluate consumer fit preferences, rather

than traditional flat drawings or line sketches. In this way, the study not only advance



understanding of the Hispanic apparel consuamerthe determinants of apparel preferences
for thisconsumerput also furthesthe methods used to evaluate apparel consumer
perceptions and preferences.
Research Limitations

This study experienced several limitations due tcstheey instrumensurvey
administration methods, and sampling strategidsese limitations affect the extent to which
the resultcanbe considered representative of the behavior or characteristics of the entire
population ofMexicanrAmerican womenl8-25 years old, from the Southwestern US.
list of these limitations is bew:

1. The survey instrumentsedto gaher data for this study includegiestions in which
respondentsvereasked to selfeport their body shape perception, height, weight, and
clothing size.

a. Consumer perception about their body shape may not reflecatteal body
shape as defined by anthropometric measurements. However, the researcher
assumes that their perception of their body will influence their behavior and
preferences, andasthus an appropriate measure for use in this study.

b. In the body shapperceptiomguestion, 30body modelsvereused to assess
perception.Body sze wascontrolled as much as possible so that respondents
wereevaluating the body model in terms of shape rather than size. However,
any discrepancy in body size among the modelgd influence the body

shape selected by respondents.



c. Height and weightvasselfreported. The researcher assumes that
respondentsvereaccuraten providing this informationsothat any analysis
performed using this informatiomasalsoaccurate.

d. Clothing sizewasalso selfreported. Due to extreme variability across (and
someti mes within) c¢clothing manufacture
not uniform or tandard. Therefore, consumers wasked to select the
clothing size that thegererally wear, taking this variability into account.

2. The survey instrument includen evaluative criteria @asure that askedspondents
to indicate their preferences for a list of sedected attributes. The pselection of
attributes may exclude atiutes that the population considers important in apparel
purchases, or may include attributes that the population does not consider at all.

3. The survey instrument include fit preference measure incorporating pictures of
specific garments on an actimiman body. Respondentereasked to indicate their
own personal fit preferences for these individual garments.

a. The human body in the photographs used as stimuliraeginfluencel the
preferences indicated by respondents.

b. The different levels of fiweredeveloped through circumferential additions or
subtractions of ease. Fit relateddogitudinalmeasurementsas not
assessed, but are also considered an important dimension of fit preference
analysis.

4. The survey instrument include predevelged scale to nasure acculturation level

of Hispanic respondentsThis scale utilize a languagéased approach, which may



ignore other dimensions of acculturation such as adherence to cultural traditions and
marriage within culture.

. The webbased surweadministration excluded those respondents in the population
whodid not have internet access. Higher levels of internet access are sometimes
associated with higher levels of acculturation, and possibly different apparel
preferencegFox & Livingston, 2@7).

. The survey administration and sampling procedures utilized in this study required that
potential respondents click on a link to launch the survey. Apparel prefefences
respondents who choose to participate in the stualy be differenthan thoseof

people who chooseotto participate.

. The primary sampling strategy used in this research involved recruitment of
respondents from colleges and universities. This type of convenience sampling
excluded a large portion of the population of interestplbysing on recruitment at
institutions of higher education. This exclusion may affect the preferences expressed
by respondents and the representativeness of the results.

a. Specifically, this strateggnay compromise the measurement of acculturation
sinceyounger and more educatétispanics are more likely to exhibit higher
levels of acculturation than olddess educatedispanics. Tiusthe sample
was predisposedo higher representation of Hispanics who aresitered
Ahighly accul t yi1986; kharallah(&Khairudlha, 99K a r a

Olmedo & Padilla, 1978; Penaloza, 1994).



CHAPTER 2: REVIEW OF LITERATURE

The review of literature will begin with a presentation of the theory supporting and
guiding this research. The remaining sections relatefiadly to the goals and interests of
this research, including an overview of the US Hispanic market, a discussion of issues
involved in apparel evaluative criteria research, and a focus specifically on the attribute of
apparel fit.

Theoretical Background

Since this researatollected and analyzeaf information for apparel product
development for US Hispanic womethe foundation of the study wa thorough
understanding of the product development process, from its purpose and futoctiens
increasedole of the customer. This section will present the series of cortbapiguided
this research, starting with an introduction to the apparel product development process and
the importance of the customer and ending with a discussion of factors thizifloneyce
customer demands or behavior.

Apparel Product Development

Apparel product development is defined as the series of tasks performed to translate
product ideas into tangible products for deliveratconsume(Keiser & Garner, 2003).
While spefic tasks performedh the processay differ slightly depending on the
manufacturer, basic functions are required to successfelyecapparel products. Figure 1
presents a model of the apparel product development process, adapted frétuivime
andLittle (1998) The double arrows connecting the product development steps are used to

demonstrate the complex processes performed in most companies due to the seasonality of
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apparel, multiple product lines, and various development approaches. Faranstast
manufacturers create multiple product lines or groupings for several seasons throughout the
year. Individual productsr groupingsare often scatterad various stages of the product
development cycle at any givéime, and move forward or bacland in the process

depending on the outcome at each gképy-Plumlee & Little). This variability necessitates

a fluid product developent process as shown in Figure 1

Line Planning and Research
Marketing plans, sales goals developed
Customer research performed

v

Design / Concept Development
Line concepts generated (color stories and product groupings)

¢

Design Development and Style Selection
Preliminary fit patterns created
Prototypes constructed and tested
Line is adopted

\

Marketing the Line
Samples marketed to buyers/retailers

¢

Pre-production
Production patterns created
Patterns graded for size range
Quality, production, and process standards finalized

¢

Line Optimization
Line balanced based on orders and forecasts

Figure 1: Apparel product development process

Not e: Ad apitretde rfwraolm cfioNooer ent |l y phased produ<t develop
Plumlee and T. Little, 1998nternational Journal of Clothing Science and Technology5)l@p. 342364.
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The concurrent apparel produtsvelopment processlies on the cooperation of a
multifunctional team with representation from marketing, merchandising, design and
development, and production (M&jumlee & Little, 1998).Within the design stage,
manufacturers coordinate both crealine design and technical design of patterns and
garment fit. The overall process is dependenttwrmationcontributed by the
multifunctional team, such @arget market preferences, trend research, design ideas,
sourcing approaches, production conepetes or restrictions, and overstitategic and
financial goals (Keiser & Garner, 2003). This information serves as vital inputs to create a
final apparel product welllesigned for manufacturability, alignment with strategic goals, and
satisfaction of astomer demands.

The Cust o mippatekProBuctiDevelopment

The previous section highlighted the basic purpose and functions of the apparel product
development process. As shown, the goal of any process is the development of a final
product (@ product line) matched to wedlefined market needs or customer demargisce
the customer ithe ultimate measure of product success or failure, clear customer definition
and understanding @itical. Howeversignificant customer involvement is oftessociated
with increased product development time, which the apparel industry cannot support given
the short cycle timeand overlapping development procesbed characterize thadustry
(May-Plumlee & Little, 2006)

Across industriegproduct deviepment approaches areflecting an overalshift
from manufacturing to marketing orientations. Many marketing texts and articles refer to

this shift as a move from Apusho strategies
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more central in the gyply chain. This widespread shift now supports and encourages

custometfocused product design and development (Kotler, 2000)e gparel industry

recognize the importance of customer involvement duade called foresearch to better

understand how &tiomer input can be used in apparel product developiiytPlumlee &

Little, 2006). Twoappareproduct development models presented in the literature

incorporate customer involvement and serve as a theoretical focus for the current research.
INn1992,lamb and Kall al published their ACoNC:E®

Desi gn,ooutwhiincchs t he need for an wunderstandin

aesthetic, and expressive apparel prefergacekthe application of these preferences

throughat the design process. Figuresi2owsthe Lamb and Kallal frameworks well as

the type of information target custers can provide to th@oduct development procesis.

is important to recognize that while the process steps for this model are termeshtiyffer

thanthe steps presented in Figuret#e basic apparel product development functions are the

same for botlthe Lamb & Kallal and MayPlumlee & Little (1998)modds. The important

feature of this model is the specification of the custefbensed dsign process.
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A 4 A 4 A 4 A 4

Problem ., Preliminary ., Design ,| Prototype || Evaluation ., Implement-
Identification Ideas Refinement | | Development ation

Sstatus

Kseli-

Esteem

Aurt Elements
/—besign Principles

kody / Garment
Relationship

Figure 2: Lamb and Kallal conceptual framework for apparel design

Note: Adapted f o m, AA conceptual framework for apparel desig
Clothing and Tetiles Research Journal, 10(2), pp-42

In 2006, MayPlumlee and Little published a complesoduct development model
known as the proactive product development integrating consumer requirements (PPDICR)
model This modelinkstheir nainterval coheretty phased product development model for
appareltoEnde Bl ac k we | | (EBM) madel Mficamsummer loklbasiol.he EBM
model of consumer purchase decision siaciple model in consumer behavior theory and
outlines stage®f the decision procegsom initial needrecognition search, and preurchase
alternative evaluatioto purchase, consumption, pgatrchase alternative evaluation, and

divestmen{see Appendix Aor the graphical representation of the modalyritical stage in
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the EBM models the evaluation of product alternatives according to a set of cutsztby

the customer.May-Plumlee and Little effectively integrate consumer behavior with product
development through the specificationl@funiversal evaluative criterthat consmers use

in theirapparelpurchase These criteria include intrinsic and extrinsic product attributes
thatconsumers can directly provide to apparel designers and product developers for their
incorporation into final apparel productBroviding productlevelopers and designers with
the most importantvaluative criteriaused in purchase decisioisonly oneof the ways in
which consumers can directly influence product development as specified in the PPDICR
model MayP | uml e e an d specifesadtitodaexampies a direct and indirect

customer involvement throughout the apparel product development p(seessbld).

Table 1: Consumer input in apparel product development

Indirect Approaches Direct Approaches

Commercial Surveys / Panels | Consumer Created Product
Commercial Trend Forecasts Evaluative Criteria

Ethnographic Research Pointof-Sale Data
Fit Models Limited Rollout
Intermediaries Returns & Complaints
Wear Testing
Style Tests

Concept Tests

Focus Groups

Attitude / Usage Studies
Sizing Data

Not e: Adapted from, AProactive product dePumkeopment i
and T.J. Little, 2008nternational Journal of Clothing Science and Technologyl1 )1 &$p. 5366.

The Lamb and Kl&al (1992) and MayPlumlee and Little (2006) models clearly

indicate the important role that the custorasin apparel product development. As an
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informationdependent procesappareproduct deelopment benefits most from the
definition of distinct ad targetable customer segments with wedlearched and understood
customer preferenceddodels within the consumer behavior discipline pro\adgructure to
understand the formation andeof theseconsumer preferences product evaluation and
purchaedecisions As shown in Appendix A, the EBM model of the decision process
suggests tha range oenvironmental influences and individual differencasa potentially
influence thevay consumers evaluate and purchase prodlatgel, Blackwell, & Miniad,
1995) One of these environmental influences, culture, is of particular relevance for this
researcland providesdditional theoretical support for thetudy Using the connection
made between the consumer decision process model and apparel pevéiagrdent by
May-Plumlee and Littl€2006) an understanding of impact of the Hispanic culture on the
formation and use of product preferencegeais/ useful in the design and development of
apparel for this target market. a mb and Kal | audal@rameywaotkdo? @parelc o nc e p
design also notes the influence of culture on the target consumer and its subsequent
importance in te design processgs Figure?), and thus further supports this research
Conceptual Framework

lllustrated bythe theory presged in this sectiorthe customer has a critical role in
apparel product development, primarily through providing the market and product
information that directs product designd developmentA clear understanding of the forces
influencing product evaktion and purchase, such as culture, strengthens the development
process toward customer demands and thus increases the chance for a successful produ

design. Figure presents the organization of concepts framing this research. The figure
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illustratesthe apparel product development process, including its purpose, types of customer

involvement, and customer influences.

Well-matched

Apparel Product Development
Process

Line Planning and Research

Culture ¢
Design/ Concept Development

¢

Target Desi i Apparel
gn Development and Style Selection Output
Customer Input ) P Product

Marketing the Line

Culture ¢
Pre-production

¢

Line Optimization

Types of Customer Inputs

Direct: Indirect:
Consumer Created Product Commercial
Evaluative Criteria Surveys/Panels
Point-of-Sale Data Commercial Trend
Limited Rollout Forecasts
Returns & Complaints Ethnographic Research
Wear Testing Fit Models
Style Tests Intermediaries

Concept Tests

Focus Groups
Attitudes/Usage Studies
Sizing Data

Figure 3: Conceptual Framework for this research

Note: Developed by the author and based on rwodeated by

Lamb, J. M., & Kallal, M. J. (1992). A conceptual framework for apparel de€ighing and Textiles
Research Journal, 1Q), 4247.

May-Plumlee, T., & Little, T. J. (2006). Proactive product development integrating consumer requirements.
International Journal of Clothing Science and Technology11&366.

Overview of the US Hipanic Market
TheUS Hispanic market is a consumer group garnering considerable attention from
apparel marketers and product developers due to market characteristics and the effect of
ethnicity on consumer behavior, the purchase decision process, pradocteaevaluation,

shopping preferences, and media usage (Becerra, 2002; Donthu & Cheriarkrig€4t
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al., 1995;Faber & O'Guinn, 1987; Solomon & Rabolt, 2004). This sectionprgisent an
overview of some of the most relevant market and produatriretion that exists for
Hispanic apparel consumers. This information will illustrate the motivating factors driving
much of the interest ithis target market as well as proviaie overview ofmarket and
product information that is useful for targetedvn@roduct develoment and marketing
strategies.
Market Information
Market information is obtained through a demographic and psychographic market

analysis as well as additional satterations as shown in Figure 4

Demographics
Size
Purchasing power
Age
Household characteristics

Geographic concentration

Psychographics

Attitudinal
Cultural preservation
Image consciousness
Importance of family

Market
Information

Additional
Considerations

Subcultural variation

Purchase behavior
Shopping channel preferences
Advertising/media preferences
Brand loyalty

Acculturation effects

Figure 4: Market information components
Note: created by the author (Newcomb, 2008)
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Demographic Profile of US Hispanics
Certain demographic characteristics of the US Hispanic makeh as growth in
size and purchasing power, the relative yaftthe market, household characteristics, and
the geographic concentration of the marketicate that the market is not only targetable,
but also a viable approachégpand or create market shatach of these will be discussed.
Size. In recent yearghe US Hispanic market has increased in size at alarming rates.
TheUS Census reported that there were 45.5 million Hispanics in8ws of July 1, 2007,
which represents about 1586the totalUS population (Bernstein, 2008). Already the
largest minaty group in the country, this growth is expected to continue due to immigration
and high birth rates (Kim, Jolly, & Kim, 2007), with a projected 25% of the total population
being Hispanic by the year 205Bigure Sillustrates thgastand projected gneth in the
market based on Census reports from 12090. Howeverthesefigures underestimate the
trueUS Hispanic population siz#ue to the inability to count undocumented immigrants who

are unlikely to respond to census investigations (Korzenny &dfory, 2005).

1970 1980 1990 2000 2010* 2020* 2030* 2040* 2050*

Census Projections

Figure 5: Percent Hispanic of the total population in the United States: 1970 to 2050

Not e: A d dppamicd in the United Stdie® the YS Census Burea008 Retrieved from:
http://www.census.gov/population/www/socdemo/hispanic/files/Internet Hispanic_in_US_2006.pdf
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Purchasing Power Along with the population growth, Hispanic purchasing poise
also increasing at a faster rate than any other racial or ethnic group. According to the Selig
Center for Economic Growth, totdlS buying power will increase by 204% from 192012,
compared to Hispanic growth of 495%. Population increases amahgbbducational
improvements are driving this growth, with Hispanic buying power projected to top $1.2
trillion by 2012 (Humphreys, 2007).

The apparel industry is specifically aware of the growth of the Hispanic population and
their considerable buyingower, because as a group, Hispanics tend to spend more
(proportionately) of their money on apparel than any other ethnicity. While overall spending
by this group is only 85% of that documented for-hbgpanics, they spend proportionately
moreonseveral onsumer goods, including menos, boys
clothing and footwear (Fan & Zuiker, 1998; Humphreys, 2007; Perkins, 2004). In a study
conducted by Cotton Incorporatedodos Lifestyle
appoximately $308 of $500 on apparel products, the highest portion for any racial/ethnic
group (Cotton Incorporated, 2006

Age. The natural growth in the population is contributing tdSHispanic market that
is very young, particularly when comparedite average population. For examples t
median age of Hispanics in 2007 was 27.6, nine years younger than the average population
age of 36.6. Over ondhird of the population is currently younger than age 18, compared to
only onequarter of the whole gulation (Bernstein, 2008).This distribution is also
apparent within the female Hispanic population, with 42% of Hispanic women between the

ages of 18 and 34 (compared to only 28% of-H@panic womeh(Gonzales, 2008)The
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youth of the market influares the type of clothing desired, as well as the fit, pricing, and
brand preferences (Solomon & Rabolt, 2004). Hispanic youth are predicted to be the largest
contributor of consumer spending growth in the next twenty years and will likely determine
the suiecess or failure of various youtriented productsGhattalask Harper, 2007;
Humphreys, 2007).

Household CharacteristicsHispanic household size is larger than the avetige
household due in part to the high fertility of the population and the fdéealy (which will
be discussed in a later section). Hispanic households have an average of 3.5 people
compared to 2.7 for oth&tS households (Bernstein, 2008). In 2002, over 26% of all
Hispanic households in the U.S had five or more people. Housebwiposition affects the
type of products demanded and the number of people involved in typical purchase decision
processes (Solomon & Rabolt, 2004)

Geographic ConcentrationThe geographic concentrationd Hispanics enables
more efficiently targetegroduct and marketing distribution. Eighty percent of Hispanics
live in nineUS states and twthirds of Hispanics are located in four stat€alifornia,
Texas, Florida, and New YorkJ§& Census Bureau, 2007Within these states, Hispanics
tend to conentrate in urban areas (Mediam®&d#&searchnc., 2007; Solomon & Rabolt,
2004). While Hispanics are geographically concentrated, other areas are also experiencing
disproportionate gains in their Hispanic population. Some of these states with increased
market opportunities include North Carolina, Georgia, South Carolina, Florida, Nevada,
Tennessee, Michigan, Minnesota, Indiana, lowa, Kansas, and Kentucky and Colorado

(Korzenny & Korzenny, 2005). An important facet of the geographic concentration of the
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market is that Hispanics tend to congregate according to country of,anignbcultural
group For instance, Cubans prefer the southéBnMexicans prefer the South and West,
and Puerto Ricans the Northeast (Mediamark Research Inc.). This affqutsdbet and
marketing strategies appropriate for these regions.
Psychographic Profile of US Hispanics

Psychographic research has increased in prominence as marketers realize that strict
demographic segmentation cannot fully explain market behavior afetrgmces.
Psychographic study encompasses attitudes, values, beliefs, lifestyles, and behavior.
Whereas demographics define Awho, 0 psychogr a
This level of information has clear benefits in a market study. Eoisos will present
attitudinal and behavioral Hispanic psychographic characteristics that are useful for apparel
new product development.

Attitudinal. As shown in Figure 4certain attitudes are characteristic of US
Hispanics, specifically cultural pservation, image consciousness, and the importance of
family. A brief review of these attitudes is important because they could potentially affect
apparel shopping behavior, including the product attributes desired and the factors considered
before purchsing.

As a group, US Hispanics believe that cultural preservation is impoiténile
Hispanics may participate in many aspects of US culture, most proclaim strong ties to the
Hispanic culture and tradition. To preserve cultural identity, Hispanicsordinue to
speak Spanish (especially at home) or interact frequently with other Hispanics (Korzenny &

Korzenny, 2005). Some researchers hypothesize that cultural preservation will become more
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important for Hispanics as theSlbecomes more mixed in itsmposition (Pires & Stanton,
2005). The importance of cultural preservation may translate into demand of cukurally
relevant or themed apparel products.

In addition, US Hispanics are a proud group and image is very important to them
(Solomon & Rabolt, @04). Many have immigrated to the US to better their lives and their
familiesd |ives. As a resul t, Hi spani cs may
reflected in their purchase of brand name apparel items because they are associated with
prestige (Kim et al., 2007). In addition, some Hispanics may attempt to enhance their
image through liberal spending habits and somewhat impulsive shopping b&havitan,

n.d, Sanchez, 2002).

Family is also very important for US Hispanics, and fleotive of the Hispanic
cultureds collectivist i1 deals that contrast
individualism (Chattalas & Harper, 2007As mentioned previously, Hispanic households
are larger than averageuseholds in the 8. This isdue in part to high birth rates in the
Hispanic population but also because many grandparents and relatives frequently live
together (Korzenny & Korzenny, 2005). Research shows that Hispanics rely on the family
unit as information sources for product advand attribute evaluation (Pires & Stanton,

2005; Solomon & Rabolt, 2004). In addition, shopping is frequently a family affair,
reinforcing the need for understanding the Hispanic family as a deas&img unit.
However, the importance of family magcrease for Hispanic youth, especially those who

consider themselves to be fully entrenched in US culture (Chattalas & Harper, 2007).

23



Purchase BehaviorEntire disciplines are devoted to purchase and consumer
behavior, but specific aspects of Hisgapehavior are particularly relevant for appareiv
product developmemgrocesses. These include shopping chbpreferences,
advertising/media preferences, drdnd loyalty each of which will be briefly discussed

In terms of shopping channel prefaces, traditional stereotypes suggest that US
Hispanics frequently shop at mass merchant or discount stores. However, this is not the case
for apparel purchases, in which rBilspanic Whites are far more likely to shop at discount
stores (Cotton Incorpated, 2002). The majority of USispanics actually prefer to shop at
department stores for apparel. US Hispanics (along with Afcaaricans) accounted for
25-30% of total department store sales in 2004 (PR Newswire Association, 2004). In
addition todepartment store patronage,apa of increased growth folS_LHispanics is on
line shopping. Fortyhree percent of Hispanics report that they shepranregularly or
occasionally (Korzenny & Korzenny, 2005).

Across industries, great effort andoasces have been allocated to advertising
strategies to target US Hispanics. These strategies include a consideration of preferences in
language, message, and media to erthareight message is being relayed andithat
accessible taarget consumers

Advertising approaches for the Hispanic market have traditionally revolved around
language. Often considered the unifying factor for the Hispanic market, the Spanish
language can be very emotional for some Hispanic consumers who continue to use their
Afhomeo | anguage as a way to maintain cultur a

addition, most Hispanics respond favorably to advertising that appeals to them culturally,
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which oftentimes includes wording in Spanish (Pires & Stanton, 2005). Givemahe k et 0 s
placed importance on cultural preservation, use of the Spanish language to target Hispanics
would seem judicious.

However, research in the area of language preferences illustrates wide variation within
the Hispanic market depending on the kngf residency in the US and whether the person
is foreignborn or native. Foreighorn Hispanics prefer Spanish, while those who are native
or longtime resident®f the UStend to prefer English or bilingual targeting. Situational
factors also affedanguage usage. While at work, many Hispanics use English, but Spanish
is more commonly used in the home (Mediamark Research Inc., 2007; Pew Hispanic Center
& Kaiser Family Foundation, 2004S Census Bureau, 2007). The number of Hispanics
who can profiently speak English is also rising, along with the recognition that bilingualism
will be critical in the future of Hispanic marketing (Korzenny & Korzenny, 2005).

Language is not the only consideration when developing the advertising approach.

Just as irportant is the message behind the wording, or the context. Many ethnic groups,
including Hispanics, are considered highntext cultures, with meanings extending beyond
the spoken word. Thus, symbols and attitudes conveyed through an advertising message
just as important as the words themselves (Solomon & Rabolt, 2004). Since the proper
context is also essential, most analysts advise against utilizing straight translation techniques
to target Hispanics with advertising, as these methods rarelya@tise meaning behind a
message. Many examples of cultural misunderstandings and confusion exist from companies
who have tried to simply translate their advertisements into Spanish to target Hispanic

consumers (Valencia, 1983). According to many Hisggrhe strict translation method can
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be risky and almost inevitably cannot relate the richness and emotion of the Spanish language
as proficiently as messages constructed first in Spanish (Korzenny & Korzenny, 2005).

Even the most suitable advertisimgssage is ineffective unless placed in a medium
that is accessible and preferred by the target audience. Commonly used advertising media
include print sources such as direct mail, newspapers, and magazines, as well as television,
radio, instore advertisig and the internet. Overall, research shows that television and radio
are preferred over print media and the internet by the Hispanic population (Bellenger &
Valencia, 1982; Covkin, 2008). In particyleglevision is a useful medium for reaching
Hispanics, with Hispanic viewership growing far more than avetd§eiewership (Selbert,
2003) The internet also represents a growing opportunity for Hispanic markétitige
past, the internet has not been commonly used to target Hispanics due tagres cépow
internet access and usage by this population. However, a 2005 study shows that 60% of
Hispanic adults over 18 years of age used the internet. These numbers are even higher for
Hispanic youth. Hispanics are also using the internet for shgppith 43% reporting that
they shop regularly or occasionally online (Korzenny & Korzenny, 2005).

The last purchase behavior characteristic that will be discussed is the brand loyalty of

US Hispanics.Researchers widely report that Hispanics are addi@ral market, tending to
purchase brands they recognize and tarad hesitating to switch from these brands (Herbig
& Yelkur, 1997; Kim & KangPark, 1995). Brands popular in their home countries are
especially marketable 1dS Hispanics since tlyaalready recognize them. Hispanics that
display strong ethnic identification prefer Hispanic vendors and seek out Hispanic brands

(Donthu & Cherian, 1994). Regardless of the brand origin, however, strong ethnic identifiers
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are also more brand loyal in geakthan weak ethnic identifiers (Deshpande, Hoyer, &
Donthu, 1986). This brand loyalty has been explained as a method Hispanics use to preserve
their ethnic identity, reduce the perceived risk and communication difficulties attributed to
product search valuation, and purchase, or as a way to positively enhance their image
(Bellenger & Valencia, 1982; Pires & Stanton, 2005; Selbert, 2088)le the brand loyalty
of the market is sometimes not questioned due to the numerous supporting studies, some
studiessuggest that this loyalty may not characterize the entire market (Minger, 1394).
instance, a study on Hispanic youth concluded that this group can be impulsive shoppers,
switching brands often (Levitan,d). In another study, results showed thlsxican
Americans are no more brand loyal than ArgloericangWilkes & Valencia, 1986).
Additional Market Considerations
The review presented above indicates various discrepancies in the literature,

especially regarding Hispanic purchase behaviomaeftrences. These differences can be
partially attributed to additional market characteristics such as widespread subcultural
variation and the effect of acculturation within the Hispanic population. Because of their
effect on behavior and preferencé®y are very important considerations in any Hispanic
targeted marketing or product development.
Subcultural Variation within the US Hispanic Market

Unlike discrepancies that exist throughout psychographic research into the Hispanic
market, almost allesearchers agree on the importance of recognizing subcultural group
variation within the Hispanic market (Schreiber & Lenson, 2000). Traditionally, marketers

from various industries have attempted to target the Hispanic market in its entirety, assuming
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that the Spanish language commonality would be the unifying factor for segmenting

Hispanics from the overall market (Korzenny & Korzenny, 2005). However, the term

OHi spanicbé actually refers to al/l peopl e of
category rather than race. This means that people from at least 17 different countries and
various racial categories are being grouped together under one name (Pires & Stanton, 2005).
Recognizing this mixed composition requires a move from etic to emic tmagearch

approaches. In the past, many Hispanic market research studies have utilized an etic
perspective, in which the Hispanic population is compared against other cultures. However,
acknowledgement of subcultural variation actually necessitateséhef an emic

perspective, in which the Hispanic population is studied within itself to uncover differences
and similarities within the individual population (Korzenny & Korzenny, 2005; Luna &

Gupta, 2001).

Further supporting the need for subculturaheeness, research shows that statistical
differences exist in the shopping orientations, preferences, and advertising effectiveness
between the unique Hispanic subcultural groups (most often designated by country of origin).
In addition, language nuancesn exist between subcultures, to the extent that Spanish words
common in one subculture may be completely unknown within another subculture
(Blackwell et al., 2006; Valencia, 1983). These differences challenge the practice of
combining all Hispanics inetone group for the purposes of marketing or product
developmentand illustrate the need for recognizing subcultural variation witl@rHispanic

market (Deshpande et al986; Pasarell, 1995; Solomon & Rabolt, 2004).
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Related to subcultural variatipanother factor that widely varies within the Hispanic
popul ation is the preference for the term OF
ferventl y. Since the ter m USKensusBureaugcndianywa s or
Hispanics negativelgelate this term to onenposedn them rather thachoserby them.
For these people, o6Latinobé is often preferre
the term 6Hi spanicbd is preferred overall to
2006). In addition, if given the choice, most Hispanics would choose to be more specifically
call ed -Aexiicam, 6 6Chicano, 6 or O6Puerto Rica
represent their subcultural background. Thus, the decision to utilize #msefterms as
identifiers should be made on a céigecase target market basis (Granados).
Acculturation within the US Hispanic Market

Another critical market consideration that contributes to the wide variability within
the Hispanic market is the prosesf acculturation. Many researchers have theorized that the
importance of ethnic and cultural identity reduces for individuals the more they are exposed
to a new culture in an acculturation process (Luna & Gupta, 2001; Padilla, 1979). In this
process, pe culture assumes traits from another culfarel vice versajpossibly resulting
in a change in behavior, beliefs, values, or attitudes frorarigmal ori h o me 6 cul t ur e.
Acculturation is a natural occurrence in any migration process to a certaint, ékbugh
people typically acculturate and different rates, resultingainging degrees of acculturation
within ethnicmarkes in the USKang & Kim, 1998;Khairullah & Khairullah, 1999;

Solomon & Rabolt, 2004; Valencia, 1985).
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Based on the level of prsure to th&S culture, some Hispanic market researchers
have hypothesized that acculturation effects are more noticeable the longer a person resides
in theUS This suggests a lower involvement and influence of Hispanic culture for those
Hispanics who ave resided in thgS for many years or who were born in 48 A review
of literature into the Hispanic market shows that acculturation effects have altered the
importance of ethnic identity preservation by some Hispanics, but this is certainly not the
case with all Hispanics. Often, Hispanics of different generations are equally involved in the
culture of their home country, even if they have never physically resided there (Pires &
Stanton, 2005). In addition, many Hispanics want to stay connecteeitculture in some
way and any acculturation process, especially in core values, is very slow (Minger, 1994;
Perkins, 2004). Because of this importance of cultural preservation, many researchers doubt
that Hispanics will ever fully assimilate infS culture and different levels of acculturation
will characterize the market in the future (Schreiber & Lenson, 2000). Further immigration
and extensive interracial and interethnic blending (through marriage, friendship, or other
relationships) are projected create future hybrid group dynamics that are certainly
influenced by the acculturation process (Solomon & Rabolt, 2004).

Acculturation levels affect the purchasing behavior and product/marketing
preferences of Hispanic (and other ethnic) consumele(BaO'Guinn, 1987; Kara & Kara,
1996; Ogden, Ogden, & Schau, 2004; Ueltskigrampf, 1997; Webster, 1992)or
instance, research indicates that Hispanics with low acculturation rely on Siaengahge
media, are more brand loyal and prefer vkalbwn, prestigious brands, and are more

persuaded by products and advertisements directly targeted to the Hispanic background
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(Solomon & Rabolt, 2004)In addition, the acculturation process can cause consumers to
change their patterns of dress, demandingudfit product features than may be considered
At r adi lmmigrants ivho attempt to fit in with the host culture may demand products
more similar to the preferences of the host culfdoa et al., 1993)On the other hand,
consumers who try to resiatculturation may actually demand traditiooakthnicproduct
features in apparel as a way to maintain cultural ties (Rajagopalan & Heitmeyer, 2005;
Sproles, 1979)Thus, acculturation levels have clear implicasioamthe development of
marketing plas as well as new product development

Levelsof Acculturation While many researchers recognize that ethnic markets
(including Hispanics) are characterized by varying degrees of acculturation into the US
mainstream culture, measurement and definitiomedge diferentlevelscan be difficult.
Development of acculturation scales and measurement methods constitutes a major
component of research in the social sciences and will not be discussed in depth in this
section. Howevethis section will presergame of the more basic research into levels of
acculturation, factors that influence the acculturation procesghardevelopment of
acculturation measurement scales.

One of the earliest models of acculturation suggests that the process is linear. As a
person becomes acculturated in a given host culture, they consequently lose their original
ethnic identity. At any point in time a person can thus be placed on a continuum between no
acculturation and entirely acculturated (Kim, 197@pnversely, someesearchers assert that
acculturation should not be thought of linearly, and stress that the process of acculiiration

instead multidimensionalThese researchers assert that acculturation does not necessarily
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entail a loss of original identity, but thaany consumers adopt behaviors of the mainstream
culture while at the same time maintaining ties with the host cyR@ealoza, 1994Jnger,
Ritt-Olson, Wagner, Soto, & Baezcon@arbanati, 20017 In research that supports this
definition, Berry (1980)proposedour categories of acculturation based onrtiative
preference of an individual tmaintain their original culture or ethnic identity and the

amount of contaadr participation with a new host culture. Heeategories are defined in

Table 2
Table 2: Berryds Four Categories of Accul turat:i
Cultural Maintenance + Cultural Maintenance
Contact Integration Assimilation
L Adoption ofhost culture while Full adoption of thénost culture at
Participation + o - o
maintaining original culture the expense of original culture
Contact Separation Marginalization
S Little interaction with host culture, | No interaction with host culture or
Participation- . y -
but maintenance of original culture| original culture

Note: Created by the authand adaptedfom fiConcept ual approaches to accult
in K.M. Chun, P. B. Organista, & G. Marin (EdsA;culturation: Advances in theory, measurement and
applied researckipp. 1%37). Washington, D.C.: American Psychologigakociation.

Whil e Berryodos (1980) model of accul turati
dimensional acculturation, Unger et @007) discuss various limitations of the model in
their research on acculturation scales for Hispanic youthinEtance, the four categories
are not mutually exclusive as they are presented by Berry, and immigrants may belong to
overlapping categories depending on the circumstances. In addition, the model does not
compensate for the acculturation environment mamyigrants are exposed to in the US

mainly the fact that the host or fAmainstrean
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this host culture is often affected by the immigrant culture as well. Furthermore, the model
does not accommodate théergpecific acculturation behavior that characterizes many
immigrants (Unger et al.). O'Guinn and Faber (1985) conducted research that supports this
|l ast criticism of Berrybs acculturation mode
different levelsof acculturation depending on the role or situation. The researchers indicate
that an individual may behave according to different acculturation levels when at work,
home, or shopping, and in these different cases, consumption behavior can also vary
(O'Guinn & Faber).As an example, Kang and Kim (1998)owedthat preferences for
social occasion apparel are more dependent on Hispanic culture, while work apparel is
chosen to comply with predominant Anglo characteristic workwear.

Factors that Influence thacculturation ProcessThe birdimensionabcculturation
model accommodates a baprinciple underlyingacculturatiortheories which is the fact
that the process is not only dependent on th
but also thexent that the individual desires to maintain ties to the original culture. In this
way, the speed and extent of acculturation is the result of individual characténsiieging
motivations, desires, and decisioasy the interaction of these chamigtics with
population characteristiagithin the new host dture and the original cultur@erry, 1980
O'Guinn & Faber, 1985 Population characteristics, such as size, also influence
acculturation rates, as shown in the acculturation rates withiHigpanic market. In this
case, the Hispanic market is so large in the US that it has a significant impact on the
mainstream culture in a similar way that the mainstream culture is expected to have on

Hispanics. This certainlgffectsthe spee@ndextent of Hispanic acculturation in the US.
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Various factors influencan i ndi vi dual 0 s,inaWiogirdividualat i on |
differences in the pers@nd characteristics of the peopled environmenfknown as
iaccul t ur athaisormundthedRenakza,)1994)Frequently studied individual
characteristics include demographic variapegh as age, religion, national origm;ome,
generationneighborhoodand educatiofO'Guinn & Faber, 1985; Olmedo & Padilla, 1978
Szapocznik, Scopetta,ukines, & Aranalde, 1978 Research has shown that acculturation
is faster and more extensive for younger immigré@igsa & Kara, 1996Penaloza), those
who are more educatelavehigher income leveland occupational status (Khairullah &
Khairullah, 99; Olmedo & Padillafhose who hee resided in the US for a longegriod
of time (Penalozajgnd for immigrants from urban areas (Khairullah & Khairullah).

Researchers also argue that communication variables are critical determinants in the
acculturaion process, sinciney provide the vehicle fonteractionbetween the individual
and members of the host or original cul ture
that influence acculturatianclude language use and proficiency and medigdisg Ball, &
Gentry, 1993Penaloza, 1994 As a reflection of the interaction between the individual and
host and original cultures, acculturation is also affected by intermarriage aikesély
(Szapoczik, et al., 1978).Khairullah and Khairullah (199) report that immigrants who
marry someone of another ethnicity, especially of the host culture, acculturate faster than
those who marry within their own ethnicity.

Acculturation Scale Developmenthe wide range of factors that influence the
accultuation process has resulted in a somewhat fragmented approach to measarament

the development of various acculturation scales. Most frequently, acculturation scales are
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developed to measure the acculturation level of a specific ethnic target macheissu
Hispanicsor Hispanic subcultural grougkara & Kara, 1996Marin & Marin, 1991 Marin,
Sabogal, Marin, OterSabogal, & Perestable, 1987Szapocznik, Kurtines, & Fernandez,
198Q Szapocznik et al., 1978 nger et al., 2007 This is because thecculturation process
can vary acrosand withinethnic groups due to population characteristics of the immigrants
within the groups (Penaloza, 1994).

Most of thedevelopedacculturatiorscales focus othe factors previously discussed
to measure and dak acculturation level within target market segmérgach asanguage
use, culture, strength of ethnic seléntification, age, homogeneity of partner or spouse, and
time since entry in the US (Kara & Kara, 1996; Valencia, 198%) measurement of
acculturation can be quite complex, but most developed acculturation measurement scales
have been based on ofoe a combinatiohpof the factors just mentioned. When only one
factor is used, the scale is typically centered on language use or proficRessarch has
shown that language is an appropriate measure of acculturation level (Epstein, Botvin,
Dusenbury, Diaz, & Kerner, 1996; Serrano and Anderson, 2QG@8)guage is one of the
more easily measured effects of acculturation and many researcherslig/en the
evaluation of English and Spanish language use and proficiency as a shorthand measure of
acculturation level within the US Hispanic market (Marin & Marin, 1991). This measure
assumes that greater use or proficiency of the English languagedciated with higher
levels of acculturation, while greater use of Spanish is indicative of lower levels (Marin et al

1987. To improve acculturation scales based on language, Valencia (1985) and Marin and
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Marin (1991) suggests questioning respomglaboutanguage usi different situations,
such as at work, home, with friends, or while thinking.

Researchers also commonly use strength of ethnic identification as arsgageare
indicator of acculturation (Penaloza, 1994). In this approaghonegnts arewgstioned
about how stronglyhey identify with their ethnic group, and are then placed in groups such
as h ®t oo n getwecddendifiers(Destpande et al. 1986 Donthu & Cherian, 1994).

While thesinglefactorscales have been utilidevith some success, many researchers
caution that acculturation should not be considered so narrowly, and that many factors other
than language contribute to acculturation and should thus be included in a comprehensive
scale (Donthu & Cherian, 1994; Kirharoche, & Joy, 1990; O'Guinn & Faber, 1983).
study by Unger et al. (2007) found that acculturation scales based on language alone did not
strongly correlate to more complex acculturation scales that ircchdtétional factors.
Some of these additionfactors include appreciation of cultural objects or traditions; self
identification, and the importance of relationships with members of the host and original
ethnic culturgUnger et a). The Acculturation Rating Scale for MexicAmericans Il,
knownas ARMSAII is a 3Gitem comprehensive acculturation scale that includes some of
these additional factors (Cuellar, Arnold, & Maldonado, 1998jthin the apparel field
specifically, Kang and Kim (1998) developed their own complex acculturation measwge us
a ratio of length of residency in the US to age, language use at home, work, and among
friends, and use of American and ethnic media.

Thoughcomprehensive scales may be momaficient in accommodating a wide

variety of acculturation aspects, tleagth of many of these scales makiesm difficult and
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time-consuming to implement as part of larger survey studiearin and Marin (19913Iso

criticize some of these muitactorapproaches to acculturation measurement, specifically the
inclusion of so@demographic factors as a component of acculturation measurement scales.
For instance, factors such as generation, length of residence, and age at arrival in the US are
frequently included in multidimensional acculturation scales as a measurement of
accuturation. However, Marin and Marin counter that these factors are associated with
acculturation, but as a correlate, rather than a measurement of acculturation level. The
researchers suggest that the use of these additional factors in scale developipkcates

validity and ultimate reliability irtheuse of these scales.

In addition to thelebate®ver the choickéetween languageased and more complex
acculturation scales, the field of acculturation research is also greatplicatedoy the
dimersionalityof theacculturatiorprocess As previously discussed, both unidimensional
and multidimensional models of acculturation have been proposed in the literature. As a
result, unidimensional and multidimensional scales also exist to measure aticutur
Differences between the two approaches are the source of much controversy and discrepancy
within the field of acculturation measurement. Unidimensional scales are those that measure
acculturation through evaluation of respondents on one dimernBi@se measures assume
that respondents can be placed on a linear continuum ranging from total assimilation into the
host culture to complete maintenance of original culture (Unger et al., 2007). The use of
language (such as Spanish and/or Englishx@amonly used unidimensional approach in

the measurement of acculturation (Olmedo & Padilla, 1978; Webster, 188ational
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factors may be included in unidimensional scales, but respondents are limited to indicating
their behavior as some level betwéwst culturedominant and original cultur@ominant.

Proponents of a multidimensional approach to the development of acculturation
scales note that since the acculturation process is complex, its measurement should not be
restricted to one dimension.nldimensional acculturation scales assume that the process of
acculturation comes at the expense of the 1in
culture. Because many researchers agree that many immigrants (and particularly Hispanics)
wish to maintan original cultural ties and assimilate into US culture, acculturation scales
should allow respondents to classify the strength of their identification with each culture
independently (Unger et al., 2007). Bidimensional acculturation scales have belepedv
by Marin and Gamba (1996) and Oetting and Beauvais (E@Dallow respondents to
indicate their association with host and original cultures separately. The discipline of
acculturation research does not entirely agree on the use of unidimeasidnal
multidimensional scales and research will likely continue in this area in the future.

In using thewide range ofcculturation scales discussed above, researchers utilize
different methods of analysis and classification of respondents into actatiwwategories
or levels. For instanceKara and Kara (1996) used cluster analysis to group respondents into
categories of high acculturation (Hispanics), low acculturation (Hispanics), and Anglos.
Kang and Kim (1998and Upchurch (2008)sed a mediasplit method in which the median
of respondent scoregascalculated and any score greater than the medsaconsidered
high acculturation, and lower or equal than the median is low acculturation. Rajagopalan and

Heitmeyer (2005) used a different approaa which respondentsereassigned to low,
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medium, and high acculturation categories based on dividing the sample size by the number
of classes desired (this resilt equal sample sizes within each class).

As shown, acculturation measurement is qoamplex and no single, correct method
of measurement or scale exists. Unger et al. (2007) notes this problem in their research and
suggests that researchers include a variety of acculturation scales in their studies to obtain a
more reliable, complete dagption of acculturation level. However, many studies cannot
afford the limitations imposed by the inclusion of multiple measures, such as possible
respondent fatigue, cregs®ntamination across scales, and time constraints in survey
administration (Ungeet al.).

Product Information

In addition to a demographic and psychographic market evalwatbimportant
considerations related to subculture and acculturatiGspanic product preferences are
especially pertinent to the development of targepgzheel products. The next section of the
literature review will involve an extensive discussion of the range of evaluative criteria or
product attributes that consumers use to evaluate and purchase apparel products. For the
purposes of this section, praat attribute preferences of Hispanic consumers will be
organized into three categories: aesthetic, functional, and brand image qualities.6 Figure
illustrates MayP | uml ee & Littl eds (2006) wuniversal aj
guide the aganization of this section. Extensive information regarding Hispanic customer
preference in these product areas is not available due to the proprietary nature of studies

typically used to uncover these preferences. However the information that exibes wil
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reviewed as thoroughly as possible since this information is directly applicable to apparel

new product developmeptocesses.

Aesthetic Preferences

Color

Style

Fabrication

Fashionability

Appearance

Functional Preferences

Product
Information

Care

Construction
Durability
Fit/sizing
Quality
Comfor

Figure 6: Product information components
Note: creatd by the author (Newcomb,@08) but adapt ed

Aesthetic Preferences

Brand/label

Brand Image

Price

from
consumer r equi r-BlumeedndT. bittleb(2006hternatianalJournal of Clothing Science
and Technology, 18), 5366.

fiProacti ve

The section of the literatureview involves a moe detailed discussiasf the range of

aesthetic apparel product attribueslor, product styling, fabrication, fashionability, and

appearancdahat may be used to evaluate apparel produstademic researchers and

apparel lines dirged at Hispanics frequently report that Hispanics enjoy very colorful
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designs and bold prints (D'Innocenzio, 1997; Korzenny & Korzenny, 2005; Perdomo, 2003;
Pliagas, 2004). This belief is so widespread that dissertation research conducted by Pasarell
(19%) was very surprising when it concluded that Hispanic women actually more frequently
purchase neutral colors over brights, lights, and darks, even though they like to wear colorful
clothing all year. To explain this discrepancy, market analysts havestedghat the focus
on colorful clothing may be too simplistic. In reality, Hispanic apparel consumers desire
Afl avoro in their clothing. FIl avor abounds
out in their apparel products. Flavor cancbaveyed through colors (not necessarily loud
colors), clean lines, cosmopolitan elegance, and attention to detail or style (Jaramillo, 2005).
This focus on attention to detail is supported in research that shows that embellishments such
as lace, beadingnd Hispanic verbiage or traditional designs are popular with Hispanic
appar el consumers (DO6l nnocenzio, 1997; Per do
personal communication, September 14, 2004).

Hispanics primarily purchase and wear casual clothuity, career and dressy
clothing found to be less important for this market (Pasarell, 1995). This mirrors the
preferences of the genetaf market. Urban wear, denim jeans, pants, and shorts are
popular apparel items demanded by Hispanic consumers.aMark Research Inc. predicts
that the size and youth of the Hispanic market will drive the majority of future sales in the
urban fashion market (2007Pespite the fact that they are discouraged in some Hispanic
cultures pants and shorts are also incnegly demanded apparel items. This shift is perhaps
the result of an acculturation process in which Hispanics are affected U thainstream

culture (Korzenny & Korzenny, 2005).
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Even with the popularity of jeans, pants, and shorts, Hispanic maukietsshow
that femininity and sexuality is strongly desired by Hispanic women, reflecting the
importance of distinguishing between male and female roles in Hispanic society (Korzenny
& Korzenny, 2005; Solomon & Rabolt, 2004). In addition, traditioriapBinic garments
are being incorporated intdS Hispanic apparel lines. For instance, guayabera shirts once
popular in Cuba are now being introduced inWg(Pliagas, 2004; Solomon & Rabolt,

2004). This suggests that Hispanic apparel styling prefesemeealso affected by Hispanic
tradition and culture.

Little published information exists regarding Hispanic fabrication preferences.
Traditional market assumptions suggest that Hispanics exhibit a preference for natural
materials over mamade. Thiss apparent in several Hispanic apparel lines which have
introduced linen and lightweight cotton garments to appeal to Hispanic consumers (Wexler,
2004). A 1995 study by Pasarell shows that Hispanic women prefer cotton and cotton blends
over linen or mammade materials. The relatively limited research on Hispanic fabrication
preferences may be the result of studies that have shown fabric content to be important for
only half of Hispanic apparel consumers. Other ethnic/racial groups consider fabri¢ conten
to be an important factor in apparel purchases more predominantly than Hispanics (Cotton
Incorporated, 2002).

Fashion is very important for Hispanic women, many of whom think of themselves as
trendsetters according t mitoGaitdntncorporated,or por at e
2005%; Pasarell, 1995). In a study of Hispanic youth who are strongly connected td$oth

and Hispanic cultures, uniqueness is highly desired in their fashion as a way of self
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expression (Chattalas & Harper, 2007). This isartgnt given the overall youth of the
population, though other studies have stressed that the newest fashion styles are not as
appealing to some Hispanics who perceive more risk in purchasing. Hispanics who are more
hesitant to undertake perceived riskyghases may not be as willing to try the newest
fashion trends even though fashion and appearance are essential to them. In 2005, research
showed that Hispanics consider their appearance in apparel to be more important than
comfort. While this supporisther research that discusses the importance of image for
Hispanic consumers, this contrasts with findings for Caucasian and Aiioanican
apparel consumers who believe comfort is most important in any apparel purchase (Cotton
Incorporated, 2003Y.
Functional Preferences

Functionalapparel preferences are incorporated into product and process design to
affect characteristics such as the care requirements, construction, durability, fit/sizing,
quality, and comfort. Many of these characteristics asznglated and highly dependent on
processes and methods used in the development of patterns, specification of production
processes, and selection of materials. As discussed throughout this section of product
information, relatively little informationexiss r egar di ng Hi spanic cons
preferences in apparel products due to the proprietary nature of much of the research
conducted. However, the information that exists is useful for technical product developers.

As mentioned already, comfod not a critical factor for many Hispanic apparel
consumers more concerned with the appearance of their garments. Another factor that seems

to be relatively unimportant for Hispanics is the care requirements of their apparel. In a
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study conducted by Caih Incorporated on important factors when buying apparel, care
instructions were less important for Hispanics than any other racial/ethnic group (Cotton
Incorporated, 2002). However, durability and fine craftsmanship are highly desired. Quality
is frequently cited as the most important characteristic for Hispanic consumers, and Hispanic
consumers utilize quality to judge the perceived value of apparel products (Bellenger &
Valencia, 1982; Cotton Incorporated, 28pBlerbig & Yelkur, 1997).

Fit is also a gtical factor in Hispanic apparel purchases. A 1995 study indicated that
functionality (including fit and suitability for end use) is the most important product attribute
for Hispanic women, followed by value, fashion, and impression. The researae thrat
these findings were against previous findings that stressed image and fashion for Hispanic
apparel consumers (Pasarell). Supporting these findings, Hispanic consumers state that fit is
critical in their selection of jeans, and they will pay thestrad all racial/ethnic groups
studied for goosfitting jeans(Cotton Incorporated, 200%

Brand Image Preferences

As discussed in the section on brand loyalty, many Hispanics tend to purchase well
known, familiar brands as a way to reduce perceivedanskcommunication difficulties that
can occur when shopping for new products (Herbig & Yelkur, 1997; Kim & Kary,

1995). Certain brands, such as those created by Hispanic companies or utilizing Hispanic
spokespersons may be appealing to Hispanic coesuwho consider cultural maintenance
and support of the Hispanic culture to be impor{@anthu & Cherian, 1994). In addition,
Hispanics may purchase popular branded products because of the prestige associated with

own certain labels (Bellenger & Valeia, 1982; Pires & Stanton, 2005; Selbert, 2003).
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While these findings suggest that brand is an important consideration for Hispanic apparel
consumers, a study in 2002 indicates that brand is secondary to considerations such as price,
fabrication, and carinstructions (Cotton Incorporated).

In terms of pricing for Hispanic consumers, researchers typically note that Hispanics
are price conscious (Minger, 1994). However, the importance of price compared to other
apparel attributes has been disputed aliterature. A study in 2002 showed that price is the
most important factor that Hispanics consider in apparel purchases, but that price appears to
be even more important for other racial/ethnic groups (Cotton Incorporated). On the other
hand, a 1997 gty indicates that price is only considered after quality and durability and that
it is used primarily to evaluate the value of a specific product (Herbig & Yelkur). Supporting
this view, Kim et al. (2007) points out that Hispanics are more willing toggular price
for apparel than Caucasian consumers, given the right mix of product attributes.

The importance of price in apparel purchases can differ due to the strength of ethnic
identification and the importance of image. For instance, strong edemitfiers place high
importance on the economy of apparel purchases (Minger, 1994). However, many other
Hispanics seem to minimize their focus on price as a way to enhance their image and prove
that they can provide for themselves and their familigsgs behavior is apparent by the
overall mar ket 6s | ack of coupon usage, since
inability to pay full price for an itemBlackwell, Miniard, & Engel, 2006)

To summarize, limited and sometimes conflicting infation exists regardintpe
attributesHispanics consider in apparel purchaséghis suggests the need for additional

research in this aremdthusprovides support for the need to conduct this research
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Apparel Evaluative Criteria Research

Evaluativecriteria arethe product attributes consumeiseto evaluateand compare
product alternatives in their decision proceshe number and relative importance oferia
vary based on individual customer prefereranas characteristicgs well ashepurchase
situation(i.e. the type of product being evaluated, the variety of available alternatives, and
customer experience and involvemen addition, different criteria may be utilizéal
assess productiiring product evaluation, poiof purchase, ahafter purchase (Engel et al.,
1995) Research into thapparekattributes used as evaluative criteria is critical due to the
high number and variety of attributes thatividual consumers may choose to use in
evaluation. An understanding of theost mportant and determinant critetaed by apparel
consumers provides insight into product preferencessahdsusefulfor newproduct
design processétamb and Kallal, 1992; Maf?lumlee and Little, 20Q6roo, 2003 as well
as marketing and merchandigistrategic developme(forney, Park, & Brandon, 2005).

Apparel researchers in industry and academia have condudtstsivaesearch to
understand the type of evaluative criteristomers use iapparel purchases and as a result,
a range of studiesxist in the literature that focus on specific criteria or target customer
groups This section of the literature review will presamntoverviewof some of thespast
studies into apparel evaluative criteria, highlighting major classes of criteridl a&sviactors
that influence theelection and use of criteria.
Classes of Apparel Evaluative Criteria
Numerous researchers have investigated the types of evaluative criteria consumers

useto assess apparel options. Depending on the purpose of theudlisiudy, the target
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group studied, and the product type being considéne@pparel evaluative criterizhosen
for a study can vary widely. gparel researchers frequentisganizeevaluative criterianto
unique categories based dimensions of appal researchindividual research objectives
and presentation requirementBable3 providesa list of some of the past studies of apparel

evaluative criteria and the categories used by researchers to organize and present the criteria.

Table 3: Classes of apparel evaluative criteria

Researcher Evaluative Criteria Classes
1. Product attributes
Jenking1973 2. Properties dependent on attributes
3. Properties dependent on relation between textile and individual valug
Olson and Jacoby972)
Szybillo and Jacoby
(1974)
1. Intrinsic
Hatch and Robertfl985) > Extrinsic
Eckman, Damhorst, and
Kadolph (1990)
May-Plumlee (1999)
Swan and Combs (1976 1. Instrumgntal outcome
2. Expressive outcome
1. Concrete
Norman (1976) > Abstract
1. Pragmatic
Stemm (1980) 2. Quality
3. Aesthetic
Myers and Shocker 1. Product referent
(1981) 2. Outcome referent
3. User referent
1. Aesthetic
Morganosky (1984) 2. Utilitarian
1. Expressive
Francis and Dickey (1984 2.Instrumental
3. Market
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Table 3 continued

1. Physical

2. Performance
3. Aesthetics

4. Affective

5. Connotative

O'Neal, Hines, and
Jackson (1990

1. Functional
Lamb and Kallal (1992)| 2. Aesthetic
3. Expressive

. Fashion and attractiveness

Lee and Burns (1993) | -’ Quality

. Style and price

1
2
3. Brand name
4
1

. Expectation / Pointf Purchase measures
e Fabric and garment construction
e Care, value, and style
¢ Appearance on the body

AbrahamMurali and ¢ Individuality and Expression
Littrell (199%) 2. Perception / After Use measures
e Fabric properties
e Care
o Expressive
¢ Individuality
1. Physicabppearance
AbrahamMurali and 2. Physical performance
Littrell (1995b) 3. Expressive
4. Extrinsic
1.Image
Forney, Park, & Brandorn 2. Quality
(2005) 3. Design / Beauty
4. Color / Style

As illustrated in Tabl@, a variety olnomenclaturés used to encompass the wide
range of criteria consumeuseto evalua¢ apparel. There is no established or accepted
arrangement of criteri&ithin categories in the literature, and because of the extensive
research conducted in this area on a variety of topics, the same attributes are not always

included by each researchdtven so, researchers typically agree that apparel evaluation
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involves the considerationafn i t e mtd satisfy basid¢ funttigns of dress, including
adornment of the body, symbolic affiliation or differentiation, sslhancementtility,

modesy, sexual attraction, and modernism. Consumers use both objective and subjective
evaluation techniques to not only evaluate concrete product features such as fit, comfort, and
style, but also to judge moprsonallyformeddimensionf value, tasteexpression, and
aestheticgSproles, 1979).

The next sections in this literature review will cover some of the most used (and
researched) apparel evaluative critefldue criteria will be organized into categories of
intrinsic and extrinsic product attrites, similar to methods used by five researchers shown
in Table 3 Intrinsic criteria are those inherent to the product, while extrinsic criteria are
those supplié by retailers or manufacturefgckman et al., 1990)

Intrinsic Evaluative Criteria

As ddined previously, intrinsic evaluative criteria refer to inherent, physical product
attributes that ialtered would change the product itself (Szybillo & Jacoby, 1974).
Research shows that intrinsic attributes, when compared to extrinsic attributasyare
influentialand predominarin the evaluation of overall product qualiggkman et al., 1990;
Fiore and Damhorst, 1992; Szybillo & Jacoby). In addition, faymlee (1999) nosthat
intrinsic criteria, such as fit/sizing, color, comfort, and stgle® more frequently used to
evaluate bras than extrinsic criteridnderstanding the types and importance of intrinsic
product attributes isonsumeevaluation and purchase decisiams critical for targeted
development and design process&ecausehey relate to physical product features,

recognition of the most important intrinsic criteria throughout design processes enables the
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design of apparel products engineered with the aesthetic and functional features most
demanded by target customefsdapting an organizational approach used by Naymlee
(1999), intrinsic product attributes include two subcategories of aesthetic and functional
product features, which will be profiled separately in the following sections.

Aesthetic criteria. The aesthtic dimension of clothing evaluation invel an
assessment ofie pleasing look or beauty of an apparel item (Lamb & Kallal, 1992;
Morganosky, 1984) Aestheic garment attributes are incorporated in design to enhance and
adorn the body, while also samgito minimize actual or perceived figure flaws (Chattaraman
& Rudd, 2006).Researchers began to recognize the importance of aesthetics in product
evaluation and purchase in the early 19@@slbrook, 1981). Since then, apparel researchers
have definedred studied a wide range of aesthetipae! features, shown in Table # is
important to note thahis list may be different from othere s e a fists bfagsthalic
criteriadue to the inconsistency maming and categorizing evaluative crité¢hat was

discussed previously.

Table 4: Aesthetic evaluative criteria for apparel

Aesthetic Evaluative Criteria

Design Principles
Color
Silhouette
Line
Texture
Pattern
Form
Proportion
Rhythm
Unity
Balance
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Table 4: continued

Aeshetic Fit
Style / Desigh Uniqueness

Appearance

Fashionability

Attractivenesd Beauty

Note: Compiled by the author and based on the following resources:

DeKlerk, H. M., & Lubbe, S. (2008). Female consumevslluationof apparel quality: Exploring the
importance of aesthetic3ournal of Fashion Marketing and Management(1)236:50.

Eckman, M. (1997). Attractivenesswfe nshits: the effect of aesthetic attributes and consumer
characteristicsClothing and Textiles Research Journal(4)5 193202.

Eckman, M., Damhorst, M. L., & Kadolph, S. J. (1990). Toward a model of teie purchase decision
process: Consumeise of criteria for evaluating women's appa@athing and Textiles Research
Journal, §2), 1322.

Lamb, J. M., & Kallal, M. J. (1992). A conceptual framework for apparel de€igthingand Textiles
Research Journal, 1Q), 4247.

May-Plumlee, T. (1999Modeling apparel product development using consumer purchase criteria.
Unpublished doctoral dgertation, North Carolina State University.

Morganosky, M. A., & Postlewait, D. S. (1989). Consumers' evaluations of ajfanelexpression, ah
aesthetic qualityClothing and Textile Research Journal17;15.

Various studieiave indicated the important role of aesthetics in overall product
evaluation. In these studies, researchers determinecaisthetic attributes aoétenmore
deterninant than utilitarian attributes apparel choicedeKlerk & Lubbe, 2008Eckman,

1997; Eckman et al., 1990; Morganosky & Postlewait, 19891984, Morganosky found

that consumers consider aesthetics more predominantly in determining apparelfiedust, o

the expense of functional attributes. Consumers are willing to pay more for aesthetically

pleasing apparel items, even if utility is @acordinglyhigh. Functional attributes become
more important in low aesthetic items, but do cmtelate wih willingness tgay a higher
price (Morganosky In addition, Lee and Burnd993)concludedn their study of Korean

and US college womethatthosewith high public selconsciousness considiéie aesthetic
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criteriaof fashion and attractiveness mamgortant in apparel purchases than practical,
functional apparel criteria.

Aesthetic attributes are also critical for their ability to attract customigiedly to
certain products, with strong aesthetics or style features being an indicator ofpotent
overall quality(AbrahamMurali & Littrell, 1995b). DeKlerk and Lubbe noted in 2008 that
if a garment is not aesthetically pleasing, consumers may not evaluate it further to discover
any functional qualities. They propose that this findingmay bédoe a consumer 0s
difficulty in accurately anticipating functional performance, whereas aesthetic characteristics
are more immediatglrecognizable (D€lerk & Lubbg).

While aesthetics are clearly important in overall product evaluation and purchase,
measurement of aesthetic preferences and propeaidabrics and apparel can be difficult
due to methodological concerns. For instapbgdcal test methodsuch as thosesed to
measure other properties do not efstaesthetic criteria The aesthetic diemsion is highly
subjective, and evaluation should be centereduman (or consumeperception, who ithe
ultimatejudge of aesthetic succe®rand, 1964) In addition,respondents asked about their
aesthetic preferencedten have difficulty expressg (or possibly even recognizinggsthetic
preference¢DeKlerk & Lubbe, 2008Eckman, 1997)or may be hindered by research
methodologies that utilize words rather than pictures to question participants about aesthetic
preferences. Even in studies thedture pictures or line drawings, black and white drawings
are most commonly used, which ignores the critical aesthetic attribute offeckonar).

The multidimensionality of aesthetics also compounds its measurement. For instance,

overall aesthetipreferences are often shaped by the interaction of individual aesthetic
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elements, such as the combination of color, silhouette, form, and pattern (Eckman, 1997
Morganosky & Postlewait, 198¥% 00, 2003. In addition, functional attributes such as
fabricaton, comfort and fitalso impact theverall aesthetisuccess of an apparel item
(Brand, 1964).To illustrate this interaction, an important component of aesthetic evaluation
is aesthetic fi{see Table ¥ Fit is primarily considered a functional dilitarian product
attribute, but fit also impacts the appearance of a garment design due to its effect on dart and
style line placement, hemlines, balance, and how the garment lays against the body (Outling,
2007). The connection between fit and appeagais a reflection of one of the most
important functions of apparel in geneirab enhance appearance. A garment that fits
poorly does not typically enhance appearance, increasing the likelihood of a negative
aesthetic respongEckman et al., 1990).
As shown in this section, preference festhetic attributes can be difficult to
ascertain, but are nonetheless critical for thorough market understanding and targeted product
design due to their importance in shaping and directing overall product pedsre
Functionalcriteria. Evaluation of functional apparel attributes involves a
consideration of an (Lamb &kKalal, 1992i Because or per for
functional criteria are used to assess (potential) utility, preferences for these aréeria
dependent on user needs or demands (Sproles, 19@Ble5 shows the wide array of
functional evaluative criteria assembled in the extensive literature review of apparel
attributes. May-Plumlee (1999) suggests that consumers that consumers tyfocals on

the functional attributes afare, construction, durability, sizing and fit, quality, and comfort
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in the majority of purchases, while reserving the remaining criteria for specialized functional

products or purchases (Md&umlee, 1999).

Table 5: Functional evaluative criteria for apparel

Functional Evaluative Criteria

Sizing FunctionalFit

Comfort
Fiber Content
Fabric Hand
Mobility
Donning / Doffing

Air Ventilation

Protection / Safety
Warmth Resistance
Wind Reistance
Flammability
Water Repellant
Moisture Absorption

Care Requirements / Laundering
Wrinkle Resistance
Colorfastness
Stain Resistance
Shrink / Stretch Control

Quality
Workmanship
Construction
Fabric
Durability
Reliability

Note: Compiled by the dloor using the following resources:

Eckman, M., Damhorst, M. L., & Kadolph, S. J. (1990). Towardoaehof the irstore purchase decision
process: Consumer use of criteria for evaluating women's ap@#tling and Textiles Research
Journal, §2), 1322.

Lamb, J. M., & Kallal, M. J.1992). A conceptual framework for apparel desf@lothing and Textiles
Research Journal, 10), 4247.

May-Plumlee, T. (1999Modeling apparel product developmarging consumer purchase criteria.
Unpublished doctoral dissertation, North Carolina State University.
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The previous section established that aesthetic attributeft@neonsidered more
prominentlythan functional attributes in apparel decision processspecially in attracting
consumers to specific items. However, functional attributes play a critical role in the
purchaes ofproducsthat are themselvesiictional in nature Examples of these categories
are rainwear, exercige sportsapparel, intnate appareland military apparel Apparel in
these categorias specifically designed to seraefunctional purposesuch as to provide
protection against the elements@support some physical activity (Lamb & Kallal, 1992).
Some esearcherseecommend that highly functional apparel desgych as those from the
categories just mentioneshould be useoriented, involving observation of the use
situation, definition of user needs, and testing and refineaiexgparel productsased on
performancen the usesituation (Rosenblatlvallin, 1985).

In general apparel purchase decisions (in this case referring to those not related to
functional garments specifically), the importance of functional attributes should not be
underestimated. DeKlerk and Lub{®08) hypothesize that even consumers who express a
greater dependence on aesthetics in apparel evaluation may unconsciously consider
functional attributessuch as constructiom terms of howthey impact overall aesthetics.

This is especially true g@int of purchase, though functional attribusesh as durability and
care requirementalsoplay an important role in lortermcustomeisatisfaction. Thus, even
though aesthetic attributes are important in attracting initial interestféeddingprdiminary

observatios, the link betweerfunctional attributesind aesthetics as well as future product

performanceshouldnot be forgotterfDeKlerk & Lubbe).
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As the previous paragraph suggesisictional apparel attributes are
multidimensional as are @sthetic feature@viorganosky, 1984)For instancgfeaturessuch
as comfort or fabric hand are actually the outcomes of otieacteristics such &t and
fiber conten{AbrahamMurali & Littrell, 1995a). In addition to functional attributes
impactingeach other, they also affect aesthetic qualities, as discunstexlprevious section
on aesthetic attributes
The attribute of apparel quality is included in the functional category of evaluative
criteria because quality largelyameasure ofapradct 6 s per f or mance and .
consumer expectations or desires (Abrat\uorali & Littrell, 1995b). As shown in Table 5
guality is a multidimensional construct, assessed by evaluating quality of workmanship,
construction, fabric, and product duilléi. At point of purchase, certain aspects of quality
can be observed, but other aspects, such as durability, can only be determined during or after
product use. Thuspasumer measurement of qualgyabstractandmay beassesse(br
predictedusing criteriaother than functional attributes suchsaide, brand namestore
service, priceand imaggAbrahamMurali & Littrell, 1995b; ChenYu & Kincade, 2001
Cotton Incorporated, 20@5DeKlerk & Lubbe, 2008 Research by Eckman et al (1990)
shows tlat the concept of quality is so abstract and complex that many consumers do not
specifically refer to Aqualityodo as an attrib
to other dimensions, predictors, or suggestions of qualypically, industy measurement
of quality is more concrete and based on physical methods such as conformance to technical

standards or quality management progrédtgahamMurali & Littrell, 1995b).
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This sectiorshows the importance of functional apparel attributesutghout the
decision process, includireyaluation at point of purchase as welttesr role inindicating
future product performance. Because of the connection between functional attributes and
long-termcustomersatisfaction (and subsequently consuopnion),an understanding of
the functional features desired by apparel consumers gapljabrt targetedpparel design
and product developmeahd improve the chances for future success.

Extrinsic Exaluative Criteria

As already defined, extrinsic agitia are the opposite of intrinsic criterraeaning
they are nophysical components or aspects of the prodGettegorization of extrinsic
apparel attributes vias depending on the researcher éimelstudy, but are generally
considered to be thoseteriaapplied by retailers or manufacturarstead of incorporated
into product design (Eckman et al., 1996pr presentation purposes, extrinsic criteria will
be segmented into two categories: expressive/symbolic criteria and brand/situational criteri
This organization is somewhat different from that found in much of the literature. While
brand and situational factors are commaidyinedas extrinsic criteria in the literature,
expressive or symbolic attributes are not always mentioned by resesarghd whethey
are they may or may not be categorized as extrinsic criteria. However, the researcher
decided to include expressive/symbolic attributes in the extrinsic category because they are
not actually physical components of the product, butatsare based on the external
interaction between the physical apparel product and the apparel consumer.

Expressive / Symbolariteria. In addition to serving as adornment for the body and

satisfying functional requirements, apparel is also anessp/eor symbolicproduct Based
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onthe interaction oéesthetic, functional, and brastationalattributeswith individual
consumer values and motivatioapparel elicita personaleaction oremotional response
from the consumer as well as reantifrom others AbrahamMurali & Littrell, 19955
Eckman, 199¥ Consumersften selecapparebroductsbased on the image they have of
themselves, or the image they want to project to otharsb & Kallal, 1992)

Expressive criteria encompass a loroange of product featuress shown in @ble6,
which provides a list of expressive or symbolic apparel characteristics found in the literature.
As shown in the table, expressive features are predominantly a reflection of the interaction of
the productvith the consumer, or the statement or message wearers seek to make with their
clothing. Consumers evaluate and select apparel to enhance or protect their image or ego
(Grubb & Grathwhohl, 1967), project a sense of individuality or creativity, or téorem
their confidence (Lamb & Kallal, 1992)n addition, aparel selectioncanu pp orrole one 0 s
in society satisfy lifestyle, personal, or physical requiremeotg;ommuncate social

standing or group memberstop differentiation(Sproles, 1979).

Table 6: Expressive / Symbolic evaluative criteria for apparel

Expressive / SymboliEvaluative Criteria

Group Membership / Social Affiliation

Fun / Excitement / Enjoyment / Entertainment

Psychological Enhancement
Individualty
Fashionability
Creativity
Confidence
Taste
Ego
Prestige
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Table 6 continued

Responses of Others
Approval
Compliments
Sexual Appeal or Attraction

Appropriateness / Suitability
Individual: Occupation, Personality, Age, Body
Occasion / End Use / Roles

Feelings / Beliefs
Social Values
Ethnocentrism
Political Beliefs

Religious Beliefs

Note: Compiled by the author using the following resources:

AbrahamMurali, L., & Littrell, M. A. (1995a). Consumers' conceptualization of apparel attribQtething
and Textiles Research Journal,(2B 6574.

AbrahamMurali, L., & Littrell, M. A. (1995b). Consumers' perception of apparel quality over time: An
exploratory studyClothing and Textiles Research Journal(3)3149158.

Lamb, J. M., & Kallal, M. J(1992). A conceptual framework for apparel desiglothing and Textiles
Research Journal, 1Q), 4247.

May-Plumlee, T. (1999Modeling apparel product developmarsing consumer purchase criteria.
Unpublished doctoral dissertation, North Carol8tate University.

Morganosky, M. A., & Postlewait, D. S. (89). Consumers' evaluations of apparel form, expression, and
aesthetic qualityClothing and Textile Research Journal17;15.

Sproles, G. B. (1979Fashion: Consumer behavior toward drebtinneapolis, MN: Burgess Publishing

Company.

Expressiveapparel attributeare often mentioned in the literature as important
components of apparel product evaluation and purchase, but they do not appear to be as
frequently studied as other, more measuralbggrties of aesthetics, functional, or brand
related attributes. However, they are no less important, and are sometimes more important,
thanother categoriesf evaluative criteria For instancegonsumers can be initially attracted

to a garment becausé anticipated emotional response to the item, or expected positive

response from others. If the response or anticipated effect of the garment is negative, the
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consumer will likely not investigate other functional, aesthetic, or brand/situationaltaribu
(DeKlerk & Lubbe, 2008).The prominen e of Apunko cl ot hing demon
category wherein selection is primaridgsed on the need fexpressiorthrough clothing
such as membership &oparticulargroup or display of individualityln addition, uniform
selection is conducted to reinforce group identity as well as to ensure appropriateness for
occupation, roles, or responsibilitiels cases such asede, expressive evaluative criteria
may supersede others in product evaluation (LamtaBak 1992).

Theinteraction between the apparel product and the consigtemmines the
expressive capabilities of an apparel it@brahamMurali & Littrell, 1995a). Expressive
gualities of apparel are strongly tied to more visual aspeetssthetis and the appearance
of a garment on the bodplfrahamMurali & Littrell, 1995b; DeKlerk & Lubbe, 2008;
Eckman et al., 1990). Apparel communicates messages to the wearer and observers through
visuals, such as attractivenesslor, styling, fit, and branschames or labels. In this way,
aesthetic, functional, and brand or situational attributes combine to serfieedscée for
expression ( Morganosky & Postlewait, 1989).

Because of the connection between aesthetic and expressive charactsoistecs,
researchers include expressive criteria as a subset or component of aesthetics (Fiore &
Delong, 1994).Morganosky & Postlewait (1989) investigatikds role of expressive criteria
in overall aesthetic evaluation of apparel. Results showed that form (caneisine,
design, colors, shape, etc.) is more predominantly used in aesthetic evaluation of apparel,

rather than expression (Morganosky & Postlewait)is finding supports therganizatiorof
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this section of the literatureeview, in which expressi® criteria are classified separate from
aesthetic criteria.

The fact that apparelxpressive criteriare depeneht on the interaction of multiple
factorshas contribute to the difficulty associated in evaluating this constrditaddition,
measuremerdf expressive characteristics is highly subjective and individualistic, and
consumers may have difficulty even expressing their underlying motives and messages being
conveyed through their clothing purchagi@ssenbladVallin, 1985) To overcome this
compexity of measurement and gain understanding of consumer preference for and use of
expressive evaluative criteria, researchers suggesnhined qualitative and quantitative
researclapproach. In this way, consumers are not only able to provide moileadeta
insight through qualitative free response, but will also be able to supply more abstract,
underlying information about their decision process through quantitative measures using
preselected criterigEckman et al., 1990).

This section has discuskthe expressive characteristics of apparel and their ability to
communicate messagabout the weardhat wordsmay not be able to convey. While
expressive criteria are highly subjective and difficult to measure, an understanding of the
expressive feates that target consumers demand in apparel is impdotaotoduct
development processes

Brand Image / Situationariteria. The category of extrinsic brand image/situational
criteriaencompasses a wide range of attributes that are not part ofyifiegbiprodict itself.

As shown in Table,zhe category includes attributes related to the manufacturer or retailer

of the product, such as price, bdacountry of origin, and store, promotion, a®vice

61



attributes In addition, the category includdése attribute of versatility, both of the item

being evaluated, as well as its coordination with e ¢ o resisting elathing.

Table 7: Brand Image/Situational evaluative criteria for apparel.

Brand Image / Situational Evaative Criteria

Price

Value / Economy
Brand
Country of origin

Competition

Store
Prestige
Familiarity
Convenience
Characteristics

Promotion
Media
Advertised features
Hangtags

Service
Warranty/Alterations
Payment plans
Quality of salesperson
Storeselection

Versatility

As an individual item
With existing wardrobe

Note: Compiled by the author using the following resources:

AbrahamMurali, L., & Littrell, M. A. (1995a). Consumers' conceptualization of apparel attrib@tething
and Textiles Research Journal (28 6574.

Eckman, M., Damhorst, M. L., & Kadolph, S. J. (1990). Toward a model of th®ie purchase decision
process: Consumer use of criteria for evaluating women's ap@#tling and Textiles Research
Journal, §2), 1322.

Jenkins, M. C. (1973 lothing and evaluative criteria: Basis for benefit segmentation and reflection of
underlying valuesUnpublished doctoral disgation, The Ohio State University.

May-Plumlee, T. (1999Modeling apparel product development using consumer purchase criteria.
Unpublished doctoral dissertationofth Carolina State University.

Sproles, G. B. (1979Fashion: Consumer behavior toward dreBinneapolis, MN: Burgess Publishing
Company.
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While external factors related to the retail environtreard service, promotional
strategies, competition, and versatility are important attributes that certainly impact the
apparel decision process, the remaining factors in Tafgeace, brand, country of origin)
are the focus of much of the research inatea of brand image/situational attributés an
example, a 1999 study by Mdlumlee classified thirteen universal apparel evaluative
criteria based on an extensive review of the range of criteria that exist. While she noted the
use of several extrirsproduct characteristics includimgany of the attributes in Tabfe
only the two attributes of brand name and

Price,brand, and country of origin amaportant considerations in apparel purchases
by thenselves, but are alswiten used in overall assessment and predicti@ppérelguality.

As discussed, quality is an abstract term that is sometimes difficult to evaluase and
dependent on the interaction of multiple factors (C¥ar& Kincade, 2001; Cton

Incorporated, 2005a; DeKlerk & Lubbe, 2008). When consumers are not equipped to wholly
evaluate the many dimensions of quality, price may be used as an indirect measure (or

predictor) é quality (Jenkins, 1973; Leavitt, 1954). However, some reseaigifests that

price is diminishing in its use as an indicator of quality. In research conducted between 2000

and 2004, consumers indicated that they are less likely to associate higher prices with better
guality and performance. This may be due to ticesiased importance that many consumers
now place oreconomyand value, as they are more willing than ever to sacrifice quality for
price (Cotton Incorporated, 2005dh cases where price is notiged to predicguality,

research indicates thiatand (Cavis, 1985; Huddleston & Cassill, 199)d country of

origin (ChenYu & Kincade, 2001; Dickerson, 198if)ayinsteadbe used
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While some research suggests that price may no longer be used as often as a measure
of quality, he importance of price in purake decisions cannot lgmored Frequently, it is
the majorpurchaseonsideration andonstraint ultimately determining whether consumers
are able to purchase a prod(€btton Incorporated, 20@6Sproles, 1979)Price isalso
increasingly importarfior consumersvho shop across retail levels and channels (Cotton
Incorporated, 2002).

This section has overviewed the wide range of extrinsic brand image and situational
attributes that may be used in the evaluation and purchase of apparel. Thegesatré
primarily the result of actions by the apparel manufacturer and retailer, and while not
intrinsic to the product itself, are no less influential in the way consumers view the product.

As shown in this section, evaluative criteria are ol@mplkex andinterrelated. This
is likely thereason behinthe inconsistentategorizatiorevidentthroughout the literature.
However, the organization of apparel attributes into specific categories is not as important as
the recognition of the large numbdraniteria that are used in the appgratchasealecision
process. The next section will include a discussion of the factors that determine or influence
consumer preference for and use of individual criteria in their apparel purchases.

Determinants of References foApparel Evaluative Criteria

As discussed previously, evaluative criteara the product attributes consumers use
to evaluate and compare product alternatives in their de@simess (Engel et al., 1995).

The number and specific critetiged by consumers often varies by the individual consumer,
product, and purchase decisidtkman, 1997May-Plumlee & Little, 2006). Those criteria

that are influential in decisiemaking are known as important or salient, while those that are
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the mostinportant are termed as critical or determir(denkins, 1973; Stemm, 1980)

Generally, consumers base their purchase decisions on the relative importance of each of the
factors in the purchase decision, the potential interaction of the factors, afigriheeat of

these factors with personal values or motivati@esking. Thus, the evaluative criteria used

and the purchase decision itself clearly can diffesed on consumeuurchaseor product
characteristics.

Consumer behavior theories provideunderstanding of the use and significance of
evaluative criteria in the decision process as well as factors that may influence product
preference formation and purchageonsumer behavior researcheusline the decision
processstarting withinitial awareness of a neeahoving toproduct search and evaluation of
alternatives based on a set of evaluative criteria, and ending with purchase, consumption, and
postpurchase assessment (Engel et al., 1995). @&tisidn process, includirtheuse of
evaluaive criteria and the ultimate product purchased (or not purchased), is dependent on a
variety of factors. Sproles suggests that the decision process for fashion and apparel is
affected by externdhctorssuch as climate, social, cultural, economic, ardketing
systems, impersonal and personal communication, internal factors such as psosaial
and psychological characteristics of consumers, and the fashion cycles opfrémedsme
(Sproles, 1979)The Engel, Blackwell, and Miniaf@BM) modelin AppendixA support
Spr ol e s propesing tkat dorysumer decision processes are influenced by
environmental aspects of culture, social class, personal influences, family, and situational
factors as well as individual consumer differences such aswwoer resources,

motivation/involvement, knowledge, attitudes, personality, values, and lifestyles.
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This section of the literature review will examine the range of factors that influence

apparel decision making processes, specifically the factors tlyatmpact or determine

consumer preferences for apparel evaluative criteria. Badkllews the organization of the

factors into categories of demographic characteristics, psychographic features, plogsical
and relatedtharacteristics, and situationatfars. Some of these categories, such as
demographicand psychographics, are widely discussed by consumer behavior theorists,
while the other categories of physical and situational factors are included for their

significance inthe study ofapparel purcase decisionspecifically The intention of this

secti

on i's not t o

provide a detail

ed

di

SCuUSsSSs

these factors, but to direct the reader to additional research that supports the influence of

these factorsmouse and preference for evaluative criteria.

Table 8: Determinants of preferences for evaluative criteria

Demographic Characteristics
Gender
Age

Geography
Occupation
Education

Income

Ethnicity

Psychographic Characteristics
Lifedyle
Motivations / Benefits sought
Personality
Values

Physical Body and Related
Characteristics
Body size
Body shape
Body image or cathexis

Situational Factors
Garment type
Purchase type

Study methodology

Environmental trends
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Demographic Characteristics

The ease with which consumer segments may be defined according to demographic
variables has driven much of the research into demographic influences on use and
importance of apparel evaluative criteribable 9serves as a resource for the reader, listing
the major studies that have documented the effect of demographic characteristics on the use

and importance of evaluative criteria in apparel purchase decisions.

Table 9: Researchinto the effect of demographics orapparel evaluaive criteria
preferences

Demographic _Characterlstlc Researcher
Studied
Gender Eckman (1997Holbrook (1986)Williams and Slama (1995)
Williams (2002)Holbrook (1986)
Age Cotton Incorporated (2006aputton (2006)Eckman (1997)
g Holbrook (1986)Y® (2003)
Geography Fiore and Kimle (1997); Yoo (2003)
Occupation Cassill and Drake (1983gnking1973)
Education Jenking1973)
Income Morganosky (1987 Williams (2002)
Cotton Incorporated (2002);eather, Ford, and Herr (1996)su
Ethnicit and Burns (2002Xang and Kim (199&im and Arthur (2003);
y Kim and KangPark (1995)i.ee and Burns (1993Rajagopalan
and Heitmeyer (2005)Yoo (2003)

Demographic variables such gsnder, age, geography, occupation, education,
income and ethnicitganimpact therange and importana# criteria used to evaluate
apparel. The effects of some of the variables are not surprisung)) as gendeage and

income A study by Cotton Incorporated (2006a) shows that older apparel consumers
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consider fabric @antent, care, and country of origin more important than younger consumers,
who focus on brandln addition, income affects discretionary spending abilities, and thus,
the attributes on which consumers can base purchase decisions (Sproles, 1979).

Someof the demographic factors shown in Ta8lare relatedo one anothersuch as
education, occupation, and income. These variables have been considered together in the
evaluation of the effect of social class on purchase preferedeskins (1973and Williams
(2002)indicated that consumers of lower economic levels tend to focus on more concrete
evaluative criteria such as price or fiber content, while those of higher economic levels use
more abstract criteria such as suitability.

While not often stdied, several researchers have noted the potential effect of
geographic location on use of evaluative criteria (Fiore & Kimle, 1986, 2003. For
instance, consumers in metropolitan business districts may consider style and appropriateness
more importat than consumers in beaches or resorts, who may focus on coSBifaitarly,
weather associated with these geographic locations may also influence preferences.
Consumers living in the northeastern United States may consider functional properties of
warnth and wind resistance more important than other attributes during the colder months of
the year. At the same time, consumers in the far southern regions may not place such
importance on these functional properties.

Ethnicity. Of particular interest tthis research, the role of ethnicitythe use and
importance obpparelevaluative criteria has been more frequently studied as the ethnic
variation in the U$opulation has increas¢8olomon & Rabolt, 2004)In studies

investigating the effect of atircity, research may focus within onéaeic, racial, or culture
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group to asses apparel preferences basedtbm-group variation due to subculture (Kang
& Kim, 1998; Rajagopalan & Heitmeyer, 2005) and acculturation level (Kim & Arthur,
2003; Rajagopala& Heitmeyer; Upchurch, 2008)As an alternative approach, ethnic group
classification may be used a segmentation variable, enabling a comparison of preferences
across different ethnic groups. This approach is evidesxamples of studiasting
differences impparel preferences Korean and US women (Lee & Burns, 1993),
Taiwanese and US women (Hsu & Burns, 2002), and Caucasian and Antancan US
women (Feather et al., 1996).
In the previous section of the literature review, product preferefmenation related

to the US Hispanic market wasesented and inconsistencies were noted throughout the
literaturein the area of aesthetic, functional, and brand image prefereBeesall the
literature review illustrates a relative scarcity of imf@ationregarding preference and use
a range of apparel evaluative criteria. Thus, a targeted study on the evaluative criteria that
US Hispanic women consider important in their apparel purchases is clearly needed.
Psychographic Characteristics

Theinfluence of demographic factors on evaluative criteria preferences may be more
immediately observable, but many researchers within the apparel industry stress the
importance of considering the effect of psychographic factors ag®@askill & Drake, 1987
Shim & Bickle, 1994) Whereas demographic segmentation and analysis may indicate
uses specific evaluative criteria, psychographic analysiselill researchsunderstanavhy
they are using themThough the two factors relate to different dimensiacdemographic

characteristics often impact or determine psychographic characteristics. Thus, many
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researchers combine demaghic and psychographic analgde analyze consumer
preferencesTable 10serves as a resource for the reader, listing therrefjdies that have
focused on the effect of psychographic characteristich as lifestyle, motivations/ benefits
sought, personality, and values the use and importance of evaluative criteria in apparel

purchase decisions

Table 10: Researchinto the effect of psychographic®n apparel evaluative criteria
preferences

Psychographic Characteristic

Studied Researcher

Lifestyle Cassill and Drake (198Btemm (1980)

Alexander, Connell, and Presley @3) Eckman (1997)lenkins

Motivations / Benefits sought (1973) Shim and Bickle (1994)

Holbrook (1986)Lee and Burns (1993Villiams and Slama

Personality (1995)

Values Jenkins (1973Kim (2005); Lapitsky (196Morganosky (1987

Lifestyle The «c onc e ptinvoves arconsideratort of wag geople live,
including cultural, social, and economitteractions (Engel et al., 1995 the earliest study
of the effect of lifestyle on apparel preferences, Cassill and Drake (1987) identified seven
lifestyle factors (sut as seHconfidence, traditional, modern traveling and spending, etc).
Through statistical analysis, the researchers associated each of these factors with unique
usage of apparel evaluative criteria for work and social appeoelinstance, respondents
with a traditionoriented lifestyle expressed more importance on economic criterion than
appropriateness. On the other hand, those with a modern traveling and spendingdifistyle

not consider economicdsors in purchasingdassill and DraKe Lifestyle is dependent upon
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demographic factors such as income, age, and occupation, as well as other psychographic
factors such as personality (Sproles, 1979).

Motivations / Benefits soughResearch in this area has centered on the fact that
during the purchse decision process, consumers are often motivated to satisfy certain needs
or wants, or to seek out specific benefits.
motivations, the benefitse/sheseels, and the needs or desires for satisfaction, he/she may
evaluate apparel attributes differently in the decision pro(&soles, 1979)Benefit
segmentation research involves the identification of specific benefits that consumers may
seek in apparel products. Once benefits are defined, demographics caah foefurtber
define customer segments. In addition, these benefits may be linked with lifestyles,
providing another method of customer profiling (Jenkins, 1$Him & Bickle, 1994.

Jenkins (1973) provided early support for the use of benefit segmentaappare
evaluative criteria studies by showirat consumers who seek clothing to benefit their
appearance consider differamiteriaimportant than those who are more practicality
oriented. Specific énefits that consumers may seek in clothirgjude selimprovement,
sex appeal, social status/prestige, perceived figure flaw compensation, role identification,
individuality, and fashionability (Shim and Bickle, 1994him and Bicklealsodistinguish
personbased benefits (such as sietfjprovemet or sex appeal) from situatiodahsed
benefits (role appropriateness), and illustrate that clothing benefits sought can be used to
effectively segment consumert 2005, Alexander et aleporedthat people who seek
fashion innovativeness and satedfan with clothing prefer fitted tops and jacke@learly,

the benefits that consumers seek in apparel influence their apparel choices.
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Personalityand Values As discussed previously, clothing is sometimes chosen for
its expressive qualities, or i#bility to convey something about the personality or the values
of the consumer, which vary greatlyarious researchers have linked personality traits to
apparel preferences. In 1986, Holbraegortedthe effect of personality differences such as
visual vs. verbalriented intrinsic vs. extrinsioriented and romanticism vs. classicism on
the importancef aesthetic product characteristinghe evaluatiorof jacket and pants. Lee
and Burns (19933tudied the role of setfonsciousness on the udecateria andfoundthat
consumers high in public setbnsciousness consider fashion and attractiveness to be more
important than practical criteridn 1995, Williams and Slama studied the shopping behavior
of market mavens and nonmavens acrassigeof produd categories, including apparel.
Results showdthatmavens and nonmavens stress different brand and store attributes in their
evaluationof products across categories.

Valueswhich may be expressed through clothing include a sense of acstineti
fashion economiemindfulnessyeligious beliefpolitical awareness or activismuality
consciouspr social conformanc@lenkins, 1973; Lapitsky, 196%proles, 1979 These
underlying values influenoceonsumer preferensandtheimportance of tferent evaluative
criteria in apparel purclsas(Jenkins) For instance, Morganosky (1987) regdiiat
consumers who value fashion are more likely to stress product attributes (such as price) that
will enablea high quantity of purchases, rather tharality attributes These fashion
oriented consumers may also ignore criteria such as care considerations and wearability,
whereas more functieariented apparel consumers focus on these factors. In this study,

Morganosky also noted the relationship betwéhe demographic factor of income and these
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apparel values, finding that high income consumers place more importance on aesthetic
factors than functional criteria (1987)he research on the role of personality and values in
determining evaluative crit preferences suggests that consumers often evaluate and select
clothing based on their internalheld personalities and values, as well as the characteristics
they want to project to others.
Physical Body and Related Characteristics

The effects of dmographic and psychographic factors on consumer behavior are
widely reported throughout the consumer behavior discigkingel et al., 1995)However,
the apparel industrglsorecognizes the importance of body shape and size, as well as related
factorsof body image and cathexis (satisfaction) on apparel preferences because of the
inherent relationship between the garment and the body (Sproles, T2. 11serves as a
resourcdor the reader, providing an indication of the range of researchahatvestigated
thisimportant connection between body shape, size, image and cathexis and apparel

evaluative criteria preferences.

Table 11: Research into the effect of physical body and related characteristics on
apparel evaluaive criteria preferences

Physical Body or Related

Characteristic Studied Researcher

Body Size Chattaraman and Rudd (200&yock (2007)

Alexander, Connell, and Presley (20@%)derson et al.
Body Shape (2001);Feather, Ford, and Herr (199®jsut andConnell
(2007) Yoo (2003)

Alexander, Connell, and Presley (20@hattaraman and
Rudd (2006)Feather, Ford, and Herr (1996pBat and
DelLong (1990Risut and Connell (2007him, Kotsiopulos,
and Knoll (1991)

Body Image and Cathexis
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Body Sizeand Shape Research in the area of body shape and size has generally
focused on the effect of these dimensionghe apparel sizing/fit attribute, particularly on
apparel fit preferences and fit satisfact(&eather et al., 199®isut & Connell, 2007). &
instancea study of apparel preferences of tween girls in overweight and normal size
categores indicateshat body size affesthe relative importance allocated to certain
attributes particularly for the sizét criterion (Brock, 2007) In a studythat analyzed the
effect of body size on the importance of aesthetic attributes, Chattaraman and Rudd (2006)
show that larger body size is associated with preferences for styles that provide greater
coverage, through less fitted silhouettes and long ete@avd lengths, and high waists.

Body shape is also an important influence on apparel prefere8pesifically
related to the attribute of apparel fit, Alexander et al. (2005) stiwav different body shapes
experiencdit issues at specific body sgeinfluencing body satisfaction and the clothing
benefits sought by consumers. In a study that considered preferences for a broader range of
apparel evaluative criteria, Anderson et al. (2001) indicate that Rectangular, Pear, and
Hourglass shaped womeelectclothing to portray fashionabilityln 2003, Yoo illustrated
the effect of body shape on preferences for suit jacket design attributes, such as collar style,
neckline, and silhouette.

Body Image and CathexiVhile body image and cathexsatishction)is not
actually a physicdbodycharacteristic, researchers have indicated a relationship between the
physical dimensions of body size and shape and the psychological characteristics of image
and cathexigAlexander et al., 2005)As such, @searbers within both fields of psychology

and apparel have investigated the efeftbody image andatisfaction ora variety of
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issues While researchers in psychology have focused orote@f body image and cathexis
in shapingoverall selfesteem, thepinions that consumer have regarding their body also
influence apparel preferencei general, research has indicated that lower body image and
satisfaction is associated with m@perceivedgarment fit issues (Feather et al., 19864

lower fit satsfaction (LaBat & DeLong, 1990)In 2005, Alexander et dbundthat

consumers whaveremore satisfied with their body shape and size seek out clothing to
enhance their figure, through fitted silhouettes in tops and drelss2806, Chattaraman and
Rudd reporédsimilar findings, showinghat consumers who have lower body image prefer
apparel styles that provide greater body coverage.

In the same way that body shape and size studies tend to focus on preferences
specifically related to apparel fit, aquel research into body image and cathexis also
concentrates on this attribute. (1@91)studg x cept i
that researched the relationship betweethytcathexis telothing values. Results shed
thatrespondents who kia higher body satisfaction are more likely to consider fashion
innovativeness important and feel confident in clothing choices.

This section has illustrated the important role of physical body size and shape and
related characteristics of body image aathexis on apparel preferencégduch of the
research conducted in this area focuses on the relationship between these factors and the
attribute of apparel fit However, due to the inherent body/garment relationship, the
influence of physical body anélated factors on a broader range of apparel evaluative

criteria preferences warrants further investigation.

75



Situational Factors

The three factors profiled above represent more consargrted factors that
influence apparel evaluative criteria prefezes. However, external situational or
environmental factors also influence the preferences that consumers express. These external
influences include garment and purchapecific characteristics, as well as environmental
trends. In addition, the studyethodology used to acquire and understand preferences can
also influence the preferences expressed by consumers.

Garmentand Purchas@ype Various researchers have reported that consumers may
use different evaluative criteria depending on the gartypetbeing evaluated for purchase
(AbrahamMurali & Littrell, 1995a; Eckman, 1997; Stemm, 198W8illiams, 2003. For
instancethe relative importance of criteria used in the selection of work apgardiffer
substantiallyfrom those used in the setem of social appardlCassill & Drake, 1987,

Stemm) In addition, evaluation can vary depending on theifipggpe of garment, such as

tops or pants, being considered for purchase. This is especially apparent in the evaluation of
apparel fit, which ray vary depending on actual or perceived figure flaws at certain body
locations. In these cases, style may become very important as a way to enhance or conceal
the body, or color may be focused on as a way to direct attention to or away from certain
bodylocations (Anderson et al., 2001; Chattaraman & Rudd, 2006).

The purchase situation can also impact the use and importance of evaluative criteria.
Specifically, the decision process is likely different depending on the involvéevehof
the purchas and the previous experience that the consumer has with a particular type of

purchase. Purchase fiinvol vemeretalngandel 0 1 s
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consumer behavior researcheRurchase types may be considdnagh or low involvement
based on theéime, thought, and energy that consumers spend in the decision process. In
addition, involvement relates to the risks involved in purchasing, such as those related to
monetary costs and impact on sadinfidence.Rothschild (1979and Genschral Javagli
(1987)suggest that high involvement purchase decisions may necessitate a more extensive
search and evaluation process, using a greater number and range of evaluative criteria.

The extent of the consumer Oypeoppurechaseous e xp
also affects the evaluative criteria used (Bettman & Sujan, 1987). For instduece,
consumers are evaluatiagparel items thaheyhave frequently purchased or have
substantial experience in evaluatitige decision process may be awated focusing on
only a few criteria, or a different combination of criteria, than a purchase type they may not
have experienced before.

Environmental TrendsEnvironmental trends, such as economic and fashion trends,
also impact the criteria useg bonsumers.The last several decades has witnessed a
dramatic shift in consumer priorities, due to economic trends and the effect of globalization
on the apparel industry and retail offering&/hile consumers may have considered brand
and fashionabilityritically important in the past, many are now more value driven, focused
on price (DeKlerk & Lubbe, 2008). Fashion trends also influence the importance of specific
criteria. For instance, when slim cut pants are considered in style, factors suemds fit
style may be evaluated more importantly (Alexander et al., 2005; LaBat & DelLong, 1990
Yoo, 2003, while color may be a more important factor when shopping for a garment in a

new, fashion color
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Study MethodologyArticles and reports that presenhsomer preference
information base their findings on data from studies investigating specific consumer groups.
Though not a factor typically included asl@erminanof apparel preferences, the study
methodology used to gathiéris consumer preferenceformation is included in the current
discussion for its important effect on the prefeces that consumers express. Study
methodology considerations include choices related to the presentation of evaluative criteria
and stimuli used in data collection ingnents, as well as the evaluation or purclsésation
consumers are asked to recall.

Methods used to question consumers about évaluative criterigreferencesary
widely. To gather information about a broad range of criteesgarchers typally choose
betweerntwo presentation approaches freeresponse approadrt the use of praelected
criteria. The fregesponse approach requires more efigrtonsumers, and is limited in its
ability to obtain information about latent preferenceswigver, approaches that use-pre
selected criteria to assess importance of evaluative craterédso flawed. This approach
may narrow the focusf the study to include only the factors that researchers consider
important. This could potentially restriespondents, forcing them to consider attributes
they may never consider in an actual purchase decisiuite possibly ignoring other
attributes that are importa@ibrahamMurali & Littrell, 1995a; Eckman et al., 1990

As already discussed, consusiaray use different evaluative criteria to evaluate
different type of garments. To gather preferences about these different types of garments,
researchers may choose to use a physical garment or a picture as stimuli during data

collection. AbrahanMurali and Littrell (199%) reportthat the choice of stimuli affects the
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preferences that consumers express. For instance, when consumers dgrsaetaad
touch a garment in person, they tend to consider physical garment qualities primarily. In
pictures however, consumers often allocate as much importance to expressive qualities and
performance estimates as these physical qualities (Abrdhaadi & Littrell). Eckman et
al. (1990) note that some consumers also evaluate garments differently dependmaeghen w
they are directly viewed on a bodyams a silhouette line drawingwo-dimensional line
drawings may | imit the r e 8Dpbody/daemert @lationshypi | i t vy

In a related consideration, criteria may be expressed diffgierespondents are
instructed to base their answers on an imagined vs. actual purchase situ@tmoar et al.,
1990;Fiore & Damhorst, 1992)In addition, use of general garment categosesh as
garments in generail) methodologiesrather thanecific categoriegsuch as pants and
top9, can also affect the criteria expressed by consumers. These generalizations may also
compromise the accuracy of the results, given the fact that consumers often use different
criteria to evaluate products deparglon the garment category (Eckman et al.).

Attribute importance maglisodiffer depending on whether consumers are questioned
about their preferences during product alternative evalyatgoint of puchase, or during
use (AbrahanMurali & Littrell, 199%). | n Ec k man estudyalappéred ( 1990)
evaluative criteria, the researchers show that color/pattern, styling, and fabric are more
important in the early interest phase, while fit, styling, and appearance on the body are more
important whiletrying garments on ithe trial phase ithe dressing roomChenYu and
Kincade (2001) providé&urtherevidence of this behavior, showing that product image

(measured by price, store, country of origin, and performance) is evaluated very differently
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during alternative evaluation, purchase, and4posthase. To illustrate this, attributes such
as fabrication and care become more i mportan
(AbrahamMurali & Littrell, 1995b). Thus, if consumers are asked to discuss itegiarthat
were important in a past purchase experience, a certain amount of risk is involved since
factors related to performance may be allocated more importance than they actually were
given during product evaluation.

This section has presented thielevrange of situational factors that influence
consumer apparel preferences. While study methodology cannot be considieteugnant
of consumer preferences in the traditional sendarap®rtant effect on the preferences
expressed by consumers atsmnot be ignored. Thus, it is important to recognize this
influence in the design oésearch studidscused on apparel evaluative criteria.

To summarize this portion of the literature review, the field of apparel evaluative
criteria research is bad and complex, which may be a reflection of the rfiatteted,
complex processes that many consumers use to assess product alternatives and select
productsto purchase Consumers utilize a variety of apparel attributes in the evaluation and
purchase oépparel products, ranging from aesthetic and functional intrinsic attributes to
expressive and brand/situational extrinsic attributes (and most likely a combination of
multiple factors within these categories) (Abrahiturali & Littrell, 19953). Researchs
within this field havealsonoted substantial differences in the reported use and importance of
these evaluative criteria based on consuamniemted characteristics such as demographics,
psychographics, and physical body characteristics. In additietihoahologies used to

acquire and understand consumer preferencesfist the preferences reported by apparel
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consumers. This section has therefore provided a greater understanding of the range of
evaluative criteria that exist, as well as the factioas influence the importance allocated to
these criteria in apparel purchas@$e information presented here not only provides support
for the research purpose of studying the apparel preferences of ethnic consumers (and the
effect of physical body chacteristics and other demographic variables), but also provides
direction for methdologiesused to uncover these preferences.
A Focus on the Attribute of Apparel Fit

Apparel fit is defined as fAthe confor manc
the individuals who wear t h eresearchidtedosceptsof& Gar 1
apparel fit, including components, measurement, and evaluation of fit, constitutes a major
research focus within apparebguct development and design. To provideeoretical
background for the portion of this research that will ceondit preferences of US Hispanic
women, this section of the literature review fazssn the attribute of apparel fit. The
section begins with a discussion of the important rolppfrel fit in overall product
evaluation and the difficulty the industry is currently experiencing due to appassbfis
The next section briefly discussthe components of apparel fit, specifically introducing the
concept of ease and the differézvels of fit that result through ease manipulatiohhe
section then contingavith an overview of the evaluation of apparel fit with special attention
on the methods used to better understand consumer fit preferences. The reviewgonclude
with a presentation of the role of body shape in apparel fit evaluation, specifically focusing

on recent technologies enabling more sophisticated evaluation of fit.
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As discussed previously, apparel fit affects the aesthetic success, functional
performance, andxpressive capabilities of a garment. In the previous section on apparel
evaluative criteria, two types of apparel fit are defined: aesthetic fit, which relates to the
appearance of the garment in relation to the badg functional fit, which relates the
comfort and performance of the garment due to the fit (Brand, 1964; Eckman et al., 1990;
Outling, 2007). Clearly, apparel fit is a critical factor in the appearance and utility of a final
apparel product and it is frequently mentioned as the meiriant factor in apparel
evaluative criteria studies (Brock, 2007; Hsu & Burns, 2002;-Miaynlee, 1999; Stemm,
1980). In addition, several researchers suggest that apparel fit may be critical enough to
ultimately determine acceptance or rejectibanappareproduct Ashdown & O'Connell,
2006; Eckman, et al1990).

Despite the recognized importance of apparel fit, the apparel industry is plagued by fit
issues and problems related to consumer dissatisfaciiorapparel fit. A study by Kurt
SalmonAssociatesndicatesthat 62% of I$ consumers are very dissatisfied with the fit of
their apparel (Kurt Salmon Associates, 199Bhese issues translate into financial concerns
for the apparel industry, in the form of returns, lost sales, brand diasttsf and time
wasted in fitting rooms (Agins, 199Anderson et al., 200Desmarteau, 2000)

Multiple causes of the apparel fit problem have been identified and discussed by
apparel researchers and the industry. For instance, apparel sizing stégssised by ASTM
International are based on severely outdated data from 1939 that cannot accommodate the
variation now apparent in the US population due to increased immigration, sedentary

lifestyles, and changing nutrition ardercise habits (LaBat, 198Vieek, 1994 Tamburrino,
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1992). In addition, thee standards are rarely used as published and are typically modified by
apparel manufacturers to create unique sizing strategies for their individual target markets
(Simmons, 2002). Problems arealsocompod ed by t he wi despread pr
sizingo utilized across the industry. Manuf
advantages associated with labeling and sizing garments smaller than actual measurements
would suggest. Women are madikely to purchase garments of smaller sizes, simply for
selfesteem enhancement and vanity purposes (Tamburrino, 1B82Yesult of this
arbitrary approach to garment sizing and labeling, considered along with the inefficiencies
and variability in arrent sizing strategies has resulted in widespread consumer confusion and
dissatisfaction This dissatisfaction is drivinguchof the industry and academic research in
the area of apparel fit.
Components of Apparel Fit

Apparel fit isprimarily engineeed into garment patterns by technical and creative
designers through the application and mani pu
of difference between the body measurements of the intended wearer and the measurements
of the finished garment, ( Kei ser & Garner, 2003, p. 316).
measurementsuch as those of a fit model or forndesigners apply two types of ease to
create final fit patterns. The first type of ease, known as functional or wearing ease, is the
minimum anount added to allow for body movemeiiihe second type of ease, known as
design or style ease, is added to create the final style or silhouette intended by the fashion
designer. Ease values may be manipulated to create various levels of fit, susk as clo

fitting, fitted, semifitted, loosefitting, and very loose fittingKeiser & Garner).
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Though designers apply different amounts of ease to create different levels of fit and
garment designs, additional fact@@mbine to creatthefinal fit of a garnent. These factors
include fabrication, such as knit or woven, fiber content, and grain, as well as set, line, and
balance (Keiser & Garner, 2003n addition, fit is dependent on the body dimensions,
proportions, and posture of the anticipated targstamer, the current fashion trends, and the
fit preferences of the wearer (Ashdown & O'Connell, 2008hen creating garments for
target consumers, designers should consider these additional components of fit when
determining appropriate ease valuesdalesired garment style.

Evaluation of Apparel Fit
Ashdown (2007) outlines the concept of apparel fit evaluation in her conceptual
framework of sizing systems research. Figuistrates this framework, with the factors
related to fit highlighted bthe gray backgroundAs shown in this framework, apparel fit is
a necessary component in the developmesuotessfuapparel sizing systems, and must be
considered along with physical body measurements of the target population, design and
distributionrequirements of the target consumer, and developameftommunication of

sizing and fit strategies to the target consumer (Ashdown).
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Note: From, Sizing in clothing: Developing effective sizing systems for réadyear clothing, by S.P.
Ashdown (Ed.), 2007, Woodhead Publishing Limited, Boca Raton, FL.

As shown in Figure ,7apparel fit evaluation involves the more objective evaluation of
fit throughfit and wear testing as well as the more subjeqiseeptiorof fit by consumers
and expertsEach of these aspects will be briefly discussed to present a clear picture of the

range of considerations involved in fit evaluatidfit tests arenost commonly performed on
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a live fit model (though a dress form may be used as well), who is representative of a
manufacturero6s target Thsestoimer maddl dbephypir
are used in pattern development and serve dsatbe pattern before grading to fit a range of
sizes (Ashdown & O'Connell, 2006; Bye & LaBat, 20@%orkman & Lentz, 2000 During

the fit session, designers, merchandisers, product developers, and patternmakers work
together to determine acceptance, map@c and modifications of samppatterns to better

achieve desired fit (as well as design) (Bye & B§BIn this evaluation of fit, team

members assess the components of fit previously discussed, such as grain, line, balance, set,
and ease on the humbhady and judge the aesthetic success of the sample as well as
anticipated functionality This may include a wear test in which fit models describe the

comfort or ease ad garment during movement or donning atudfing (Bougourd, 2007).
Industrywide sandards or methods for fit tests and evaluation do not @x@igh they may

exist for wear testsuch a®ASTM International standards for abrasion and snagging
resistance) As a result, fit sessions often vary across and even within manufacturers
(Ashdo wn & 006.Connel )

The widespread variability ifit evaluationmethods is due in large part to the more
subjective nature of fit perception and evaluation that is employed in fit sessions (Ashdown
& O'Connell 200§. To improve objective fit evaluatiomiapparel fit sessiondshdown
a n d Coanellinvestigated the possibility of utilizing training sessions focused on the five
principles of fit (ease, grain, line, balance, and set) to assist paraprofessionals in objective fit
evaluation and extend fit aiyais beyond experts. In 200@utling created a fit assessment

tool, outlining important fit locations on the body and garment, and the definition of good fit
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in these areas based on desigbrit, appearance, and comfogach of these approaches
aimed tofacilitate and improvét evaluation.

Though standards may exist for certain types of weardestprogress is being made
in the development of objective fit assessment tdiblsvaluationis still dominated by
largely subjective assessmeiof fit from the perception of experts as well as consumers. In
the large majority of cases, fit evaluation, especially in the indastiyacademjas
performed through expert fit analysis. Experts are used to ensure that more subtle indicators
of fit may be located, suahisalignmenbof grain or seam lines, imbalaoor wrinkles
(Ashdown & O¢§&hoireld shtlown, BddhOre, LaB, & Salusso, 2006
Whil e Ashdown & O6Connel | (2006) found that
assessment tool as successfully as expert fit evaluation, the researchers also noted that
consumer fit preferences may not always align with fit evaluation by experts. In their study,
consumer perception of fit differed from that of the experts or pamgsioinals trained by
the experts. They suggest that differences in consumer fit preferences and physical body
dimensions and proportions may contribute to the disagreement among consumers and
expertsinfipecepti on (Ashdown & O6Connell ).
Methodologes used to Assess Consumer Fit Preferences

The conceptual framework for sizing systems shown in Figatearly indicates the
important role that consumers play in the development of sizing systems. Target consumers
provide body size and shape inforroatupon which patterns are based. In addition, their
design preferences and functional requirements should be incorporated into sizing strategies

that are then communicated sufficiently to target consumers through sizing and labeling
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(Ashdown, 2007). Whie t he fr amewor k suggests the cust

subjective perception of fit, the customer has not traditionally been included extensively in

the development and evaluation of apparel fit. However, to combat widespread consumer
dissatisfation related to apparel fitavious researchers hastarted to move toward
customeifocused fit research, specifically in the area of understandinfg fireferences of

specific customer grogp Factors that may influence customer fit preferencesidecl

personal style preferences, current fashion trends, body image or satisfaction, attitudes, and
other possible factors of age, culture, body type or size, and lifestyle (Alexander et al., 2005).
These factors guide fit preference research and helarobszs focus on individual

consumer characteristics that may be targeted through a better understanding of preferences.
As such, a range of fit preferences studies can be found in the literature, all using a variety of
methods to obtain customer infornoat The point of this review is not to deeply discuss the
variety of studies that exist, but instead to note the factors that may influence preferences and
understand methods used to assess these consumer fit preferences.

Approaches to studying conseanfit preferences have been varied, as there is no
standard method for obtaining this informatidn.addition, neasurement of customer fit
preferences is highly personal and subjective, involving analysis of both aesthetic and
functional fit. In this galuation, consumers analyttee garment on the body visually, as
well the wearability of the garmenicluding how it feels against the body and during
movement (Branson & Nam, 2007)hough fit evaluation is performed while garments are
on the body, stdies related to consumer fit preferences do not typically involve consumers

actually trying on and evaluating garments. Rather, black and white line drawings or flats
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are frequently used to assess preferences for different levels of fit or silhowettess s

fitted or unfitted. For instance,006 (2003)illustrated three different silhouettes of business
jackets, ranging from fitted to loose using simple black, white, and gray illustrations.
Anderson et al. (200)\lexander et al. (2005and Pisut ash Connell (2007 tilized a

similar approach, creating black and white line drawings in three different fit levels (fitted,
semtfitted, and loosely fitted) to asses consumer fit preferences of jackets, skirts, dresses,
tops, jeans, and pants. These drgsiare easy to create in standard CAD programs such as
Adobe lllustrator and allow researchers to corfwofactors such as color, style, and body
shape that can influence fit preferencelwever, these garment flats do not allow
respondents to pictarthe garmentn the body, and instead raiy the consumer to translate
the flat image into an estimate of potential garmerarfia3D body.

In a similar approactChattaraman and Rudd (2006) developed an original fit
preference assessment scaledps, skirts, and pantkat is also based on basic black and
white line drawings However, instead of demonstrating a range of fit through separate flat
drawings, one drawing is used for each of the garment categories, and theargéref fit
levelsbeing studied isncluded in these drawingsThis scalellustrates seven levels of fit
(as well as style) at various body locations, including neckline (high to low), sleeves
(sleeveless to fullength), length (short to long), waist level(high to loand silhouette
(fitted to unfitted) In their approach.aspondentareasked to rate their preferences
accoding to this seven point scale for each of the garment categories and the corresponding
body/garment location€hattaraman & Rudd)This scaléas similar to the line drawings

discussed previaly but is able to illustrate more leveltfit on one diagram. In addition, a
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body form is included in the diagram to provide an indication of the relationship between the
garment and the body, thus enbiaig consumer fit preference evaluation.

Throughout the literature, black and white line drawings dominate consumer fit
preference studies. One exception is a 2006 stu@chgfield et alwhichreporsa more
participatory environment in their analy®f consumer fit preferences and satisfaction with
the fit of pants. In their study, participants assd$ise fit of pants themselves, including
satisfaction at the waist, hip, crotch, thigh, and overall, as well as their comfort \Etéde
the stug also includegxpert fit evaluation at each of the body locations, it incorporates
active consumer participation to assess overall fit satisfaction and preferences. These
researchers stress the importance of aesthetic evaluation of fit in terms diehgavrhent
looks on the body for the wearer and the viewer, as well as the fit performance of the
garment in terms of comfort and wearability (Schofield et al)ese dimensions can be
difficult to assess without actually viewing and wearing a garmetitebody.

The Role of Body Shape in Apparel Fit

As previously discussed, apparel fit is engineered into garments by adding variable
amounts of ease to basemanbody dimensionsAs greater amounts of ease are added, the
difference between the garmemtd body of the wear also becomes larger, resulting in a
more loosely fitted silhouetteTo create garments that fit, product developers and designers
must know the physical body dimensions and shapes that characterize their target customer
groups as wkas the more subjective fit preferences or requirements desired by consumers
(Anderson et al., 20QPisut & Connell, 2007 Clearly, knowledge of théody size and

shaps of target consumeis critical when determiningpparel fitof a given garmerstyle
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or collection But many researchers have also focused attention on the pefigblef

body shape on fit preferencesd have reported a significant relationsHpr instanceYoo
(2003) indicates that body shape influences fit preferencémifimess jackets at various
locations including jacket silhouette, neckline drop, and collar style. In a study of female
undergraduate students, Chattaraman and Rudd (2&@8gport that fit preferences are
influenced by body size. Respondeots lager size tend to prefer garments with greater
body coverage and looser silhouettgsanother study of college undergraduate students,
Anderson et al. (2001) report a significant effect of body shape on fit preferences.
Respondents who indicated thiae¢y have an Inverted Triangle shape prefer |dibseg
garments, while those with Hourglass shapes prefer more fitted clothing. Preference for
looselyitting clothing maybe an effort to conceal perceived figure flaws, while more fitted
clothing may baised to enhance the figure (Anderson, et &dhofield, et al. (2006)
consider the effect afeatshape on the fit of pants. They report that seat shape is an
important determinant of overall fit satisfaction by consumers.

Because of the importarglationship between body shape and fit prefereracesthe
important role that both play in determining apparekbfiparel industry researchers have
directed much attention to obtaining a better understanding of the body shapes and sizes of
target custmers. Many studielocuson underservedr nichepopulations such as phsize
(BainesLove, 1982) petite(McRoberts, 2005)over55 (Schofield et al., 2006; Shim &
Bickle, 1993) and ethniavomen(Lee, Istook, Nam, & Park, 200Rewcomb, 2005Shin &
Istook, 2007. For instance,everal studies related to body shape and fit satisfaction of

women overtheageof @ed i scussed i n 3993 studysohfilsatiBfactok | e 6 s
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and catalog preferences of catalog shoppers over 55. These studiethegves only does
body shape drastically change as women age (in the form of prominent abdomen extension,
lower bustlines, more rounded back, shorter stature, increased weight, wider upper back
width, and narrower upper front width), but clothing sihel fit preferences also change
(Shim & Bickle). Other studies have also revealed body shape differences within certain
target markets (Baindsove; McRoberts; Newcomb)An understanding of the body shapes
that predominate in target customer groups, @lsas customer fit preferences (including
any relationship between the two variablesjvides useful information for designers and
product developers creating design ideas and developing patterns and sizing strategies. This
informationalsosuppors efforts to improve apparel fity enabling designers to incorporate
physical measurement data and consumer preferences into final apparel products
Advancements in technology are revolutionizing apparel product development
processes and are allowing indusind academic leadersrot only gain more knowledge
about consumer characteristics and preferences, but also imeractloselywith
consumersluring product developmeniechnologiesncluding CAD/CAM, body scanning,
rapid prototyping, an8D virtual modeling and tryon have dramatic implications for the
improvement of apparel f(Fralix, 2001; Istook, 2000)The following paragraphs will
profile some of the most relevant technologies shaping apparel fit evaluation in the future,
including the roleof 3D body scanning in body shape definitimrtual body modeling, and
fit assessment. Coverage of these technologies is important because they illustrate
approaches that may bsed to obtain more currecdnsumer body shape and fit preference

information thatcan be used tonprove the important attribute of apparel fit.
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ThreeDimensional Body Scanningcustomer dissatisfaction and financial loss due
to poor fitting apparel has prompted the apparel industry and academia to reségrchs
to thefit issuespreviously discussedOne of the most revolutionary technologies impacting
the apparel industry today 3 body scanning, and many industry players are hoping that it
will enable greaterasearch and improvementsapparel sizing and fit.
Threedimensionabody scanning is a method used to rapatig accuratelgcquire
a 3D image and measurements (Yu, 2004). Irsgahningattemptdocused orspecific
body parts such as the head, face, hands, feet, and torso. This eventually ma&/@d into
whole body scanning, which is now the most advanced method of obtaining body data
(Paquette, 1996) The 3Dbody scanningrocesauitilizes optical devices to obtain 3D data
and create a 3D surfaceage Using structured light, laser, infrared, oopdgrammetry as
a light source, these systems deliver a collection gb@bts, known as a point clouthat

apprximates the surface of the body (see Figd)r@Hilton et al., 2000; Yu, 2004).

Figure 8: 3D point cloud of body surface
Note: From [TC}, Retrieved 10/10/2007 from http://www.tc2.com/products/body_scanner.htmi
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An advantage of 3D body scanning technology is the ease and speed with which an
unlimited number of measurements can be extractedgmnt cloud outputhat represents
the human body These measurements are more precise and reproducible than traditional
manual measurement techniques, and can be used to conduct body size and shape analysis of
customers who are scanned (Simmons, 2002). These advantag@sdrapted apparel
industry researchers to undertake sizing studies in the US aimed to provide more current
ant hropometric data ab o Uhe mosorecenysizisgsgudyp ul at i on
performed in the US is known as SizeUSA, and was conductEd)$; an apparel industry
research company, using whiight 3D body scanners created by [fCJrhis study is the
most extensive and representative sizing study ever performed in the US, providing
anthropometric data and associated demographic angisgdgehavior information for
more than 10,000 subjects ([FCP004). Using segmentation strategies, subsegments of
consumers may now be studied according to age, ethnicity, income level, weight, and other
characteristics. This capability has been retrohary for apparel fit and body shape
research, allowingesearchers in industry and academia to study the body shapes and
proportions that actually exist in the current ma(issthofield et al., 2006)

The following sections will discuss two areasVigampacted by advancements in
3D body scanning technologthe field of body shape definition and classification, and the
area of 30body modeling andirtual fit assessment.

Body Shape DefinitionHistorically, apparel sizing standards and industeals
focus on one body shapeo r w0 me nidhe Haunglass shapé, in which hips and bust

are approximately equal, with a significant waist indention that is between nine and eleven
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inches smaller than the bust andd{ipaBat & DeLong, 1990). Ira study of the

measurements of fit models used in the apparel industry in 1986 and 1997, Workman and
Lentz (2000) repoedthat the body proportions between bust and waist and bust and hips for
fit models used in the industry correspedtb an hourglassdaly shape in both years.

Despite the fact that size labels have chamgdldese yearsuch that a size 10 in 198@&s

actually considered a size 8 in 1997, the proportions that manufacturers use to create and fit
patterns has remained an hglass shapacross these years.

Whil e the apparel industry has traditiona
proportion, analysis of 3D body scan data from SizeUSA has provided evidence that women
in todayodos US popul ati on docategoty (Newcanth& mi nant |
Istook, 2004). Thus, there is a great need for understanding and classifying the body shapes
and proportions that actually characterize women irctineent US population. In the past,
industry, trade, and academic publications hased a variety of terms to express unique
body proportions. Some approaches use geometric shapes, such as Triangle and Rectangle,
some use letters, such as A and O, while other approaches use fruit, such as Apple and Peatr,
to define body proportions (Simons, 2002). A range of terms can thus be found across the
literature, and there is no accepted standard terminology to describe human body shapes.

However,3D body scanning has enabled more sophisticated analysis of human body
sizes and shapes and hasttethe development of two expert systems that can now be used
to classify the unique proportioirsthe female human body todayhe two programs were
created by apparel researchers in academia at Auburn University and North Carolina State

University. Both systems will be reviewed in this section, with most of the discussion
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focused on the system created at North Carolina State University since it will be used to
provide the body shape definitions used in this research.

The Auburn University systemnpkwn as the Body Shape Assessment Scale
(BSAS®), defines four body shapes: Hourglass, Pear, Rectangle, and Inverted Tridrgle.
classification of body shape is only one component of the scale, which includes scales for
whole body analysis (body buildpdy shape, and posture), and component body part
analysis (front torso shape, hip shape, shoulder slope, bust shape, buttocks shape, back
curvature). The BSASwas created using expert analysis of 3D body scan data and was
validated through practice andplementation of the scale to classify an additional 100 body
scans (Connell, Ulrich, Brannon, Alexander, & Presley, 2006).

The other system, known B§IT® for Apparel, was developeat North Carolina
State Universitysing Visual Basic Pro, Version®in 2002 and then validated in 2003
(Simmons, 2002, Devarajan, 2Q03rhis softwarealsouses body scan measurement data as
inputs, and classifies subjects into one of nine distinct body sbaped on this data.
Specifically, FFIT for Apparel usesix circumferentiabody measurements (bust, waist,
hip, high hip, stomach, and abdomen) to classify a personeasf nine identifiethody
shaps: Hourglass, BttomHourglass, Top Hourglassp&n, Rectangle, Diamond\al,
Triangle,and Inverted Tiangle. Because it only relies on these six measurements, the shapes
are defined at the most elemental level, without overly complicating matters by including
torso lengh, posture, etc. (Simmons, 20@&mmons, et.al, 2004 Devarajan and Istook
(2004) reparthe validation of these nine shapes using discriminant analysis and MANOVA

of 887 additional 3D body scan subjecEgure 9includes pictures and descriptions of each
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of the nine shapes defined by FEIfbr Apparel. The classification of these bodyagtes is

important for this research because these shape definitions will be used to obtain body shape

perception othe sample of Hispanic women analyzed in this study.

AL 11

Rectangle Spoon Inverted Triangle

Little to no waist Bust is small in Upper body is larger
definition; balanced proportion to waist; than lower body
under arm and hips waist is welldefined;

hips are large in
proportion to waist

Hourglass Top Hourglass Bottom Hourglass
Bust and hips & balanced Bust is larger than hips; Hips are larger than bust
waist is weHdefined waist is weHldefined waist is weldefined
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Triangle Diamond Oval
Lower body is larger thai Full figure with waistline Full figure with a curved
upperbody dominating shape of higt midsection
full stomach

Fiqure9: Nine body shapes defined by FFIT for Apparel

Not e: From fiBody s-thhiapenainahglsiBodyi asganmirrmg technol o
2002, Unpublished doctoral dissertation, North Carolina State University.

Three-DimensionaHuman Body Modeling anfit AssessmentPerhaps the most

recent advancement realized through 3D body scanning is in the area of 3D human body
model development and virtual fit assessment. As previously mentioned, output from 3D
body scanimg is a 3D point cloud. Using this point cloud, 3D human body models can be
developed from the measurement data or the actual 3D output itself. Through a series of
steps such as imaging, body surfacing, application of skeletal structure, and animation,
redistic 3D body models can be developed with great potential for more accurate 3D human
body representations, use in 3D CAD systems, and virtual fit assessments (Newcomb, 2007).

In past research analyzing body shape or body shape perception, resdmabhers
predominantlyemployed black and white, or silhouette line drawings to represent the range

of possible body shapes. To better represent the individual shape categories, the torso
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portion of the body may be shaded in a contrasting color, and a idefioitthe basic shape

may be included (Yoo, 2003However, advancements in 3D body scanning and body
modeling now allow the development of more realistic human body models that precisely
model actual human body shapes.ome suclprocess, a generic 3@mplate human body
model is applied to an individual 3D scan dataset using landmark or feature point extraction
and matching. Once superimposed, the generic model is deformed to take on the individual
dat ads s hape,datdand dnablm@é creationmi asrmooth, gurfaced body
model based on individual 3D scan dgh#en, Curless, & Popovic, 2008). Bruner,

personal communication, September 20, 2@#0 & MagnenafThalmann, 2003). Figure
10shows the process of using the template mwd#ll in missing scan data and create a
surfaced model based on individualized body scan ddieeedimensional body models
developed irthis type ofprocess can be used to improve body shape visualization in apparel
research studies. Instead of ratyion silhouette line drawings of a 3D form, actual 3D body

models can be used noore realistically simulate human body shapes

(a)

Figure 10: (a) Template model, with standard ear in green. (b) Template model with
landmark identification. (c) Body scan data, with missing information. (d) Final
surfaced model, from combination of (a) and (c). (e) Body scan data, with missing
information. (f) Final surfaced model, from combination of (a) and (e).
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Not e: From, mahhédosdyasd apfeshu Reconstruction and par a
Allen, B. Curless, and Z. Popovic, 2008ternational Conference on Computer Graphigp. 587594.

In addition to improving body model visualization, 3D body modelsatsmbe used in
more sophisticated 3D CAD systems. Researchersdexaloped systems that allow for 2D
pattern definition and s ub sCerdier,é&eot& Magnenati n g 0 O
Thalmann, 2003maoka, 19960kabe, Imaoka, Tomiha, & Niwaya, 1992ang, Thalmann,
& Thalmann, 1992 In the opposite directiongsearchers have aldeveloped customized
3D to 2D pattermaking systems, in whickirtual garments are created by drawing lines (or
specifying them) that follow the shape of the body taterg@attern pieces. Patterns are then
Aunwrappedo and fl att ene d20a3,Griftey &eAsitdavn,a 2D pat
2006;Heisey, Brown, & Johnson, 1990; Hinds & McCartney, 1990; Kang & Kim, 2800;
Huang, Yu, & Chen, 2002)These2D to 3D andD to 2D systemto createpatterns
virtually evaluatefit, and modify garment patterns in 3D can significantly reduce sipent
in patternmaking and physical prototyping. Significant research is currently being conducted
to fully integrate all compomds of a 3D CAD system, including the body model,
patternmaking, fabric, and fit evaluation models within the system. The future potential of
this work is extraordinary, with product development methods of the future relying on virtual
prototypes rathehtan physical prototypes for garment style and fit evaluation.

This section has overvied some of the major concepts reldtto apparel fit
definition, evaluation of fit by experts, and methodologies used to assess consumer fit
preferences. It has algliiscussed the important role of body shapetiarfalysis and

presented an overview oécent technologies directed at improving apparel fit for consumers
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and transforming apparel fit evaluatiohhese topics are inaed in the literature review
becauethey provide theoretical support for the need to research consumer fit preferences,
illustrating thefactors that may influence these preferenceslagtchnological
advancements that may be implemented in methodologies used to assess preferences.
Gap ldentification from Review of Literature

The literature review has revealed certain issues that indicate a needdiaonméms
research:
1. The US Hispanic market is experiencing substantial growth, providing the apparel

industry with a unique opportunitydowever, apparetpecific market and product
information that currently exists is conflicting and limited.

2. A wide variety of apparel attributes are used to evaluate apparel products before
purchasing. Consumers often utilize these attributes differaatiyrding to physical
body characteristics, ethnicity and additional demographic variables, and
psychographics. In addition, choices in study methodology significantly impact the
preferences expressed by consumers.

3. The attribute of apparel fit is crititen many apparel purchases, influencing aesthetics,
functional performance, and expressive qualities of the garment. Apparel fit preferences
are highly personal and subjective, and may vary based on physical body characteristics
and demographic and psymraphic factors.

Theseissues indicate a place for this dissertatesearch.Knowledgeof the US

Hi spanic consumerso6 use and preference for

provide product developers with information to enhamoelypct development processes and

meet the unique opportunities of the Hispanic consumer market. In addition, it will satisfy

pastresearcherd6 s ugge st i omkichhame notdd¢he meedttoeinvestigata e

apparel preferences of ethnic or cultigaedups, specifically Hispanic&lexander et al.,

2005 Eckman, 1997; Forney et al., 2005; Jenkins, 1973, Pisut & dpa06l).
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CHAPTER 3: METHODOLOGY

This chaptemwill begin with a brief review of the purpose of this research, including a
restatemenof research objectives, with the addition of more specific, associated research
guestions. Next, the chapter will discuss the research desigloyedfor this study,
including sampling consideratioasd strategieslata collection instruments apthrs, and
data analysis procedures

Purpose of Research

The purpose of this reseansfasto obtain information that can be used in apparel
product development processesft8 Hispanic women Because of their value as inputs to
the product development mess (MayPlumlee & Little, 2006; Yoo, 2003jhe study
focuedonunderstanding h e  m gref&rentesd for and use of various intrinsic and
extrinsic evaluative criteria in apparel purchase decisions. Due to the significance of the
sizing/fit attributein apparel selection and ultimgiarchasesatisfaction, the studgiso
included acomponentimed at understanding the piteferences of Hispanic apparel
consumers.The samplavasrestricted tdVlexicanAmericanfemales between the agesl@f
and 25from the Southwestern US states of Arizona, California, New Mexico, and Texas.
Theserestrictiors wereimplementedd confront the weldocumented variability within the
Hispanic markeandto allow the researcher to analyze for the effects of specifichlasian

consumer preferences without confounding variables ofgeyeler subculture, and

geography.
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Research Objectives

Fourresearch objectivdRO1-R0O4) directedhis study. Specific research questions
(RQ) wereassociated with the overarching ras objectives, which guideghe
development of data collection instruments and analysis procediabkesl?2 throughl5
present the research objectives and associated quakabfismedhis dissertation
research. It is important teiteratethatRO2 and RO3veresatisfiedusing a sample of
MexicanrAmerican females between the ages of 18 and 25 from the Southwestern states of
Arizona, California, New Mexico, and Texas (to control for the effects of subculture, age,
genderand geography on the vahbles of interest in this studyAs shown in Tabld5,
RO4, which repesents the culmination of the entire stuehg not framed by any specific

researclguestions.

Table 122 Research Objective 1 and associadegesearch questbns

RO1
To exploreand modelthe range of factors that influence or determine consumer preferences g
the use of apparel evaluative criteria in the purchase decision process.

RQ1 What factors, originating from consumer characteristics, datee consuner preferencedor
apparel evaluative criteria?

RQ: What factors, originating from external or situational characteristics, determine consumg
preferences for apparel evaluative criteria?
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Table 13. Research Objective2 and associatd research questions

RO2
To determine the most important and determinant criteria usedigxicarAmericarwomen, ages
18-25from the Southwestern USvhen shopping for apparel.

RQ1 What criteria are important in #happarel purchase decisionsMéxicarAmerican
womenwhen shopping for casuphnts, topsskirts,and dresses?

RQ2 What criteria are determinant in the apparel purchase decisioMdexficanAmerican
womenwhen shopping focasuabpants,tops, skirtsand dresses?

RQ3:Do physical body characteristics, including body shape perception, BMI, or clsiaang
impact the importance of criteria used bjexicarAmericarwomenin apparel purchases?

RQ4:Do ethnt factors,ncluding acculturation levelndgenerational statusimpact the
importanceof criteria used byMexicanAmerican womerin apparel purchases?

RQ5: Dothe demographic variables of educational level, incomraccupationimpact the
importanceof criteria used byexicanrAmerican womerin apparelpurchases?

Table 14: Research Objective3 and associatd research questions

RO3
To examine the fit preferences bfexicarAmerican womenages 185 from the Southwestern US
across a range of apparel product categories.

RQ1 DoMexicarAmerican womerpreferfitted, semifitted, or loose casugants, tops,
skirts, and dresses?

RQ: Do physical body characteristics, including body shagrception, BMI, or clothing size,
impact thefit preferences oMexicanrAmerican womef

R@B: Do ethnic factors, including acculturation level aygherational statusimpact thefit
preferences oMexicarAmericarwomen?

RQt: Dothe demographic variables of educational level, incomraccupationimpact thefit
preferences oMexicarAmerican womenf

Table 15: Research Objectivet

RO4
To explore the practical applications of gatheredrked information and product preferencder
apparel product development processes.
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Research Design

Sound research methods rely on the choice and use of appropriate research design
processes, whictan be considered the framework in conducting aquéati study.
Churchill, IJr and lacobucci (2002) specify three basic types of research desgrie
conduct market researclexploratory, descriptive, and causikploratory research is
performed on a more broadly defined probkemimay actually bgperformed taharrow the
research focus arglide future descriptive or causal research studiég. selected research
design guides methodological approaches of data collemtid@mnalysis procedures
(Churchll, Jr. & lacobucci). Figure LIreplicatedf om Chwur chi I I, Jr . and
marketing text, shows the purpose of each of the three types of research design as well as
types of research methods involved with each desids chart was used to design the

methodology for this dissertation research
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Exploratory
Research

Descriptive
Research

Causal
Research

Uses

Types

Formulate problems
more precisely

Develop hypotheses

Establish priorities for
research

Eliminate impractical
ideas

Clarify concepts

Literature search
Experience survey
Focus groups

Analysis of selected
cases

Describe
characteristics of
certain groups

Estimate proportion of
people in a population
who behave in a
certain way

Make specific
predictions

Longitudinal study
e True panel
e Omnibus panel

Sample survey

Provide evidence
regarding the causal
relationship between
variables by means
of:
e Concomitant
variation
e Time order in which
variables occur
¢ Elimination of other
possible
explanations

Laboratory
experiment

Field experiment

Figure 11: Types of research designs

Note: FromMarketing Research: Methodological Foundatip88ed, by G.A. Churchill, Jr. and D.
lacobuccj 2002. Mason, OH: SoutWestern Thomson Learrgnpp. 123.
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This study use both exploratory and descripé research design approaches, selected
based on the research objectives established at the beginning of thisRssdgprch
Objective 1(RO1)wasexecuted using an exploratory research dedityploratory reseatc
methods involve an inductive approach to solving research questions, in which analysis of
previously conducted research is performed to reveal themes and relationships about a given
topic. An extensive literature review in the topicagparel evaluative criteria all@athe
researcher to model both consumelated and sitational factors that influengeeferences
expressed foevaluative criteria in purchase decisiotsse of secondary research is
associated with several limitatigmaost importantly that secondary research analysis does
not al ways adequat el yandimaybeinagpropriateo angvere ar ¢ h
newly posed questiondHowever, ollection and content analysis of secondary sources from
the literaturevasappropriate for RO1 becaugke purpose of this objectiveasto better
understand concepts related to preferences for apparel evaluative criteria. The model
developed as the outcome of RO1 leelfo clarify the basic considerations involved in
deternining consumer preferences fovauative criteria in apparel purchases. This
illustrates the primary advantages of secondary data analysis, including its use to guide future
research questions and provide a point of reference upon fuhichprimary research
results may be compared (Churchill, Jr., & lacobucci, 2002).

Research Objectives 2 througltRO21 RO4)wereachieved through primary data
collectionusingdescriptive research desigrethods Some of the relationships revealed in
the exploratory reseeh performed in ROWeretestedn a crosssectional sample survey

and subsequent quantitative data analySemple surveys are useful for understanding
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describing theharacteristics, attitudes, and behaviors of a specific group of people (Babbie,
2001). Thus, the sample survey performed as part of this researctdehablesearcher to
obtain information and analyze thpparelpreferences of aasnple ofMexicanAmerican
women, ages 185 from the Southwestern Ureswell (2003) specifies seaér
components of a sound survey research plan, including survey design, description of the
population and sampl@strument design procedurasydy variablesand data analysis of
collected information.The following sections of thenethodologywill detail each of these
components
Survey Design

Survey research is used to collect primary data from respondents in a way that is
somewhat more versatile, faster, and more economical than observational data collection
techniques (Babbie, 2001; Churchill,, & lacobucci, 2002). When observation is used to
obtain primary data, information is gathered and recorded by humans or mechanical devices
to better understand a target market, group, or phenomenon. On the other hand, sample
surveys involve direct comumication with respondents to obtain needed information
(Churchill, Jr, & lacobucci).The information being sought in this research, such as physical
body shape characteristics, demographic information, and preferences for and use of
evaluative criteriar@ very difficult to observe about a specific respondent. Thus,-a self
administered sample survesasan appropriate choice of primary data collection for this
study.

The guestionnaire developed for this study coedist structured, undisguised

guestons administered to sample respondents through aba&sdd survegesigned using
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SurveyGizmo The choice of structured, undisguised questionsadi@bbased survey
administrationrwasbased on a consideration of the advantages and disadvantages associated
with these choicesTable16 highlights the features, as well as advantages and disadvantages
associated with structured, undisguised survey questidrhile this type of survey is
associateavith some significantlisadvantageshe advantages in eadeadministration,

analysis, and improved reliability contribdt® the decision to use structured, undisguised

guestions in this survey.

Table 16. Features, advantages, and disadvantages of structured, undisguised
guestionnaires

Structured, Undisguised Questionnaise
Features Advantages Disadvantages
¢ Question wording is the : o * Questionsmay force a
¢ Easier toadminister for the responsevhen a
same way for all researcher respondent does not
re.spondents « Easier and clearer to answe|  have an opinion
* Fixed numberof for the respondent « Response alternates
alternatives are availabl¢ Responses are more may not include all
as responses S efficiently coded and possible replies
® Purpose of questionIs | - gnajyzeq « Forced or excluded
clearly communicated to Questions are more reliably|  choices may decrease
respondents analyzed validity of questions

Note: FromMarketing Research: Methodological Foundatior8e8l, by G.A. Churchill, Jr. and D.
lacobucci, 2002. Mason, OH: Sottflestern Thomsohearning, pp. 27272.

The surveywasadministered to respondents on the Web. A \Wated survey is a
type of written format (as opposed to personal interview or telephone formats), associated
with specific advantages and disadvantagesampling contl, information control, and
administrative controlUsingCh ur chi | | , J 2002 naarketinglteaflatebld c ci 6 s

illustrates some of the advantages and disadvantddyEeb-based survey administration.
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Table 17 Advantages and Disadvantages of Welbased Questionnaires

Web-Based Questionnaires

Advantages Disadvantages
¢ Faster to administer thatelephone e Low response rategspecially compared to
interviews, mail surveys, or personal more traditional methods of mail surveys
interviews phone interviews, or pesonal interviews
e Cheaper than mail surveys, phone e Cannot control speed of respondent
interviews, and personal interviews. completion
¢ Respondents can complete survey at e Cannot entirely ensure that responses ar
their own pace, possible improving from intended respondents
quality of responses e Selfselection bias could be an issue
¢ Respondents feel more anonymous, e Ambiguous, or misunderstood questions
increasing likelihood of truthful cannot be clarified
responses ¢ Probing questions, to obtaimore detail or
e More control in ensuring that responsey  clarification, are not possible
are from those intended, since surveys| e Internet access is not guaranteed or likely
can be diected to individual email in all populations
accounts A __ | *May overrepresent affluent, more
eal e 0S LINEBINFYYSR /| educated populations
LI GUSNYya¢e¢ 2N O2ydl
that exists in other writterformats

Note: FromMarketing Research: Methodological Foundatior8g8l, by G.A. Churchill, 8. and D.
lacobucci, 2002. Mason, OH: Sotffeestern Thomson Learning, pp. 2202.

The most significant disadvantagbat affeceédthis studywerepotential problems
related to internet access within the Hispanic market. In the past, the internet hasn
commonly used to target Hispanics in market research or marketing strategies due to
perceptions of low internet access and usage by this popul&esults of a study by the
Pew Hispanic Center in 2007 provide an interesting profile of intesein the US Hispanic
population (Fox & Livingston, 2007 While internet use within the Hispanic market is lower
than that for populations of nésispanic whites and blacks (56% versus 71% and 60%,

respectively), internet use higher within certain dasegments of the populatiofiable 18
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demonstrates some of the factors that influence internet use within the Hispanic population.

Compared to overall population usage rates presented,abtaraet use rises to 67% among
Hispanics, ages 189, to 76% mong USborn Hispanics, 78% among English language
dominant Hispanics, and to 89% among college graduates. This pattern of increased use
among younger, more educated Hispanics mippatterns found in the rest of the

population The study that provideatiese resultsdicak thatlower rates of internet use

within the Hispanic population are largely the resuldifferences in education levedsid

English proficiecy (Fox & Livingston, 200}. As discussed in the literature review, higher

levels of eduation and English language usage are typically associated with a greater extent

of acculturation. Thus, the choice of internet survey administration odludnce the
acculturation levels obtained in the samlet seems appropriate for the- 28 yearolds

studied in this research

Table 18: Internet use among Hispanics

Effect of Population Characteristics on Internet Use among Hispanics

Higher levels of education are associated with increased

Education )
internet use
Income Higher income is associated with increased internet use
Age Youngeraged members of the population are more likely to
g use the internet
Language English language proficiency is associated with higher leve

internet useq both English dominant and bitjuals

USborn Hispanics cite higher levels of internet use, as do

Nativity / Generation secondgeneration Hispanics

National Origin / Mexicans and Central Americans report lowest levels of
Subculture internet use, with South Americans reporting the highe

Not e: Lathosomnef™® by S. Fox & G. Livingston, 2007.
http://www.pewinternet.org/pdfs/Latinos_Online_March 14 2007.pdf
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While the statistics presentéa Table 18ndicate significant concerns in the
administration of a Webased survey, an understanding of past@ffecting internet use
enabledhe researcher to implement sampling and instrumentation strategies to confront
some dthese concerns. These strategies will be discussed in further sections. However,
limitations are unavoidable and interpretation and generalization of data should be performed
with these limitations in mind. Despite the disadvantages involved inb&%®l surveys,
the advantages of reaching a wide range of respondents cheaply and qudskiyrisianode
of administration attractive for use in this research study.

Sampling Strategies

Sampling strategies involve the specification of the populationterfast, the
sampling frame and recruitmgmtocedurs, and the sample size determinatidrhis section
will profile the sampling strategies used in this resedreginning withthe justification for
the population of intest. The next section will preist the sampling frame and all
recruitment procedures employed to recruit participants, including an overview of
recruitment materials and limitations involved in these methdd®e section will conclude
with a brief discussion of the sample size consitiens involved in sampling.
Population of Interest Description and Justification

The population of interest for this studsasMexicanAmerican womerbetween the
ages of 18 and 2fsom the Southwestern US states of Arizona, California, New Mexico, and
Texas The population was restricted in terms of gender and age becausgos$siige
effectof these two factors on apparel preferendasaddition, die to the largeariability

that exists withirthe US Hispanic populatidmecause of subculture gipopulation was also
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restricted to Mexicamericans. This subculture was selected because it is the largest
Hispanic subcultural group represented in the US. In 2008, this group accounted for 32% of
all immmigrants, while the next largest Hispasubgoup, Filipinos, accounteidr only 5% of
the total population (Pew Hispanic Center, 2§09The geographic restrictidhat specified
that respondents were from the Southwestern US states of Arizona, California, New Mexico,
and Texas was used becaustheflarge MexicatAmerican population within each of these
four states. The large population of Mexigamericans in these Southwestern states is not
surprising, giving thie close proximity tahe Mexican border. The Pew Hispanic Center
reported thain 2007,8 9 % of Ar i z o n gdpylatian oftl,893,0006wap ani c
Mexican origin. Eightt hr ee per cent of Qadulatbroof ni ads huge
13,219,000wae f Me xi can origin, 52% populabbrelr Me xi c o0
832,000 wa®fMexican or i gi n, and 8 5pdpulation of &59180800mas Hi s p a |
of Mexican origin (Pew Hispanic Center, 20096hese four states featured very large
numbers of MexicaAmericans who could potentially serve as study participants.
Respondents were thusstricted in terms of gender, age, subculture and geographic region
to confront the documented variability in the US Hispanic market and to reduce the influence
of confounding variables that would complicate data analysis.
SamplingMethods Recruitmet) and Limitations
Sampling within the Hispanic market can be quite complex, duartability in the
market as well as the inaccessibility of some of the market due to language and immigration
concerns. To obtain a sample of Mexigamerican women beteen the ages of 18 and 25

from the Southwestern US, several approaches were considanedf thesepossible
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approaches included purchasing an established dataset that was representative of the
population of interest and its given restrictions. Otipgr@aches consideréacluded
recruitmenthrough colleges and universities in the four Southwestern US staddged in
this study, and recruitmemia social networking sites or websites targeted to Hispanics.
Each of these approach&asevaluated irterms of feasibility of data collection, precision,
and generalizability of the results.

Due to monetary constraints, an established dataset could not be purchased, though this
methodwas the only approach themsured a representative sample and &tbthe type of
probability sampling necessary fibve generalizability of results In addition, online
advertisingcanoftenbequite costly. Thus, thigrst (and primarysampling method selected
for this research involved the recruitment of subjedts Wit the study criteriérom colleges
and universities in Arizona, California, New Mexico, and Texdispanic Serving
Institutions, whose total enrolimeistmore than 25% Hispanic, in the four US states of
interest were initially targeted for their geatial respondent pools. To supplement this
group, large universities thesefour states were also targeted due to their size and potential
respondent pools. At these colleges and universities, administrators, faculty, and student
leaders in multicultral/diversity/international offices, student organizations, sororities, and
student governmemirganizations were contacted through email and asked to forward the
survey links to students at their institutions who may be interested in participating in the
study. Additional faculty members from the International Textile and Apparel Organization
and national leaders éfispanic student organizationgre also emailed due to their possible

contacts with students meeting the study critefippendix Bshowsthe list ofpeople
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contacted through email, and shows the institutioarganization name artdetitle of the
person contacted. This recruitment method was initiated on February 2@GrizD8Aded on
May 15, 2009. Te contacts shown in Append&wereemailed once and then a second
time at least one week later if they had not responded. AppBralso shows the dates of
contact, and the responses of those individualsrepiied This provides an indication of
the originof much of the final suryerespondents. The email sent to request assistance from
this initial group of people and the recruitment email (with survey links) that they could
forward to potential respoedts is also shown in Appendix B

This sampling approach was used with sonherant limitations and issue$he most
basic concern was the fact that this type of sampdimgnsidered nonprobability sampling,
since the researcher made a judgment in selecting the subjectsraachbers of the
populationof interestdid not necesarily have a chance to be included in the samylaile
subjects recruited from colleges, universities, and national organizations may likely fit the
basic study criteria of age, gender, subculture, and geographic region, this type of recruitment
excludel a significant portion of the actual population of inteiesaamely, those who do not
attend an institution of higher education and/or belong to a national Hispanic organization.
This means that therem® way to guarantee that the sample is represeantaf the
population, and thus, the results are not generalizable to the entire population of iraedest (
are insteaanly representativef the submarket researched in this studg)particular
higher education is often associated with higher lao@iion levelgKhairullah &
Khairullah, 1999; Olmedo &Padilla, 1978YWhen this is considered along with the online

survey distribution used to collect data in this study, this primary sampling method likely
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overrepresented MexicaAmerican females wdhare more highly acculturated and under
represented those in the low acculturation levels. In addition, the email recruitment method
required that respondents click on a link to launch the survey (see Ap@ndnd this
process of seléelected partipation also likely affected the type of person who chose to
participate angbossibly their responses

Additional issues arose with this sampling metbdadng survey administration. For
instance, several of the institutions required additional revielnapprovaby their
Institutional Review Boards (IRB)efore authorizing the survey links to be forwarded to
their students. This additional approval required significant documentation and weeks (and
in some cases, months) to proceed through the revievess at each individual institution.
AppendixB shows the institutions thatqeired this additional approval. While several
additional IRB applications were completed for some of these institutions, some of the
schedules at other institutions would atfow for IRB review. This complicatiori)
addition to notoriously lowesponse ratdsr online surveyscontributed to very slow data
collection.

To supplement the primary method of sampling, online advertisements were created to
recruit subjectsrbm social networking sites amekbsitesdedicated to Hispanic interests.
This online advertising approach was launched April 16, 2009, and was used until April 25,
2009. Two advertisements were created for MySpace advertising, one advertisement was
creded for Facebook advertising, and one was created for Google advertising. Each of these
three companies outline slightly different methods of advertising, but the basic approach

involved biddinga certain amount of money per click by potential respondEm. bid

11¢



needed to be high enough and competitive with other companies or individuals who were

also advertising in order to show up more frequently. However, a bid that was too high was

not effective, since each click on the advertisement cost moneydless of whether the

person clicking on the advertisement actually completed the survey. To improve the chances

of advertising to the population of interest
featureso that woul dfywhen (anavto Wwhiore) the adgedisements er t o
would appear. Table 18hows the bids and targeting procedures used in advertising through

all three companiess well as the results of these procedures in terms of number of clicks
achieved.Appendix Cshows tle actuabdvertisements arttie website that was developed

for this study that served as the landing page when potential respondents clicked on the

advertisements iMySpace, Facebook, and Google.

Table 19: Online advertising approach for sample recruitment

Company (?edevirssgnm dﬁg P;Bolgle Targeting Features Used Results
Advertisements appeareib e Based on targeting,
userswho were: and bidding, the

Horizontal Banne] $0.38 e Female advertisement was
Advertisement | perclick] e 1825 shown 167,698 times
¢ In Arizona, California, e 77 total clicks were

MySpace New Meico, and Texas obtained
Advertisements appeareib e Based on targeting,
users who were: and bidding, the

Rectangle $0.38 e Female advertisement was
Advertisement | perclick] e 1825 shown 10 times
¢ In Arizona, California, ¢ Ototal clicks(due to
New Mexico, ad Texas low bid)




Table 19 continued

Advertisements appeareid
users who were:

e Based on targeting,
and bidding, the

Facebook Ver_tical $O.4§ e Female advertisement was
Advertisement | perclick] e 1825 shown 297,358 times
¢ In Arizona, Cablifnia, e 94total clicks
New Mexico, and Texas|
Advertisements appeared or] e Based on targeting,
websites that catered to and bidding, the
interests of advertisement was
e Femals shown 57,068 tmes
e 18-24year olds ¢ 99total clicks
¢ InArizona, California,
New Mexico, and Texas
Google Text $0.25 e English and Spanish
Advertisement | per click Language users

And showed up under
keyword searches of:
e Latina
e Spanish translation
e Latina fashion
e Hispanic

e Chicana fashion

Note: The bid per click varied by company due to the competitive environment that existed for each company.

The online advertising approach through MySpace, Facebook, and Google was

somewhat difficult to navigate, requiring mulphdjustmentsf the individual bids to

determine the most competitive bid that balanced costs and effectiveness. The bids and

targeting procedures shown in Talireflect the final bid profile used for each

advertisement angrovides an indication dhe effectiveness dhese bids n t

column.

he AResul

This sampling approach, however, suffered from similar limitations already

discussed for the sampling methaskdat colleges iad universities. This approach also

involved nonprobability samplingand depended oseli-selectedparticipation from
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respondents who chose to click on the advertisements and complete the survey. In addition,
users of these sites may not represent the same behavioral profile and preferences of the
larger population of intest These limitations affect the generalizability of final results,
because the sample recruited was not representative of the entire population of interest (by
excluding those who do not have internet access, who do not use Facebook, MySpace, or
Google or those who simply will not click on online advertisements).

Despite these limitations, time and monetary constraiate the main drivers in the
decision to recruit respondents from colleges, universities, and national organizations in the
Southwestern USand to use online advertising approaches to recruit additional respondents.
These institutiongparticularly the HispaniServingInstitutions)and organizations featured
a large and conveniently accessed respondent pool with greater inteasst them some
portions of the population of Mexicalanerican females between the ages of 18 and 25,
from the Southwestern USn addition, online advertising was a relatively inexpensive
approach (compared to purchasing an entire dataset) of reachimgiaups of potential
respondents targeted based on the screening criteria used in this study.

Clearly, accurate sampling of the US Hispanic market is a complex process, and each
of thepossible approaches considered in this research were &sdauita significant
advantages and disadvantagé&be decision to recruit subjects primarily through colleges,
universities, and national organizations and through online advertising was made after
considering monetary and time constraints, as well as accpstetuial respondents and
representativeness of the final sample. As discussed, representativeness was compromised

because of monetary, time, and acagsgerns The sampling approaches, when considered



with the method of online survey administratiercluded a significant portion of the entire
population (of MexicarAmerican females, 185, from Arizona, California, New Mexico,
and Texas). All subsequent data analysis and the presentation of results should be considered
with these limitations in mind
Sample Size Considerations

The sample size desired for this reseavelsdependent on the confidence level and
the margin of error that is considered toleralost formulas commonly used to calculate
sample size are based on simple random samplihgs, the calculation of sample size may
differ depending on the sampling plan that is selected. However, basic considerations
involved in sample size determination are similaré&rdom probability sampling amwbn
probability samplindsuch as the fye used to recruit the sample for this resgartlo
matter the sampling type usedjigher confidence level and lower margin of emnexuires a
larger sample size.

Initial sample size calculations yielded a desired size of 400, for a margin obferror
5% (at @5% confidence levglaccording to random samplingdowever, due to the
sampling limitations and issues discussed above, sampling was stopped after approximately 3
% months of data collection. The final sample, of 212 respondents, raaudtethrgin of
error of around 7.5%given random sampling calculationg)hich was higher than the
original desired error, but still at an acceptable level for data analysis and interpretation.

Instrument Development
As discussed previously, the supvastrument used in this reseaxntained

structured, undisguised questions with a fixed number of alternatives for each reSgunse.
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surveywascreated and deployexh the internetisingSurveyGizmo.The instrument used in
this researclwvasdevelopé by the researcher to achieve the objectives of this study. Some
of the individual componentserebased on instruments or scales found in the literature, but
the overall survewasuniqudy designedor this research. To satisfy the research objectives
and answer the questions posed in this study, the survey instrumentextttaifollowing
components.

1.Informed Consent

2.Screening Questions

3.Evaluative Criteria Measure

4.Fit Preference Measure

5.Physical BodyRelated Measure

6.Ethnic Measure

7.Additional Demogaphic Questions
The Evaluative Criteria arféit Preference measure®re createtb provide the consumer
preference information being sought, while the remaining measures and quaisiiwed
the researcher to evaluate the determinants of these prefereiticin the Hispanic market.
The developmentf these componentwill be oveniewed in this section. Following the
presentation of instrument components, the section will conclude with details related to the
translationof the surveyfor SpanisHanguaye dominant respondengnd the pilot testing
procedures used to prepare the survey for final distribution (the completed survey, showing
all components that will be disceskbelow, is shown in Appendix; Ehe appendix includes

English and Spanish vers®mof the survey in the final format used in SurveyGizmo)
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Informed Consent

To adhere to university research requirements and ensure the confidentiality and
protection of all respondents and their answers, the survey instrument and recruitment
proceduresver e revi ewed by North Carolina State U
before launching the study ftdcale. The approval letter verifyingghieview is shown in
Appendix E As part of the process of ensuring confidentiality and the proteuitiamy
study participants, potential respondents were required to consent to participation in the study
before being allowed to complete the survéfus, the first page of the survey required that
potenti al parti ci pant s sks, am enditb, and thentagreetos t u d y 0
participate before continuing with the survey.
Screening Questions

The sample targeted this study was MexicaAmerican women between tlges
18 and25, from the Southwestern states of Arizona, California, Neaxibb, and Texas
Therefore, screening questionsre usedo ensure that respondemisreactually from the
desired sample. hi firstwasa question about gender, and second quessioedéor the
respondent 0s edog any maleTdsporsdenmscwelkas those not in the-28
year old age range. To guaranteerggpondentsere MexicarAmerican the nexiquestion
focused orethnic originMe asur ement -nefs sfoHicama biec very di f fi
researchergse a range of criteria for deftions, includinguse language, surname, religion,
and ancestry According toMarin & Marin(1991) ancestry or national origin is the most
inclusive method of Hispanic definition, anésthus the approach utilized for this research.

Respondentwereakedto selfidentify their ethnicity in a question borrowed from the
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proposed US Census for 2010 (US Census Bureau, 2008). The questiosed as a

screening question, allowirige researcher to eliminate respondents dilonot consider
themselves a nmeber of the MexicatAmerican subcultural group. The recruitment

approach performed at colleges and universities in Arizona, California, Texas, and New
Mexico ensured that respondemtere from the Southwestern US, and thus a screening
guestion was not nded at the beginning of the survey. Respondents were asked to provide
their state of residence in the final portion of the survey, and their answers were reviewed (to
verify that they were from the four states of interest) before incorporating therherfiodl
dataset.

Evaluative Criteria Measure

In the development of the instrument component to measure consumer preferences for
and use of evaluative criteria, two basic consideratierenecessar. Frst, the method of
measurementasselected basl on strengths and weaknesses associated with available
options. Second, the criteria of interestrechosen based on past research in the area of
evaluative criteria and the specific objectives of this research. This section will detail both of
thes considerations (see Appendixf@ thesurvey instrument that includes the evaluative
criteria measure).

Measurement of Evaluative Criteria Preferencés discussed previously, researchers
have utilized a variety of measures to assess consumer poeferfer and use of evaluative
criteria in apparel purchases. In gead, researchers have used two methods to measure
consumer preferencédree response questions and rating ofgelected criteria. In free

response methodsespondents supply theteria they use or consider in apparel purchases.
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This is especially common as a first step in a study, in which reseanchgcompile a list

of any attribute that is mentionég a group of respondentdhis list can then be refined to
include the masimportant for the given research project (Jenkins, 19R8gearchers that

have used the free response approach, in at least a portion of their research, include Jenkins
(1973), Dickerson (1982), Davis (198@nd Eckman et al. (1990)

In ratings of pre-selected criteria, researchers supply respondents with the evaluative
criteria they will be measuring, and respondents rate their preferences for and use of criteria
using some type of rating scale. In 1973, Jenkins developed a unique rating scatengonsi
of concentric circle testing. In her research, respondents were told to place twelve criteria in
the concentric circles based on their preferences. Placement of a criterion closer to the center
indicates greater importance, while criteria outsitdedoncentric circles indicate irrelevance
in purchases. Because respondents place criteria themselves, they can indicate whether a
criterion is important, how important it is compared to other criteria, and which criterion is
most determinant in purchag (Jenkins). Whd Jenkinémethod of measurement is
successful in measuring saliency, relative importance, and determinance, it requires more
effort by the respondent as well as increases the time needed for coding, tabulation, and data
analysis. Thefere, most researchers utilizé_&kert-type rating scale to measure
preferences for evaluative crite(@assill & Drake, 1987Eckman et al., 199Gorney et al.,
2005;Hsu & Burns, 2002Lee & Burns, 1993Shim & Bickle, 1994 Stemm, 1980
Depending o the wording of the question, pEsdents may indicate agreemeiith certain
statements, or may indicatee importancef individual attributesin purchase These rating

scales can be used to measure saliency and compare the importance of meabutes. att
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Each of the methods discussed above are associated with their own strengths and
weaknessesAs shown in Table 2Ghe primary advantage of free response methods, and
associated disadvantage of rating scales, is that respondents are ablel&éogrange of
possible criteria without being limited by pselected criteria. The primary advantage of
rating scales of preelected criteria is the ease of tabulation and data analysis and the relative

ease of survey completion for respondents.

Table 20: Methods of measuring evaluative criteria

Methods of Measuring Consumer Preferences for Evaluative Criteria

Method Strengths Weaknesses

¢ Coding, tabulation, and analysis i
more difficult
e Provides broader focus on g e Consumers may not be able to
possible attributeg may express latent preferences
Freeresponse .

questions presentmore complex or o Corjsumers may include or exclug
complete consumer attributes to please the researche

information or protect themselves

¢ Responderg must expend more
effort to answer

¢ Narrow focus may exclude
attributes that are important for

e Easier to tabulate and consumers, thus natimulating
analyze data quantitatively the actual purchase decision

¢ Respondents do not have tq e Respondents may place too muc|
expend much effort to importance on attributes, simply
answer because of their inclusion in the

survey, when they may not be

used in actual purchase decision:

Rating of pre
selected criteria

Note: Created by the author using the following reses:

Eckman, M., Damhorst, M. L., & Kadolph, S. J. (1990). Toward a model of th®ie purchasdecision
process: Consumer use of criteria for evaluating women's apPaottling and Textiles Research
Journal, §2), 1322.

Fiore, A. M., & Damhorst, M. L. (192). Intrinsic cues as predictors of perceived quality of app#oatnal of
Consumer Satisfaction, Dissatisfaction and Complaining Behavia6&178.

Jenkins, M. C. (1973 Clothing and evaluative criteria: Basis for benefit segmentation and reflection of
underlying valuesUnpublished doctoral dissertation, The Ohio State University.
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After considering the advantages and disadygaf each method of measuring
consumer preferences for evaluative criteria, the reseatebited taise Likerttype rating
scales to measure the importance/unimportance efgeeted evaluative criteria in apparel
purchase decisions. The scale used a5-point rating scale, from not at all important (1) to
critical (5). In this type of itemized rating scale, descriptoese onlyincluded on the two
extremes offte scale (1 and 5). This allowtte respondent to determine the values
associated win each category and answer accordindliiis type of rating scaleas selected
because research suggests that Hispanic respondents have traditionally experienced difficulty
and confusion when setéporting agreement or disagreement with staten{gotzenny
and Korzenny2005).

The rating scalallowedthe researcher to analyze the importance that respondents
place on selected evaluative criteria. Because the criteria used may be different depending
on the type of garment being evaluatdtirahamMurali & Littrell, 1995a; Eckman, 1997,
Stemm, 1980; Williams, 2002he evaluative criteria measure inclddiee separate rating of
each of the selected attributes when purchasing cpantd top, skirts, and dressed.o
obtain the most accurate resultsspondents were first asked whether they ever wore casual
pants, tops, skirts, or dresses. If they did not wear the apparel item, they did not progress to
the evaluative criteria rating portion of the survey for that item. This decision was based on
thesuggestion of a pilot test participant, who expressed difficulty in rating the attributes for a
given garment item since she never wore tyyag of garment (see AppendixXér more

information about the pilot test).
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To assess the determinance of ttiebaites, respondentgere alscasked to provide
thetop threemost important attribusan thar purchaseof casual top, pants, skirts, and
dresses. Analysis of these rankings, in addition to the ratings for each of theioritegia
pre-selected Bts provided an indication dfieimportancerelativeimportance and
determinanc®f selected evaluative criteria in apparel purchase decisions.

Selected Evaluative CriteriaAs discussed in the literature review, researchers have
defined a wide rargyof evaluative criteria that consumese in the evaluation andnghase
of apparel. Te criteria used may differ based on consumer characteristics, situational
characteristics, as well as product characteristics. Instead of inquiring about theaaggre
of possible criteria, which mayatribute to respondent fatigude researcher preelected
20 criteriato test in this studyThese criteria are shown in Table,Zihdinclude various

criteria from each of the four categories of evaluative @ferofiled in the literature review.

Table 21: Evaluative criteria measured in this study

Intrinsic Extrinsic
Color / pattern* Versatility with exisng wardrobe
.| Styling* Brand/ Price*
Aesthetic Appearance Situational | Brand name / store name
Beauty / attractiveness Country of origin
Fit / sizing Approprlateness foenql use
. . . Suitability for the individual
Quality (construction, durability Sex
: workmanship * Expressive / Yy -
Functional . Fashionability
Ease of car& Symbolic - . :
Individuality / uniqueness$
Comfort*

Promotes high selfsteem

Fiber content fabrication * .
Pleasing to others

The list of criteria were selected based on an extensive review of past research,

includingMay-P | u ml e e 6 $of niveds8l ppardl evauative criteria with additions
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based on particular interests of this research and the Hispanic market. The attributes marked
with an asterisk (*) are those fromM&! uml eeds universal apparel
The reméaning attributes were added for various reasdfs. instancebrand/situational

criteria of versatility with existing wardrobe and country of origin were added based on the
interests involved in this research. Expressive/symbolic criteria such as ragdprogss and
suitability, as well as contributions of apparel to-appeal, selesteem, and social approval

were added because of Hispanic market research that suggests that some of these criteria may
be important in apparel selectiddarzenny & Korzemy, 2005; Solomon & Rabolt, 2004)

Fit Preference Measure

The purpose of the fit preference measumasto gather information about Hispanic
preferences for loose, sefiitted, and fitted garmentsAppendixD contains the survey
instrument, which includethe fit preference measure discussed in this section.

Researchers have noted that many common methodological approaches in measuring
consumer apparel preferences do not provide respondents with a realistic setting in which to
think about and expressdir preference@Eckman et al. 1990)This is largely due to the
method of inquiry and how much detail respondents are gegarding thepparel items
that are being evaluated. For instance, Eckman et al. (1990) notes that much of the research
into apparel evaluative criteria preferences only uses verbal stimuli, and often inquires about
apparel or garments in general. This fails to accommodate the fact that apparel preferences
are typically shaped by highly visual evaluation of specific categoripodiicts or specific
garment characteristics. Hwbok (L983)suggests that certain properties of apparel products

cannot be evaluated verbally or strictly visually, but instead rely on tactile evaluation or
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physical assessment of the garment on the badyhese cases, Holbrook advises
researchers to conduct interviews with respondents idifealeattime purchase situations
in an actual retail environment.

While the approach of inquiry at the purchase setting may provide more accurate
infformaton about the consumer swWasnptapractitadappeoach e ci si o
for this studygiven the population of interest in the Southwestern US. In addition, this can
be a timeconsuming approach, requiring perabinteraction that may not spqrt full
disclosureof actual fit preferencby all respondentsThus, this study uskverbal
descriptims anddigital imagedo represent thredifferentlevelsof fit (loose, semiitted,
and fitted). To eliminate issues associated with generalizett@pconsiderations,
respondentsvereasked about preferences within f@epecificgarment categories of casual
tops, pants, skirts, and dresses. Color pictures of selected garments on an actual human body
wereprovided to correspond with each of thesttevels of fit. While most of the research
into consumer fit preferences has utilized black and white line drawings or silhouettes
(Alexander et al., 2005; Anderson et al., 2001; Pisut & Connell, 2681 )yesearch
attempedto provide a more realistimage of the garment on thedyofor fit assessment.

Front,back andside viewswereprovided for all the fit levels and garment categoriese

online survey did not include fit level descriptors under the imagbs prevented
respondenttombengs wayed by the t-ermsedFDt tepsdrédb o B Se in
thattheir preference based on the image aldfigure 12shows the images of the three fit

levels (with descriptors) used to assess fit preferences for casual pants.1Bgusessthe

images for casual tops, Figutd for casual skirts, and Figulé for casual dresses.



Fitted

SemiFitted

Loose

Figure 12: Fit preference levels for casual pants
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Fitted

SemiFitted

Figure 13: Fit preference levels for casual tops
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Fitted

SemiFitted

Loose

Figure 14: Fit preference levelsfor casual skirts
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Fitted

SemiFitted

Loose

Figure 15: Fit preference levels for casual dresses

As discussed in the literature reviewd limitations body shape and sizdfect fit

preferences for apparéiexander et al., 2005; Anderson et al., 2001; Chattaraman & Rudd,

2006; Feather et al., 1996; Pisut & Connell, 2007; Yoo, R083 such, it is important to
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note that the same persaasutilized to represent all levels of fit for each garment category
(se= Figures 1215). This choice mayaveinfluencel the fit preferences expressed by
respondents. However, a standardized body shape andesipesferredo control for bias
that could be introduced if garments of different fit levels were picturedfiamedit body
shapes and sizes. In addition, garments of the same style and/emeelected to control
for any effect of these att tothbactuadfgofthend t o
garment and expression of fit preferenc&hree diferent sized garments were selected for
each style in order to create the fitted, séitted, and loose fit levelsWhile effortswere
made to control for the effect of external factors, aggar@uation is highly multi
dimensional and dependent on thier-relation of a variety of factors and product attributes
Thus,all external factorsould notbe completely controlled
Physical BodyRelatedMeasure

One of the purposes of this reseanasto investigate the possible effect of body
shape andize on apparel evaluative criteria preferences and fit preferences within the
Hispanic market.n analyzing this facet, researchers may choose to focastoal physical
body shape and dimensions, or on consymeeteptionf these characteristicg.o obtain
physical body measurements, researchers utilize technologies such as 3D body scanning, or
may rely on manual measurement performed by practitioners trained in anthropometry.
Accurate and repeatable physical measurement methods, whether perfora&id bgdy
scanner or human, requidentification of landmarks, which are key locations on the body
thatguide measurement (Simmons & Istook, 2003). In a survey instrument distributed over

the internet, accurate physical body measurement is not ldelonsumers are not trained

134



in proper landmark identification and manual measurement methods. In addition, studies
have shown that consumers frequently report that they are unaware of their physical body
measurements, even at locations such as the avalstip (Alexander et al., 2005). Thus,

this survey will collect information regarding consumer perception of their body shape and
size characteristics, rather than actual physical measurement datanehid likely be

inaccurate. Consumer perceptidrttese features is often used in research, since the
perception that consumers have regarding their body shape and size is assumed to influence
behavior and the way they respond to questiorssgasficantlyas actual physical

measurements (Shim & Bickl&993)

This research will ultimately assess the potential effect of body shape and size
perception on evaluative criteria preferences and fit preferedcegather this type of
information, the physical bodrelated measure includguestions about bgdshape
perception, heighind weight, and clothing size. Appendcontains the survey
instrument, which includes this physical bedyated measure.

In the body shape perception portion, respondsatginstructed to select the body
shape that thefelt most closely correspondéal their own body shape. The shapes that
respondentshosefrom werethose body shapes defined through the EF6F Apparel
software system discussed in the literature review. In this system, nine body shapes are
definedto describe the range of possible female shapes using distinct combinations of bust,
waist, hip, stomach, and abdomen circumferential body measuref8eantaons, Istook, &

Devarajan, 2004) Validatedin 2003 (Devarajan FFIT® for Apparel specifies indidual
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shape categories of Hourglass, Bottom Hourglass, Top Hourglass, Spoon, Rectangle,
Diamond, Oval, Triangle, and Inverted TriangBmmons et al., 2004)

The survey contagda 3D image of each of the shape categories along with a
description of edtshape, to aid respondents in choosing thpestteat most closely
correspondewvith their own. Past studies that have gathered body shape perception
information from respondents have utilized silhouette illustratwrsketches, frequently
overlaying ageometric shape on a 2D sketch of the b@dgxander et al., 2005Anderson
et al., 2001; Feather et al., 1996; Pisut & Connell, 200%e currentesearclwasunique in
that silhouettes and sketcheerereplaced with 3D avatars, or virtual body magled
represent each of the nine shape categories. As discussed previously, 3D virtual technologies
hold great promise as product development and visualization tools, and many methods of 3D
body model development exist. This research udi[Z€]%6 s té Creation Engine®
develop 3D models of the body shapes based on actuakdBurement datdn this
approachthe researcher provided 3D measurement data esgdregseach of the nine shape
categorieso [TC]? representativesee Appendix Gor a chart showing the measurement
data used to create the body model)is measurement data was used to morph a template
mesh and body surface into a 3D body model that replieateh shape categofgruner,

2008). All efforts were made to constrain the rm@eement data and ensure that the body

models were as similar as possible in body size, to make sure that respondents would be able
to compare the body models in terms of body shape rather than size. Once the 3D models
were made, the filesvhich were inthe .obj format) were opened in MeshLab, an open

source program for editing and prodagof 3D mesh structures. This program was used to
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smooth out the body surface andcteate front and side view snapshots for each of the body
models. Skin colorwasthen added tthese images by manipulating the hue, saturation, and
light levels in Adobe Photoshop poovidea more realistic skin surfacsince the original 3D
skin surface was a shaded grey in coléor this research, frordgnd side views of the

skinned 3D body models generated for each of the shape categeresacluded (along

with a shape description) on the survey instruni@e¢ Figure 16 Thisallowedrespondents

to select theshape that most closely matchbdr perception of their bodghape.

Rectangle Spoon Inverted Triangle
Little to no waist definition; Bust is small in proportion Upper body is larger
balanced under arm to waist; waist is well- than lower body
and hips defined; hips are large in

proportion to waist

Hourglass Top Hourglass Bottom Hourglass
Bust and hips are balanced; Bust is larger than hips; Hips are larger than bust;
waist is well-defined waist is well-defined waist is well-defined



IR

Triangle Diamond Oval
Lower body is larger than Full figure with waistline Full figure with a curved
upper body dominating shape of high midsection
full stomach

Fiqure 16: 3D avatars of the rine body shapes defined by FFI for Apparel

Note: Body shape definitions arefromBo dy s hape andinieysiorialbodysanmng t hr ee
technology 0 by K. P. Simmons, 2002, Unpublished doctoral

In addition to measuring the effect of body shape perception on consumer preferences,
the effect oBody Mass IndexBMI) wasbe evaluated. BMI is used interinatally and
nationally by the US Department of Health and Human services as a reliable measure of
body fatness. Using height and weight as input, BMI classifies a person into one of four
weight status categories (Centers For Disease CarttbPrevention2008). Table 22
shows the formula for BMI and resulting weight status categories based on BMI output.
Based on the formula requirements, respondeateasked to provide their weight (in
pounds) and their height (in feet and inchdd3ing thisdata, e s pondent sd BMI

status category were calculated.
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Table 22: BMI calculation and classification

Formula BMI Weight Status
Below 18.5 Underweight
18.5¢24.9 Normal
weight (Ib) / [height (inf{x 703
25.0¢ 29.9 Overweight
30.0 and above Obese

Note: created by the author from the following source:

Centers for Disease Control and Prevention. (2008). About BMI for aduBsdy Mass IndeBMI).
Retrieved October 28, 2008, from Department of Health and Human Services Web Site:
http://www.cdc.gov/nccdphp/dnpa/healthyweight/assessing/bmi/adult_BMI/about_adult_BMI.htm#Interpreted

The final component of thehysicatbody related measuodtained clothing size
information from respondents. As mentioned several timesregabit of physical
measurements can be flawed due to inaccuracy in measurement métbadser, his
studygatheredlothing sizeinformationas an indicator of body €z As used in previous
studies, respondentgereasked to provide the clothing size that they generally wear
(Chattaraman & Rudd, 2006). Due to variability that may exist across clothing styles and
brands, choices includdetter and numbebased sizing;anging from XS (€2) to 3X (26W
28W). In addition, because consumers may wear different sizes depending on the garment
category, the clothing size questiasrepeated across the four garment categories of
interest in this research: casual patups skirts, and dresses.

The use of selfeported clothing size is not without limitations. For instance, several
researchers have reported that consumers may be confused by clothing size questions, since
they may wear more than one size of garmermedding on the style, manufacturer, or

vanity sizing practices thaisregard standard sizing practices to label garments smaller than



actual measurementsditionallysuggest (Tamburrino, 1992)n addition, respondents may
answer with their ideal cloiihg size, or on the smaller end of the range, because they
consider their Atrueo size to be Hbwesec,our agi n
due to the difficulty associated with askireggpondents to supply physicaéasurements, the
use of readyo wear clothing size as an approximation of body wiagconsidered
appropriate for the type of instrument and data collection procedures used in this research.
Ethnic Measure

To assess the impact of ethnic factors on evaluative criteria and ldpggaeferences,
the survey includgquestions to measueeculturation leel and generatiaal status. The
important ethnic dimension of subculture was held constant in this study, with all
respondents required to identify themselves as Mex#gaaricanin order to qualify as a
study participant.Thetwo ethnic factors researched for their effect on evaluative criteria and
apparel fit preferences were calculated using scales discussed below.

As discussed at length in the review of literatargarig¢y of acculturation scalesxist
that may be used to measure the acculturation level of respondents. The scale selected for
this studywasa short acculturation scadé four questiongublished by Man & Marin
(1991). The scale measures language uaevariety of situations, with respondents
answering on &-point scalédrom only Spanish (1) tordy English (5). In the original scale,
Marin & Marinusdp hr ases fASpani sh better than Englis
Spanisho (4).d Abwever¢o whe wbanged to fimore
based on advecfrom a survey consultant at NofarolinaState University (Nancy

Whelchel, personal communication, September 9, 20R8spondentaere therlabeled
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high acculturatioror low acculturationusing the median split method. In this approach,
responde nweseaveragedsaaress thdetem scale. Respondents with a saafre
3.000r belowwerelabeled low acculturatiowhile those with scores@L and alove labeled
high acculturatia (Marin & Marin). While limitations have been discussed in the use of an
acculturation scale based only on language and in one dimension, the short length of the scale
contributed to the decision to use this scale over other more comprehensive mdagures.
way, respondent fatigue and the length of the sumessbetter controlled.In addition, the
4-item scale has been shown to have validity when measuring acculturation across a range of
Hispanic subcultures (Marin & Marin).

Generatioal statuswas included within the ethnic measure to ascertain the
generational history of respondentBhis section of the survey inclutithree questions,
asking respondents for their country of birt
birth. Answersverelimited to United Statea nd Ot her, and t hose who
were askedvrite in the name adin alternateountry. Based on the answers to these
guestions, respondenirelabeled as First, Second, Mixed, or Thgeneratios Hispanics.
Table 23 defines the generational descriptorstvaga r e used to cl assify re

generational status and segment the grougddta analysis.
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Table 23 Generational descriptors and associated definitions

Generational Status Dfeitions

Firstgeneration Hispanic Respondents born in Latin America

Respondents born in the United States an

Seconegeneration Hispanic both parents born in Latin America

Respondents born in the United States an

Mixed seconeheneration Hispanic : ) )
@ P one parent born in Latin America

Respondents and both parents born in the

Third-generatiorn+ Hispanic United States

Note: FromResearch with Hispanic populatignsy G. Main & B.V. Marin, 1991, Sage Publications:
Newbury Park, CA, pp. 35.

Additional Demograhic Questions
Demographic questions regardieducationalevel,incomelevel, occupation, and
location of residencevereincluded at the end of the surve$everal demographic questions
(related to gender, age, and subculture) westtioned at the bamning of the survey as
screening questions. The last questions were included to measure the effect of educational
level, income, and occupation exaluative criteria and fit preferencesidalso toverify
that respondents were from one of the four Baestern US states targeted in this study.
Educational level waassessed using five categories (Less than high school; High
school graduate; Some college; College graduate; Post graduate imcgiksessing income,
five categories of incomeereincluded (Under $25,000; $25,0819,999; $50,000/4,999;
$75,00099,999; Over $100,000). Occupatmasassessed using eight categories
(Professional/managerial; Office; Crafts; Service/sales; Student; Military; Homemaker; Not

employed). To determine locationresidence, respondents sedeitheir answerfrom a
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drop-down menu including each ofthe Y6 at e s a nRespindds forethis.question
were reviewed to ensure that any respondents were from one of the four states of Arizona,
California, New Mexicaand Texas before being included in the final dataset.

Survey TranslatioandPilot Testing

Once the proposed survey instrumeas developedhe survey questionsere
translated into Spanish using a back translation technigudis approachwo bilingual
translators were hired through the Foreign Language Department at North Carolina State
University. One translator first translated the surii@m English into SpanishOnce
translated into Spanish, the ottdingual translator translatiehe Spanish version back into
English. At the end of the process, the original English version and the version translated
back nto Englishwerecompared to identify any inconsistencies or mistranslations. In
addition, translatorarereable to identify phrees that seem awkward or that may have
multiple meanings Any problems that were identified in this process were then corrected
with the help of a Spanish instructorhis process of back translation is advised by many
Hispanic market researchéBonthu& Cherian, 1994Marin & Marin, 1991). Translation
was necessary in order to provide respondents with the ability to take the final survey in their
preferred language of Spanish or English.

Once the final survewas translated and English and Spad@anguage versionsere
finalized, the survewas then pilotested Details about the pilot test, including recruitment
methods, survey format, and changes made as a result of the pilot test are shown in Appendix
F. The details presented in the precgdsections of instrument development reflect the

changes made in the survey due to pilot testing.
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Study Variables

This section will include a brief presentation of the variables being studied in this
research Because RDandRO4 involved a content arlgsis and interpretation of literature
and results from this study, respectively, this section will only focus on the study variables
used in the inferential analysis i8BO2 and RO3

Table 24shows the variablegbatwereused in data analysis procedaite achieve
RO2 and RO3 The table provides the variable name, defines whether the vanatlsed
as a dependent or independent variable, and the level of measurement of the variable. The
level of measurement dictates the type of data analysis pr@setthatvereappropriate to
investigate the relationships among dependent and independent variables. The variables
werethen matched with overall Research Objectives and specific Research Questions,
illustrating how the primary research goasrebe séisfied. The next section of the
methodology willdiscuss tha&ctualdata analysis procedures used to achieve each of the

Research Objectives.

Table 24: Variables and Associated Research Objectives

Variable Name Type of Variable Level of Measurement gi}fﬂisg
Evaluative Criteria Dependent :;:a I?grrrfi?gr}]:cg:r(lj\ilgi"lninal RO2: RQ1-RQ5
Fit Preference Dependent Ordinal RO3: RQ1-RQ4
gg?geiggﬁe Independent Nominal 285 282
BMI Independent Ordinal 282 283
Clothing Size Independent Ordinal 282 283
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Table 24 continued

Acculturation Level | Independent Ordinal Egg 283
Subculture Screening Question Nominal 282 Egg
Generational Status | Independent Ordinal 282 Egg
Educational Level Independent Ordinal 282 28451
Income Independent Ordinal 282 28451
Occupation Independent Nominal Sgg 282
Il-rz(()acs?(;ig:czf Screening Question Nominal 283 282
Gender Screening Question Nominal Screening Question
Age Screening Question Ordinal Screening Question

Data Analysis
As previously discussed, a combination of exploratory and descriptive reseech

performed to satisfiRO11 RO4. ForRO2 and RO3the statistical software program JMP
was used for all data analysis procedur@gecificanalysis andhterpretation methods for
each Research Objective will be profiled in this section.
Research Objective 1

Research Objective 1 (See Tab® involvedanexploration of the range of factors
that influence or determine the preferences that consumers express for apparel evaluative
criteria. This objectivevassatisfied using exploratory research methods, specifically an

extensive literature review and syasiis of past research findings. Content analysis of the
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past research conducted on apparel evaluative crikoisedthe researcher to identify the
factors (both consumariented and external/situationadiented) that impact consumer
preferences forral use of evaluative criteria in apparel purchase decisions.

Based on the extensive literature review and interpretation of past research, a model
wascreated to satisflROL This model illustratgéthe consumer characteristics and
situational considerans thatinfluence the preferences thansumes expresgor
evaluative criteria. This model highligltpossible relationships thaterequantitatively
studied inRO2 and RO3
Research Objective 2

Research Objectiver2lied onprimary data colleadn throughthe Web-based survey.
Usingdescriptiveinferential statistics, relationships between independent and dependent
variableswereanalyzed to determine the most important detrminantriteria used by
MexicanAmericanwomen petween the ages$ ©8-25and from the Southwestern Y&hen
shopping for apparelcross a range of product categari@slditional analysis determined
whether these preferencsesredependent on physical body characteristics, ethnic factors, or
additional demographic vabées(see Tabld3). Table25 simmarizes the variables
involved in the analysis d02: RQ1i RQ5. The variables used in the analysis are linked to
the individual survey questions used to gather information themmespondents (see
Appendix Dfor the suvey). Analysis procedures used to determine the relationship among

variables are shown in the last column of T&lie
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Table 25: Variables, Survey Items, and Data Analysis for Research Objective 2

Research Objective 2
Research . Data Collection i .
Question Vel ST Associated Survey Item RIEIYEL
RQ1 Dependent Descriptive Statistics
¢ Evaluative Criteria Questions 6,9,12,15
Importance Wilcoxon Signed Rank
RQ2 Dependent Descriptive Statistics
e Evaluative Criteria Questions 7,10,13,16
Determinance
RQ3 Independent Descriptive Statistics
¢ Body Shape Question 21
Perception Non-parametric
e BMI Questions 22,23 ANOVA
e Clothing Size Questions 24,25,26,27 (Kruskal-Wallis)
Dependent
« Evaluative Criteria Questions 6,9,12,15
Importance
RQ4 Independent Descriptive Statistics
e Acculturation Level Questions 28,29,30,31
e Generational Status Questions 32,33,34 Non-parametric
ANOVA
Dependent (Kruskal-Wallis)
e Evaluative Criteria Questions 6,9,12,15
Importance
RQ5 Independent Descriptive Statistics
e Educational Level Question 36
e Income Question 35 Non-parametric
e Occupation Question 37 ANOVA
(Kruskal-Wallis)
Dependent
e Evaluative Criteria Questions 6,9,12,15
Importance

Because the ratings of evaluative criteria are ordinahtaore (see Tab[24),

descriptive statistics presented for this varialded the median as the primary measidre
central tendencyMean ratingsvere also presented, to allow for further comparison of

evaluative criteria ratings and to highlight smadéferences among the ratings. Variance



was alsancluded as a measure of statistical dispersion, illustrating the
agreement/disagreement of the sample in regards to the ratings.

To respond to RQ1, thesestriptive statisticarerepresented for theverall sample
of MexicanAmericanwomen,to provide an indication of the importance of the individual
evaluative criteriacross the four garment categorid® determine whether respondents
considered evaluative criteria significantly different in intpoce depending on garment
category, Wicoxon signe@nk tests were usedin this test, median ratings given to each
criterionwere statistically compared across garment categories using multiple pairwise
comparisonsFor instance, the rating for Colopattern was compared foamptsvs. tops,
pantsvs. skirts, and pnts vsdresses to determine if it was significantly different in any of
the comparisons. This type of test was performed for @dehionacross all possible pairs
of garment categoriedf significance was found, the median ratings were then compared to
understand the relationship. In cases in which the median ratings were the same, the mean
was then used for the comparison. Providinglarodimension of understanding about how
the evaluative criteria ratings compare across garment categories, the criteria were also
rankedand comparedccording to relative importance in the purchase of pants, tops, skirts,
and dresses.

To respond to RQANd indicate the determinance of the indinal criteria, descriptive
statistics only included counts. As shown in Taéldgthe questions related to determinance
resulted in nominal data, which only allows the use of counts. Thus, to illustrate the
determinance of the individual criteria, thenmer of times each attribute was cited as the

first, second, or third most important attribute in their apparel purchases was presented.
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To respond to RQ3 through RQ5, median ratings of the criteria were first preented
the individual groups of intes¢ being studied (segmented by physical body characteristics,
ethnic factes, and demographic variabledjo assess the impact of physical body
characteristics, ethnic factors, and demographic variatbegyarametric analysis of
variance (ANOVA) waghen used.

The nonparametric ANOVA test that was appropriatetftgse questions was the
KruskalWallis test. This procedure is a ngparametric method of determining the
significance of any differences among 3 or more groups, and was thus an appropriate
approach to analyze the effect of the factors expressed in RQ3 through RQ5 on evaluative
criteria preferences across garment categoagnificance was assessed by comparing the
p-value resulting from the Kruska&Vallis tests to the alpha value of 0.C%ed in this
research.Significant relationships identified in the KruskMallis tests(i.e. pvalues of less
than 0.05pnly indicated that at least one of the pairs of groups tested was significantly
different. Therefore, multiple pairwise comparisavese used to follow up any significant
finding and determine theair(s) that wasignificantly different. Once the significantly
different pairs were isolated, median ratings were then compared to detdrenivagure of
the difference. When the medieatings were the same, mean ratings were instead
compared.This process was performed in any case in whiclpliysical body
characteristics, ethnic factors, or demographic variagsficantly affected evaluative

criteria ratings.
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Research Objecte 3

Research ObjectiveBasalso satisfied using primary data collecttbrough theveb-
based survey. Using inferential statistics, relationships between independent and dependent
variableswereanalyzed to determine the fit preference®ekicanAmericanwomen (18
25years old, from the Southwestern J#grossa range of producategories andetermine
if these preferences are affected by physical body characteristics, ethnic factors, or additional
demographic variables (see Table)1d able26 sunmarizes the variables involved in the
analysis oRO3: RQ1i RQ4 The variables used in the analysis are linked to the individual
survey questions used to gather information ftbenrespondents (see AppendiXor the
surveyinstrument used in this reseh). Analysis procedures used to determine the

relationship among variables are gmoin the last column of Table 26

Table 26: Variables, Survey Items, and Data Analysis for Research Objective 3

Research Objective 3
Research . Data Collection i .
Question WIS ES Inveliee Associated Survey ltem ATEES
RQ1 Dependent Descriptive Statistics
¢ Fit Preference Questions 17,18,19,20
RQ2 Independent Descriptive Statistics
¢ Body Shape Question 21
Perception Chi-Square
e BMI Questions 22,23
e Clothing Size Questions 24,25,26,27
Dependent
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Table 26 continued

e Educational Level
e Income
e Occupation

Dependent
¢ Fit Preference

Question 36
Question 35
Question 37

Questions 17,18,19,20

RQ3 Independent Descriptive Statistics
e Acculturation Level Questions 28,29,30,31
e Generational Status Questions 32,33,34 Chi-Square
Dependent
e Fit Preference Questions 17,18,19,20

RQ4 Independent Descriptive Statistics

Chi-Square

Thoughfit preferencavasan ordinalvariable {itted, semi-fitted, loosg, descriptive
statistics presented for this variablely included counts showing the number of respondents
indicating their preference for each fit level across garment categbridss way, the fit
preference vaable was treated as a nominal variable, even though it had ordinal properties.

Because fit preference was treated as a nominal variable for statistical analysis, RQ1
was answerelly presenting the number of respondéimtghe entire sampleyho indiated
their preference foeach fit level in the purchase of casual pants, tops, skirts, and dresses.
Descriptive statistics fdRQ2 through RQ4nvolved the presentation of contingency tables
showing thérequency of respondents in each combinatiofit gfreferencdevel and
independent variable categoryo assess the impact of these variables on fit preferences,
Chi-Square analysesere used.

For these ChBquare testing procedures, the distribution of respondents across fit
preference levels (and Iphysical body characteristics, ethnic factors, and demographic

variables) was analyzed to highlight any significant differences across groups. The Pearson

151



Chi-Square test statistic was calculated to summarize the relationship among fit preference

and theindependent variables studie this research. Using the €Bguare distribution,

this test statistic was then converted intcxaa | u e, known as Hfdueob>Chi S
was the probability of obtaining, by chance alon€haSquare value greatenan the one

computed if no relationship existed between fit preference and the dependent variables.

Thus, a pvalue of less than the alpha value of 0.05 suggested a significant relationship

between thendependent variable and fit preference.

Once a sigificant relationkip was identified through Ci8quare testing, pogtoc
comparisons were performed to describe the nature of this relationship. While many
approaches can be used for these-postcomparisons, the approach used in this research
involveda comparison of expected versus observed values across the contingency table. In
the process of CHbquare testing, JMP identifies an expected distribution of values across
each fit preference levahd withineachindependent variableategory based dhe total
distribution of respondents in the fit preference levelsiadependent variable categories
(the Totals in the rows and columns of the contingency table). Expsetectell frequency
values can be compared to theservedrequency values tmentify locations in which the
deviation of observed versus expected values were high. Locations of highest deviations (or
trends in deviations) were analyzed to better understand any significant relationship
identified in ChiSquare testing.In this way, the comparison of the observed and expected
values were used to as the post hoc analyses to understand the nature of any significant effect

of physical body characteristics, ethnic factors, or demographic variables on fit preference.
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Research Objecte 4

Research Objective 4 involvélde interpretation of the results frdRD1i RO3to
determine any practical applications of these results for targeted apparel product
development processes (see Tdlie Because this Research Objective represents the
culmination of the primary research conductethis study, results related to this objective
will be presented in the Conclusions chapter. For this objective, the finding&fddm
RO3were applied to the basic apparel product development proeessailéd in the
Conceptual Framework (see Fig®e A discussion of the impact of these findings on the
apparel product development process for Mexigarerican females (between the ages of 18
and 25, from the Southwestern US) will also be includetigfinal chapter. In addition,
product devel opment suggestions specifically
preferences égmented by physical body characteristics, ethnic factors, and additional
demographic variables) will also be discussed ifdbeclusions chapterThese discussions
satisfyRO4 by focusing on the practical application of the evaluative criteria and fit

preference information gathered in this study in apparel product development processes.
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CHAPTER 4: RESULTS
Resultsof this research will be presentedimeesections, corresponding to thest
threeresearch objectives directing this study. The first section will present a model of the
consumeyoriented factors and situatiamriented factors that may influence samer
preference for and use of evaluative criteria in apparel purchase de(i®i)s
Quantitative analysis of some of the relationships modeled in Research Objective 1 will then
be presented in the following two sectioROR2 and ROB These two seins will present
the apparel evaluative criteria preferences and fit preferences of M&ieancan women
between the ages of 18 and 25 from the Southwestern US. Results from the final objective,
RO4, will not be presented in this chapter and will iaskde satisfied in the conclusions in
Chapter 5. The focus of the fourth objective is the practical application of the results from
RO1i1 RO3and is thus most appropriately placed in the conclusions as the culmination of
this research.
Research Objetive 1 Results

To explore and model the range of factors that influence or determine consumer
preferences and the use of apparel evaluative criteria in the purchase decision process.

As discussed in the methodolodg’@1 involvedan exploration of the ra@e of factors
that influence or determine the preferences that consumers express for apparel evaluative
criteria. Consumer behavior theorists have long presented models of the purchase decision
process, in which consumers identify a need, search for gottufulfill these needs, and
evaluate the array of options according to some type of criteria before determining to

purchase an item. Appendix A contains an example of a widely renowned model of
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consumer behavior by Engel, Blackwell, & Miniard (1998hjch illustrates the factors that
may influence the evaluation of various product alternatives in a purchase decision process.

While models such as the one included in Appendix A adequately portray a range of
factors thatnfluence the decision procesaost consumer behavior models are not preduct
specific, and are thus somewhat geneHowever, the content analysispdst research
conducted on apparel evaluative critenfuences haallowedthe researcher to identify the
factors that impact consner preferences for and use of evaluative crisgeifically in
apparel purchase decisiomsn overview of some of the findings from this past research was
included in the literaturesview.

Based on the extensive literature review and interpretafipast researcpresented in
Chapter 2a modelwascreated to safy RO1 Themodel| shown in Figure 1#lustratesthe
consumer characteristics and situational considerations that influence the preferences that
consumers express for evaluative cra@m apparel purchase decisiorfSonsumer
characteristicencluded in this modehat have been shown to influence apparel evaluative
criteria preferences include demographic, psychographic, and physical body and related
characteristics. Demographic goslychographic characteristics are commonly used to
describe consumers and populations in market research, and their impact on purchase
decisions is widely discussed in the consumer behavior discipline. However, physical body
and related characteristiceeanot typically modeled explicitly itraditionaldecision process
models. Given theextent of past research that demonstrates the influence of characteristics
such as body shape and size, as well as image and cathexis, physical body and related

charactestics warrarg specific inclusion in a model of apparel evaluative criteria
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preferences. Past research related to the apparel shopping behavior and evaluative criteria
preferences of target market groups has also shown the dramatic influence of,extternal
situational factors on consumer preferences. Some of these situational factors include
environmental trends external to the consufaech as the economic environmettpe

details of the purchase decision itgsliich as the garment or purchase }yps well as the
methodology used to ask consumers about their preferences. thighdfect ofsituational

factors may often bmodeledn traditionalconsumer behavior modekhe model created as

part of this research explicitly includes appeaseécfic situational factors.

Body size
Body shape
Body image or cathexis

Physical Body & Relate

Characteristics

Lifestyle Gender

Motivati / Age
Begé}/i?slzgﬁgm Psychographic Demographic |  Geography
Characteristics Characteristics| ~©ccupation
Personality Education
Income

Values Ethnicity

Situatioral Factors

Garment type
Purchase type
Study methodology
Environmental trends

Note: created by the author, 2009

Figure 17: Model of factors that influence apparel evaluative criteria preferences

15¢



The model developed as part of this research objestsgeised to frame the second
research objective. For the next research objective, the apparel evaluative criteria
preferences of MexicaAmerican womenverestudied to determine the importance of
intrinsic and extrinsic attributes in apparel purchased@adsess the impact of selected
demographic and physical bedglated characteristics on these preferences. Situational
factors that could influence these preferences were also considered in the design of the
methodology (see Chapter 3 for more inforima.

Research Objective 2 Results

To determine the most important and determinant criteria used by Mexican-American
women, ages 18-25 from the Southwestern US, when shopping for apparel.

As mentionedn the chapter outlining the research methodol&®21 RO4were
studied through the collection of information through a sample survey administered online
via SurveyGizmo. Before presenting the results of these Research Objectives, it is necessary
to describe the sample that provided the informatiothisrstudy.

Description of the Sample

A total sampleof 212 respondentsas recruited with the following restrictions:
MexicanAmerican, female, between the ages of 18 and 25, and from the four Southwestern
states of Arizona, Cdbirnia, New Mexico, andexas. Thus, variables related to subculture,
gender, age, and geographic region were standard throughout the sAmplentioned, the
online surveys were offered in English and Spanish languages to accommodate respondent
preference. Of the 212 comf#d surveys, 196 were completed in English, and 16 in

Spanish.Eleven of these surveys were obtained through online advertising at MySpace,



Facebook, and Google, while the remainder resulted from sampling at colleges, universities,
and national organizatns. A description of the physical body characteristics, ethnic
characteristics, and additional demographic variables follows.

Physical Body Characteristics

Body shape, body mass index (BMI), and clothing size were the physical body
characteristics obta@a from the sample in the online survey. It is important to reiterate that
these characteristics were sedported by respondents, rather than physically measured by
the researcher. Thus, the reported values magdeguately represent reality.

Responénts were asked to classify their own physical body shape as one of nine
body shapes presented to them in the online suriviggure 18shows the distribution of the
sample inle nine body shape categories. As shown in the chart, almost half of the
respadents identified themselves as Bottom Hourglass or Hourglass st@pes and
Rectangle shapes constituted approximately another 25% of the sample, with the remaining

respondents scattered throughout the other five shape categories.

60
50

49 48

Bottom Hourglass
Hourglass

Spoon

Rectangle

Oval

Top Hourglass
Triangle

Diamond
Inverted Triangle

Figure 18: Body shape perception of sample
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Using respondent input of height and weight, body mass index (BMI) was calculated
and respondents were classifiatb one of four BMI categories (see Tal@2for the
formula and categories)Due to thedw number of respondents in thimderweight category,
and the potentiasues this small size could cause in data analysis, this cateasr
combined with the Normal category. Figurest®ws the distribution of the sample across
these three BMI categes used in data analysis in this study. The majority of the sample
was classified as Underweight / Normal, with slightly less than 25% of respondents in each

of the Overweight and Obese categories.

Overweight
23%

Figure 19: BMI distributi on of sample

Respondents were also asked to provide their clothing size across the garment
categories of casual pants, tops, skirts, and dresses. dnlitesurvey, respondents
selectedheir size from nine categorieslowever, very few responses welistributed

through the larger end of the sizing scale, particulargizes XL, 0X, 1X, 2X, and 3X. To
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improve data analysis procedures, respondents answering in these larger sizes were grouped

into

one category,

12 &8 BA8 Frigard 20 $hotis thexdistlibutiob af v e

the sample acrogke fiveclothing size for the four garment categories analyzed in this

study. In all garment categories, at least 75% of the samgdleatedthat they vore sizesS

(47 6),M (871 10),or L (127 14). For pants, tops, and skirts, Mi(80) was the most
frequently cited clothing size, while S{4) was the most frequently cited size for dresses.

The two extreme size categories of XS @) and XL and above (16 28W) contain the

fewest number ofespondents across all garment categories.

Pant Size Distribution

XS (0-2)

XLand
above (16 -
28W)

S{4-6)

M(8-10) L(12-14)

Top Size Distribution

Xs(0-2)

65

61

XLand
above (16 -
28W)

S(4-6) M(8-10) L(12-14)

Skirt Size Distribution
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60
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XS (0-2)

XLand
above (16 -
28W)

S(4-6)

M(8-10) L(12-14)

70
60

Dress Size Distribution

58 56

XS (0-2)

XLand
above (16 -
28W)

S(4-6)

M(8-10) L(12-14)

Figure 20: Clothing size distribution of sample
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EthnicCharacteristics

Acculturation level and generational status were the ethsigiyed characteristics
calculated fothe sample. As discussed at length in the review of literature, various methods
can be used to determine the acculturation levels of individuals. For this study, acculturation
|l evel was calcul ated based on t hsaboutndi vi dual
language use in a variety of situations. Fiqurdlustratesthe distibution of the sample
into the hgh andlow categories of acculturation. The chart clearly shows that almost 75% of
thesample wasighly acculturated. This result is nairprising, given the youth of the
sample (1&5 years old), the recruitment method that primarily relied on colleges and
universities, and the online format of the survell of whichtend to be associated with
higher levels of acculturation. Howevdietnumber of respondents classified ia ibw
acculturation category is certainly sufficient to analyze the effect of accultucation

evaluative criteria and apparel fit preferences.

Figure 21. Acculturation level of sample
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Generational statusas determined by considering the country of birth of each
respondent, her mother, and her father (refer to Tz8ler generation definitions). Figure
22 shows that the majority of the samplas classified as eitheesond otthird generation.
The largest portion of the samgbround 40%)ncluded those respondents who were born in
the United States, while both of their parents were born in Latin Am@acand
generation). Apprdmately 25% of the sample wasrd generation redents, in which they
and both of their parents were born in the United States. The remaining respondents we

almost split evenly betweeirdt andmixed-second generation categories.

Figure 22: Generational status of sample

Demographic Characteristics

The demographic variables of gender, age, ethnic subculture, and basic geographic
region were used as screening questions in the online survey, standardizing all responses in
these categories and ensuring that respongaresMexicanAmerican females between the

ages of 18 and 25 and from the Southwestern US states of Arizona, California, New Mexico,
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and Texas Additional demographic information, includieglucational attainmernitjcome,
occupation, and state of residence, alas gathered to enable the researcher to assess the
effect of these variables on apparel evaluative criteria and fit preferences.

Respondents were asked to provide their annual income level, sefeatmgjx
choices ranging from under $25,000 to c$200,000a nd i ncl udi ng an opti o
rather not sap Due to the primary recrui theneastit met h
majority of respondents eardless than $25,000, with very few indicating that they egrn
more than $25,000. Thuke income categories were collapsed for data analysis, and Figure
23 shows the distribution of the sample in the three levels used in the analysis for this study.
Figure23 clearly illustrates the skewed income profile of the sample, with almost 70%

indicating that they earn less than $25,000 per year.

would
rather not
say __——=a
15%

$25,000
and

above

18%

Figure 23: Income distribution of sample

Recruitment procedures at colleges and universities also resulted in a sample

predominated by respondents who specified an educatiteainre nt of A Some col |
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Figure 24shows that more than 65% of the sample fell into this category, alhi@st25%
were college graduates. The sample consisted of a relatively low number of respondents

whose educational atgtraadnunaetnetdo woars AfPHI sgth gsrcahdouo

High
school

graduate
4%

N ——

Post

graduate _/

work
7%

Figure 24: Educational attainment of sample

Sample recruitment methodology also siigaintly impacted the variety of
occupations of the sample. As shown in Fig2Bemore than 70% of thempleidentified
their occupation agsdent. Another 20% considered theicopation to be in the areas of
office or professional /anagerial. Very few people specditheir occupational status as
service /sales,homemakerpr not employed While listed as an option in the online survey
(see AppendiD for the survey questions), none of the respordeel@ntified themselves in

the craftsor military occupations.
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Figure 25: Occupation of sampé

The sample was deliberatebcruited from the Southwestern United States due to the
largenumber of MexicarAmericans that reside in this arguzman, 2001) In particular,
respondents were recruited from the four states of Arizona, California, New Mexico, and
Texas, and Figurgé shows the distribution of the sample across these states. Mirroring the
pattern seen in the overall population, the larget majority of the sample came from the two
states of California and Texas, with 40% and 36% of the sample from these states,
respedwely. The remaining ~25% were almost evenly split between the states of Arizona

and New Mexico.
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California
40%

Figure 26: State of residence of sample

The profile of the sample collected for this research is different from the larger
populdion of 1825 year old Mexicathmerican females living in Arizona, California, New
Mexico, and Texas. This is due in large part to the survey instrument used to collect the data
and the recruitment procedures used to recruit the sample. For instaacsehbe physical
body-related characteristics were sedported by respondents, they only capture the
respondent sé perceptions of these characterd:i
recruitment through colleges and universities provided alsatimgt skewed toward lower
income levels, and students who had completed some college. This may not parallel the
actual population of 285 year old MexicasfAmericans in these states, and the data analysis

presented in the following sections should tdks into consideration.
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Research Question 1

What criteria are important in the apparel purchase decisions of Mexican-American women
when shopping for casual pants, tops, skirts, and dresses?

To addresRQ1, respondents were asked to rate the ingpaet of 20 intrinsic and
extrinsic attributes in their purchases of casual pants, tops, skirts, and dresses (s&k Table
for a complete list of the attributes). They were able to specify the level of importance on a
5-point Likert-scale ranging fromat at all importanto criticalin their apparel purchases.
Before rating the attributesd i mportance in
respondents were asked whether they ever wore the individual garment type. If they
answer ed,erfi Noe,arl nev they did not rate the e
garment type.This section will present the importance of the attributes in the purchase of the
individual garment categories first, and will then follow with a comparison of thertaince
and the relative importance of the attributes across garment categories.
Casual Pants

Of the total 212 respondents, 1@8 92%)indicated that they wear casual pants
Table27s ummar i zes the respondent sd ho20atinbutesns r eg
studied in their purchase of casual pants. This table presents the median, mean, and variance
of the ratings given to each of the criteria, and the criteria are ordered from most to least
important (based on the median). As mentiongtiermethodology, the ordinal nature of the
rating scale governs the primary use of the median for sorting and data analysis, but the mean

is also useful to differentiate between criteria when the medienthe sameThe variance



is provided as an inditian of the dispersion of the distribution, or the extent of agreement or

disagreement within the sample.

Table 27: Evaluative criteria r atings summary datisticsi Casualpants

N =196
Criteria Type Median Mean Variance

Fit/ sizing Intrinsic (F) 5 4.867 0.187
Appearance Intrinsic (A) 5 4551 0.526
Comfort Intrinsic (F) 5 4.367 0.6&%
Price Extrinsic (B/S) 5 4.260 0.850
Styling Intrinsic (A) 4 4.301 0.591
Color / pattern Intrinsic (A) 4 4.245 0.668
Beauty / attractiveness Intrinsic (A) 4 4.133 0.803
Quiality (construction, -

durab?l’it(y, workmanship) | "trinsic (F) 4 4.102 0.964
Suitability for the individual | Extrinsic (E/S) 4 4.000 0.892
versatility with existing Extrinsic (B/S) 4 3.980 0.995
wardrobe

Fashionaility Extrinsic (E/S) 4 3.821 1.060
Promotes high self esteem | Extrinsic (E/S) 4 3.755 1.468
Ease of care Intrinsic (F) 4 3.612 1.244
Individuality / uniqueness Extrinsic (E/S) 4 3.536 1.389
Appropriateness for end use| Extrinsic (E/S) 3 3.444 1.253
Fiber content / fabrication Intrinsic (F) 3 3.260 1.332
Sexy Extrinsic (E/S) 3 3.260 1.445
Pleasing to others Extrinsic (E/S) 3 2.832 1.607
Brand name / store name Extrinsic (B/S) 3 2.556 1.499
Country of origin Extrinsic (B/S) 1 1.862 1.114

Note: Criteria are ordered from highest to lowest median rating, and by mean rating when the medians are the
same. For Intrinsic criteria, (A) stands for Aesthetic and (F) for Functional. For Extrinsic criteria, (B/S) stands
for Brand / Situational andg(S) stands for Expressive / Symbolic

As shown in Tabl@7, the data was largely skewed toward the high end of the rating
scale, indicating that the sample considered most of the criteria important in their purchase of
casual pants.Only theCountry oforigin criteria had a median rating bel@yand it was

consideredot at all important based on its median rating.ofhe intrinsic criteria of Fit /
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sizing featured the highest rating in terms of median and mean, and also had the lowest
variance, indiating that the large majority of respondents considiwesk criterido be
critical in their purchase of casual pan®@t her cri teria receiving AC
5 included the intrinsic criteria @éppearance an@omfort, and the extrinsicriteria of
Price.

Overall, intrinsic criteria seemed to be considered more important than extrinsic criteria
in the purchase of casual pa(den considering median and mean ratings). Seven out of
the top 10 rated attributes were intrinsic critenhijle 8 outof the bottom 10 were extrinsic.
However, considering the skewed pattern that can clearly be observed 2 T.ablevhich
most of the criteria are rated from 3 to 5, these trends do not necessarily indicate that
extrinsic criteria are unimptant. In addition, the criteria rated the lowest seem to be
associated with higher variance than the criteria rated the highest. This simply indicates that
the sample was in greater agreement about the importance of the highest rated attributes.
Casual Tops

Of the total 212 respondents, 207 (or 98%) indicatediegtwear casual tops. Table
28 presents the median, mean, and variance of the ratings given to the 20 criteria investigated
in this study. The table is organized in the same way lale 2@, ordering the attributes
from the most to least important (by median rating first, and then mean) in the purchase of
casual tops. Similar to the ratings expressed for casual pants, the sample indicated that most
of the attributes were skewing towlathe high end of the scale in importandéneteen of
the twenty attributes exhibited median ratings fi®t 5, with only the Country of origin

attribute receiving less thah



Table 28. Evaluative criteria r atings summary statistics i Casualtops

N =207
Criteria Type Median Mean Variance

Fit / sizing Intrinsic (F) 5 4.841 0.162
Appearance Intrinsic (A) 5 4.652 0.383
Styling Intrinsic (A) 5 4.473 0.493
Color / pattern Intrinsic (A) 5 4.415 0.662
Beauty / attractveness Intrinsic (A) 5 4.343 0.683
Price Extrinsic (B/S) 5 4.184 1.024
Comfort Intrinsic (F) 4 4.299 0.657
Quallt_y_ (construction, _ Intrinsic (F) 4 4.048 0988
durability, workmanship)

Fashionability Extrinsic (E/S) 4 3.957 1.100
Versatility with eisting Extrinsic (B/S) 4 3.942 1113
wardrobe

Individuality / uniqgueness Extrinsic (E/S) 4 3.850 1.167
Promotes high self esteem Extrinsic (E/S) 4 3.845 1.432
Suitability for the individual Extrinsic (E/S) 4 3.754 1.080
Ease of care Intrinsic (F) 4 3.643 1.318
Sexy Extrinsic (E/S) 4 3.488 1.591
Fiber content / fabrication Intrinsic (F) 3 3.362 1.523
Appropriateness for end use | Extrinsic (E/S) 3 3.329 1.406
Pleasing to others Extrinsic (E/S) 3 2.966 1.693
Brand name / store name ExtrinsidB/S) 3 2.551 1.550
Country of origin Extrinsic (B/S) 1 1.884 1.152

Note: Criteria are ordered from highest to lowest median rating, and by mean rating when the medians are the
same. For Intrinsic criteria, (A) stands for Aesthetic and (F) for Famaiti For Extrinsic criteria, (B/S) stands
for Brand / Situational and (E/S) stands for Expressive / Symbolic

The attribute of Fit / sizingvas rated the most important attribute in terms of the
median and mean rating, and once again had the lowestegriguggesting widespread
agreement on the importance of this attribute in the purchase of casual topditidn &l
this attribute Appearance, Styling;olor / patternBeauty / attractivenessdPrice were

also considered critically important whparchasing casual topgceiving mediamatings of
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5. The sample clearlgelievel intrinsic aesthetic attributegereimportantin particular, with
each of the criteria in this categasceiving the highegtossible rating.

Overall, intrinsic attribigs seemed to receive slightly higher ratitigm extrinsic
attributes, with7 of the topl0 criteria being intrinsic in classification. This does not,
however, diminish the fact that all of the attributes except one received rating3 tiodn
suggestig that most of the attributes were considered at least slightly important in the
purchase of casual tops. In considering the variance, a similar pattern was apparent in the
ratings of criteria for casual tops as seen for casual pamtsance was lowédor the
criteria given the highest ratings, and seemed to increase (though not consistently) as the
median ratings decreased. Thisioades that the respondents were genenaliyiore
agreement regarding the importance of the highest rated attributes
Casual Skirts

Of the total 212 respondents, only 88 (or 42%) said that they wear casual skirts. This
sharp decreadeom the percentages displayed for casual pants anaoois be the result of
a number of factorsncluding the somewhat conflictije f i ni t i on of fAcasual
youth of the sample, and the increasing prominence of casual attire that some people do not
associate with skirts. In addition, the order in which respondents were presented questions
was not randomized, increasing thmaoce of respondent fatigue for this garment category
(which was ordered after pants and tops in the online survey).

Table 29displays the median, mean, and the variance of the ratings given to each of the
20 attributes in the purchase of casual skotdered from most to least important according

to median first, then meanYhe ratingsvereheavily skewed towards the high end of the
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rating scale, with only two of the twenty criteria receiving less than a median rating of 3. In
fact, 15 of the20 were ratedither a4 or a 5demonstrating the importance of most of these
attributes in the purchase aisual skirts. Brand name / store nara@dCountry of origin

were ratedower in terms of importance, receivingedian ratings of and 1 respectively.

Table 29: Evaluative criteria ratings summary statisticsi Casual skirts

N = 88
Criteria Type Median Mean Variance

Fit / sizing Intrinsic (F) 5 4.84 0.1651
Appearance Intrinsic (A) 5 4.557 0.5025
Styling Intrinsic (A) 5 4.409 0.6813
Comfort Intrinsic (F) 5 4.364 0.7398
Color / pattern Intrinsic (A) 5 4.273 0.8903
Beauty / attractiveness Intrinsic (A) 4 4.261 0.6321
Fashionability Extrinsic (E/S) 4 4.205 0.8312
Price Extringc (B/S) 4 4.148 0.9549
Promotes high self esteem | Extrinsic (E/S) 4 3.989 1.1838
Individuality / uniqueness Extrinsic (E/S) 4 3.875 1.2371
Quiality (construction, -

durab?l’it(y, workmanshio) Intrinsic (F) 4 3.864 1.1996
Suitability for the individual | Extrinsic (E/S) 4 3.795 1.1991
Versatility with existing Extrinsic (B/S) 4 3.795 1.291
wardrobe

Sexy Extrinsic (E/S) 4 3.636 1.4984
Ease of care Intrinsic (F) 4 3.511 1.4252
Appropriateness for end use | Extrinsic (E/S) 3 3.318 1.5298
Fiber content fabrication Intrinsic (F) 3 3.290 1.592
Pleasing to others Extrinsic (E/S) 3 3.171 1.7752
Brand name / store name Extrinsic (B/S) 2 2.364 1.5214
Country of origin Extrinsic (B/S) 1 1.671 0.9361

Note: Criteria are ordered from highest to lowestian rating, and by mean rating when the medians are the
same. For Intrinsic criteria, (A) stands for Aesthetic and (F) for Functional. For Extrinsic criteria, (B/S) stands
for Brand / Situational and (E/S) stands for Expressive / Symbolic

In purchasig casual skirts, data showed that many of the intrinsic criteria were

considerednostimportant, with the to-rated attributes belonging to this category. The
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attribute of Fit / sizing was once again the top rated attribute based on median and mean
ratings, and featured the lowest variance. Other attsheteiving a median rating 5fand
thus considered critical in the purchase of casual skirts included Appe&ayics,
Comfort, andColor / pattern.However, given the high ratings given to moftthe attributes,
many of the remaining attributes were also clearly importastobservedn the ratings for
casual pants and tops, the highaded attributes were associated with lower rates of
variance, suggesting that respondents consistentideedthese attributes important in the
purchase of skirts.
Casual Dresses

Of the 212 respondents who completed the sud/&y,(or 53%) said that they wear
casual dresses. This portion is higher than that expressed for casual skirts, suggesting tha
respondent fatigue is not solely responsible for the decreased numbers shown in the last two
gar ment categoriesd6 questions. However, the
wearsdresses as opposed to pants and tops may also be partially expieiough some
effect from respondent fatigue, the youth of the population, the seemingly conflicting
definition of Acasual dresses, 0 and the pron
associate with dresses.

Table 30presents the median, meangdamriance of the ratings given to the 20
attributes when the sample was questioned about their purchases of casual Thesses.
attributes are ordered from most to least important using the median rating first, followed by
the mean in cases in which tmredians are the sam&his table demonstrates that most of

the attributes were considered quite important when purchasing casual dresses, with only
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four of the attributeseceiving median ratings belofv Six attributes were considered

critically important (with median ratings of 5) in the purchase of casual dresses, including Fit
/ sizing aghe highest rated, followed by Appearanggjling, Color / patternBeauty /
attractiveness, and Comfor&imilar to the casual skirt findingBrand name / stoneame

and Country of origin were considered to be the least important, having median ratings of 2

and 1, respectively.

Table 30: Evaluative criteria ratings summary statisticsi Casual dresses

N =113
Criteria Type Median Mean Variance
Fit / sizing Intrinsic (F) 5 4.8 0.096
Appearance Intrinsic (A) 5 4.735 0.286
Styling Intrinsic (A) 5 4.655 0.514
Color / pattern Intrinsic (A) 5 4.566 0.569
Beauty / attractiveness Intrinsic (A) 5 4.549 0.482
Comfort Intrinsic (F) 5 4.292 0.905
Fashionability Extrinsic (E/S) 4 4.230 0.911
Individuality / uniqueness Extrinsic (E/S) 4 4.150 0.933
Promotes high self esteem Extrinsic (E/S) 4 4.089 1.064
uality (construction, o

dQurabi‘l’ié/, workmanship) Intrinsic (F) 4 4.071 0.924
Price Extrinsic (B/S) 4 3.965 1.249
Suitability for the individual Extrinsic (E/S) 4 3.885 0.978
Sexy Extrinsic (E/S) 4 3.708 1.316
Ease of care Intrinsic (F) 4 3.611 1.490
Appropriateness for end use | Extrinsic (E/S) 4 3.345 1.657
Fiber content fabrication Intrinsic (F) 4 3.345 1.710
Pleasing to others Extrinsic (E/S) 3 3.230 1.643
versatility with existing Extrinsic (B/S) 3 3.186 2.081
wardrobe

Brand name / store name Extrinsic (B/S) 2 2.310 1.555
Country of origin Extrinsic (B/S) 1 1.797 1.110

Note: Criteria are ordered from highest to lowest median rating, and by mean rating when the medians are the
same. For Intrinsic criteria, (A) stands for Aesthetic and (F) for Functional. For Extrinsic criteria, (B/S) stands
for Brand / Sitational and (E/S) stands for Expressive / Symbolic
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The top six criteria were all intrinsic criteria, further reinforcing the slightly increased
level of importance attributed to this category of criteria in the purchase of apparel. The
lowest fiveratedattributes belonged in the extrinsic category of criteria. However, this does
not diminish the importance that should be noted for some of these criteria, considering the
large percentage of the criteria that featured ratigsand5. The pattern exhited for
variance that was apparent in the ratings for casual pants, tops, andasatso apparent
for dresses. Thep-rated attributes, in terms of median and mean, seemed to correspond to
lower rates of variance, while the lower rated attribégasured slightly higher variance.
Importance of Evaluative Criteria Across Garment Categories

In the previous four sections, resutistdescribe the importance of 20 intrinsic and
extrinsic evaluative criteria in the purchase of casual pants, tofs, skid dressegere
presented Table31 summarizes some of this information by showimg median ratings
given to each of these attributes across garment categaitieshe intrinsic attributes in the
aesthetic and functional categories highlightedreen and the extrinsic attributes in the
brand / situational and expressive / symbolic categories highlighted in orange. Several trends
are evident in this tabl@rimarily the importance attributed to the majoritytoé criteria.
Across the four ganent categoriesnost of the critea received median ratings o8d
higher, implying that the respondents largely congderost of the attributeat least
somewhat important in their apparel purchases. In addition, many ofrinsiacriteria,
paticularly in the aesthetic subcategory, received median ratingsraficating that these
are critically important in apparel purchases. Of the extrinsic criteriaRoidyg featured a

median rating ob in any garment category. However, the majasftgxtrinsic criteria were
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still considered somewhat important, with many median ratingsrothis category as vile
The extrinsic criteria oBrand name / store nara@dCountry of origin consistently received
the lowest median ratings, suggesting tha&s sample does not consider these attributes

important in the purchase of apparel.

Table 31 Median rating of evaluativecriteria across garment categories

Garment Category
Pants Tops Skirts Dresses
Evaludive Criteria

Color / pattern 4 5 5 5
. Styling 4 5 5 5
ACEHELE Appearance 5 5 5 5
Beauty / attractiveness 4 5 4 5
Fit / sizing 5 5 5 5

Quiality (construction, durability
: . 4 4 4 4

Functional | workmanship)
Ease of care 4 4 4 4
Comfort 5 4 5 5
Fiber content / fabrication 3 3 3 4
Versatility with existing 4 4 4 3
Brand / wgrdrobe

Situational Price > > 4 4
Brand name / store name 3 3 2 2
Country of origin 1 1 1 1
Appropriateness for end use 3 3 3 4
Suitability for the individual 4 4 4 4
Expressive / Sexy. — £ < < =
Symbolic Fas.,h.lonal.alllty . 4 4 4 4
Individuality / uniqueness 4 4 4 4
Promotes high self esteem 4 4 4 4
Pleasing to others 3 3 3 3

Note: Intrinsic attributes are shaded in green, while extratsiibutes are shaded in orange
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While broad trends in the evaluative criteria ratings are easily apparent in3lable
further testing using the Wilcoxaigned rankest allowed more extensive analysis of how
the ratingcompared across garment categeriProcedural details about this test were
presented in the methodology, but the basicitesivedthe statisticacomparisorof the
ratingsgiven to eaclcriterionacross pants, tops, skirts, and dresses categories using pairwise
comparisons. Resulteom the Wilcoxonsignedranktest performed over the fullmge of
data are shown in Table 37 his table clearly illustrates the pairings in which a significant
difference was found by featuring an asterisk beside arajye (Prob > |z|) that was less
than the 0.05 alpha value uded a 95% confidence levél this researchlf significance
was found, the median ratings were then compared to understand the relatidhshiable
also clearly demonstrates the large number of pairwise compariséos et through
Wilcoxon signed rank testing, which increases the possibility of a Type | error (in which a

significant difference is found when in truth there is jone



Table 322 Results from the Wilcoxon Signed Rank Test Comparison of Evaluative Criteria ratings by garment category

Garment Comparison | Pants /Tops Pants /Skirt | Pants / Dressedy Tops / Skirts | Tops /Dresses| Skirts / Dresses
df=191 df=75 df=101 df=85 df=109 df=65
Evaluative Criteria z |Prob>} z |Prob> z |Prob> z |Prob>} z |Prob>] z | Prob>
| |z| |z| |z| |z| |z| |z|

Color / pattern 516.00|0.0027*] 102.50| 0.0204*] 248.50 0.0002*] -30.00| 0.2691] 51.50 | 0.3474] 36.00 | 0.2484
Aesthetic Styling 594.50/0.0016*] 58.50 | 0.1848]257.00{<.000F | 15.00 | 0.7598]130.00|0.0033*] 58.50 [0.0236*
Appearance 160.50| 0.0674] -27.50| 0.2860]125.50{0.0165*] -21.50| 0.4550§ 50.50 | 0.1891] 30.00 | 0.1347
Beauty / attractiveness 498.00| <.0001% 93.50 | 0.0884]285.00{<.000F | -11.00| 0.8741]136.50{0.0040*] 31.50 | 0.1341
Fit / sizing -40.50| 0.2201] 0.00 | 1.0000f} 2.50 | 1.0000f] 3.00 | 0.2500] 0.00 | 1.0000}] 1.50 | 1.0000
Quality (construction, -111.0| 0.5399] -90.00|0.0460*] 23.50 | 0.7583]-59.50| 0.3311] -1.50 | 0.9748] 42.00 | 0.1364

Functional |durability, workmanship)
Ease of care 143.50| 0.4229] 75.50 | 0.3468] 88.50 | 0.4142] 21.00 | 0.7538]-17.00| 0.8564] -20.50| 0.6385
Comfort -191.0| 0.1151] 26.50| 0.3987] -9.00 | 0.8837] 81.00 |0.0254*] 56.00 | 0.3220] -15.50| 0.1445
Fiber content / fabrication |378.00| 0.1101] 14.50 | 0.8250] 91.00 | 0.4584] -8.00 | 0.8936] 54.50 | 0.5323] 8.50 | 0.8056
Versatility with existing -145.5| 0.4798] -68.00| 0.2839] -750.0|<.0001* -55.50| 0.3584] -789.5|<.0001* -139.0{0.0003*

wardrobe

5515223 n/al Price -229.0/0.0359* -26.00| 0.4406] -162.5|0.0043*| -22.00| 0.4705] -127.0|0.03834 -47.00| 0.1274
Brand name / store name 3.00 | 0.9835] -100.5(0.0232*] -235.0(0.0018*} -55.00| 0.0340*] -143.0| <.00014 -15.50| 0.4846
Country of origin 73.50 | 0.2487]-42.00| 0.0979]-27.50| 0.4362] -48.50|0.0175*] -33.50| 0.2270] 6.50 | 0.5313
Appropriatenes for end use | -317.0| 0.1315§ -48.50| 0.4408] -102.5| 0.2374] 2.00 | 0.9539]101.50| 0.1539] 25.00| 0.3113
Suitability for the individual |-643.5|0.0002*] -115.0|0.0425*] -147.0| 0.1214] 6.00 | 0.8596] 17.00 | 0.7876] 28.50 | 0.0969
T Sexy 734.00/<.0001% 181.50| 0.0036*] 468.00| <.0001*] 28.50 | 0.5232]138.00{0.0412*] 25.50 | 0.2657
Symbolic Fashionability 420.50| 0.0060*] 186.00| <.0001* 356.50({<.0001*f 45.50 | 0.1199]172.50/0.0052*] 4.50 | 0.7899
Individuality / uniqueness 735.00/<.0001% 127.00{0.0057*]421.50| <.0001*} -44.00| 0.3865]1121.50{0.0193*] 79.50 |0.0012%
Promotes high self esteem ]138.50| 0.2595] -17.00| 0.6669]129.00/0.0041*] -18.00| 0.5215] 78.50 [{0.0093*] 32.00 | 0.2060
Pleasing to others 320.00( 0.0524]137.00|0.0462*] 328.50| 0.0002*] 64.50 | 0.2652]162.00{0.0365*] 18.00 | 0.4081

Note: * Indicates signifiance at the 95% confidence level.

Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Aestheticevaluative Criteria Several significant relationships were uncovered when
comparing the ratingsf the intrinsic aesthet attributes across garment catego(see Table
32). For instance, the edian rating for the Color / patteattribute was significantly lower
for casual pants than for tops, skirts, and dresses. For tops, skirts, and dresses, the median
rating for ths attribute was 5, inditizag that respondents considex@dlor / pattern critically
important in the purchase of these types of garments. For pants, the median rating for this
attribute was 4, meaning that it was still important, but not as crititeéipurchase of pants
as other garments.

Similar results were found for the Styliagd Beauty / attractiveness attributes.
Medianratings for both of these attributes were significantly lower for pants than for tops
and dresses. For tops and dredset} attributes were considered critically important, while
they were considered slightly less important (though still important) in the purchase of pants
which had a median rating of 4 for both attribut@siditional findings related to the Styling
attribute indicated that this attribute was significantly more important in the purchase of
dresses compared to tops and skirts. As showable31, the median ratinfpr this
attribute was the samB)(for tops, skirts, and dress Thus, while it wacmsidered critical
in the purchases of these garment types, a closer investigation of the mean ratings showed
thatthe rating was slightly higher fairesseshan tops and skirts, with a mean rating of 4.65
for dressesompared to 4.47 and 4.40 for tops akilts, respectively. The Beauty /
attractiveness attribute was also rated significantly higher for dresses than for tops.
However, the median rating for this attribute eder both of these garment categoraess

well, necessitating a comparison bétmean rating. In this comparison, the mean rating for



this attribute was slightly higher for dresses, at 4.55, than for tops, at 4.8dchiif these
comparisons in which a significant difference was found, but in which the median ratings
were the sae at 5the practical implication of the significant findimgresomewhat low.

For all practical purposes, these attributes should still be recognized as important in the
purchase of the apparel categories studied in this research, regardless oiifibargig
differences found.

The median ratings of th&ppearance attribute were also found to be significantly
different when comparing pants to dresses. However, a comparison of the medians (shown
in Table31) shows that this attribute receivedimgs of 5 for both garment types. A closer
comparison of the mean ratings reveals slightly higher ratings for Appearance in the purchase
of dresses (4.73) than pants (4.5Bgain, while the ratings werggnificantly differer
according to the Wilcoxosgnedranktest, the difference is not practically important, as this
attributewasconsidered critical in the purchase of both dresses and pants.

Functional Evaluative Criteria Overall, very few significant differences were noted
when comparingntrinsic functional attribute ratings across garment categ¢ses Table
32). For instance, no significant differences were found in thegsijiven to the attributes
of Fit / sizing,Ease of care, and Fiber content / fabrication across garment oasegor
Quiality (construction, durability, workmanshiwpas considered significantly more important
in the purchase of pants than skirts, despitedbethat the median rating wésor both
garment categories. Comparison of the mean rating showedithatttibute was rated
higher for pants (at 4.10) than for skirts (3.86pmfort was considered significantly more

important for the purchase of skirts than tops, with median ratingarmd 4, respectively.

18C



As the only two significant differences ndteor any comparison of median ratings across
garment categories, it appears that most of the ratings for the functional criteria were very
similar for the garment types studied.

Brand / Situational Evaluative Criteria Several interesting signdant differences
were found in the comparison of extrinsic brand / situational attributes across garment
categoriegsee Tabld2). Versatility with existing wardrobeas considered significantly
less important for dresses than for the other garment casgeith a median rating of 3 for
dresses compared to 4 for the other garmdnticewas also rated significantly less
important for dresses than for pants angtowhile the median rating &frice for dresses
still suggested its importance in therghase of this type of garment (with a ratinghfit
was significantly laver than the median ratings ®fiven to Price for pants and tops. In
comparisons of pants vs. topgjcewas further found to me the most important for pants.
While the mediamatings were %or both pants and tops purchases, closer inspection of the
mean showed a higher rating of 4.26 for pants compared to 4.18 for tops.

Results showed that Brand name / store naasronsidered more important for pants
and topg3) than fa skirts and dressg€8). However,the median rating for this attribute falls
in the middle of the rating scaller both pants and tops, which does not lend overwhelming
evidence for its importance in the purchase of these garment tiypethe consistaly
lowestrated attribute (of all 20 studied), Country of origin was considered even less
important for skirts than for tops. While the median ratings indicated that this attribute was
not at all important in the purchase of any garment, a consideddtiba mean rating

showed that it was even less so for skimgan = 167), than for topgmean= 1.86).
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Expressive / Symbolic Evaluative Criterighs shown in Tabl&2, a large number of
significant differences were found when comparing the rabhggpressive / symbolic
criteria among all pairings of garment categori€ke only attribute that did not differ
significantly in importancecross garment categories was Appropriateness for end use.

Analysis of the remaining attributes yieldinteresting patternsA common finding
showed that many expressive / symbolic criteria were significantly less important in the
purchase of pants than in purchases of tops, skirts, and dresses. For instancéutieecdttri
Sexy wagatedsignificantlylower, with a median rating @, for pants than for the
remaining garment categorjashich featured medians of 4or twoother attributes,
specificallyFashionability and Individuality / uniqueness, thediaa ratings were the same
(4) for each attributeaoss all garment categories. However, consideration of the mean
ratings permitted the findings that these attributes were significantly less important for pants
than other garment types. Heashionadility, the mean rating for pants was 3.82, 3.96 for
tops, 4.21 for skis, and 4.23 for dresses. For Individuality / uniquerteéssinean rating for
pants was 3.54, 3.85 for tops, 3.88&irts, and 4.15 for dreses. Similarly, the attribute
Pleasng to othersvasrated significantly less important foapts than skirts and dresses.
While the median rating was the samég &8ross these garment categories, inspection of the
mean revealed a significantly lower rating for pants (2.83) than for skirts (3.17) and dresses
(3.23).

Relationshipslready discusedillustrate that many of the expressive / symbolic
criteria weresignificantlyless importanin the purchase of pants thdretremaining garment

categories. For these same attributes, results showed thatirigs observed in the dresses
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category wee higher, some significantly higher according to Wilcosamned rankests.

For instance, the Sexy attribute was significantly more important for dresses than for tops.
Median ratinggor Sexywere the samel] in these garment categories, but the nraéings
revealed a higher importance for dresses (3.71) than tops (B489yJical results were
observed for the Fashionability attribute, which featured median ratings of 4 across all
garment types, but had a significantly higher mean rating of 4r28dgses than the 3.96
observed for tops. Individuality / uniqueness was significantly more important in the
purchase of dresses than any other garment item, despite having the same median rating.
Inspection of the mean showed a rating of 4.15 for degsghich was significantly higher

than the means of 3.54 for pants, 3.85 for tops, and 3.88 for dkirasldition, the Pleasing

to others attribute was significantly more important for dresses than tops andldantgal
median ratings of Becesgated the use of the mean in further comparisons, which showed a
mean rating of 3.23 for dresses that was significantly higher than the 2.83 rating and 2.97
rating observed for pants and tops, respectively.

Additional results in this category of evalivat criteria indicate that the attribute
Promotes high self esteamconsidered more important for dresses than pants and tops,
despite featung the same median ratings oédross garment categories. Closer
consideration of the mean revedh signifiantly higher rating of 4.09 for dresses compared
to 3.76 for pants and 3.85 for tops. While most of the data presented in this section suggest
thatexpressive / symbolic criteria weless important for pants than the remaining garment
categoriesthe oppsite was true for the Suitability for the individwiribute. h this case,

median ratings o4 were observed for all garment types, but Wilcogigmed rankests
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indicated a significant difference in comparisons of panttops. and skirtsInspecion of
the mean ratings show a significantly higher rating of 4 for pants, compasetbttor tops
and 3.79 for skirts.

As shown in this section, respondents clearly expressed different preferences
depending on the garment categopessented to #m.

Relative Importance of Evaluative Criteria Across Garment Categories

The previous section discussed the importance attributed 28 thaaluative criteria
studied in this research the purchase of casual pants, tops, skirts, and dre&seshavn in
Table31and discussed at length, most of the attributes had very high median ratings across
garment categories and the data was very much skewed toward the higher end of the rating
scale used to indicate importance. This suggests that resporasigatyg tonsidexd almost
all of the20 attributes at least somewhat important.

The skewed pattern clearly observable in the median ratrgss garments
complicatedhe ability to discermmong thesenportant attributeand fully understand the
prefaenceghat MexicarAmerican womerdisplayin their apparel purchase3o obtain a
more complete picture of the use and importance of these attributes in apparel purchases, the
relativeimportance of each of the attributes may also be considered. &v#stion, the
median ratingsvereused to rank the 20 attributes in order from most to least important in
every garment category. In cases in which the medvenstied, the mean ratingasused
instead. The result is a ranking from 1 through 20itlustrates the relative importance of

each of the attributes in the purchase of the individual types of gar(eeat¥able 33)
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Table 33 Relative importance of evaluative criteria by garment category

Garment Category

B Pants Tops Skirts Dresses
ekl Median | Mean ekl Median | Mean rezgilie Median | Mean resleile Median | Mean
Importance Importance Importance Importance
Color / pattern 6 4 4,245 4 5 4.415 5 5 4,273 4 5 4.566
Styling 5 4 4,301 3 5 4.473 3 5 4.409 3 5 4.655
Aesthetic | Appearance 2 5 4551 2 5 4.652 2 5 4557 2 5 4.735
ErEELiy d 7 4 |4133] s 5 |4.343 6 4 |4.261 5 5 |4.549
attractiveness
Fit / sizing 1 5 4.867 1 5 4.841 1 5 4.864 1 5 4.894
Quiality (construction]
durability, 8 4 4.102 8 4 4.048 11 4 3.864 10 4 4.071
Functional | Workmanship)
Ease of care 13 4 3.612 14 4 3.643 15 4 3.511 14 4 3.611
Comfort 3 5 4.367 7 4 4.3 4 5 4.364 6 5 4.292
0T EETE 16 3 | 326 16 3 |3362] 17 3.25 15 3.345
fabrication
BRIy iy 10 4 | 398 10 4 3942 12 4 |[3795] 18 3 |3.186
existing wardrobe
Brand / |Price 4 5 4.26 6 5 4,184 8 4 4,148 11 4 3.965
Situational
E;?:: NI ¢ S 19 3 |2556] 19 3 |2551] 19 2 |2364] 19 2 | 231
Country of origin 20 1 1.862 20 1 1.884 20 1 1.67 20 1 1.796
_|Appropriatenessfor | -, 5 3 |3444] 17 3 |3320] 16 3 |3318] 16 4 |3345
Expressive | end use
Symboli itabili
S | STl o e 9 4 4 13 4 |3754] 13 4 |3798| 12 4 |3885
individual
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Table 33 Continued

Sexy 17 3 | 326 15 4 |3488] 14 4 |3636] 13 4 |3.708
Fashionability 11 4 3821 9 4 |3.957 7 4 4205 7 4 | 423
Ry 14 4 353 11 4 |385 10 4 |3.875 8 4 | 415
unigueness

PISGeEs (il S2i 12 4 |3755] 12 4 |3.845 9 4 |3.989 9 4 |4.088
esteem

Pleasing to others 18 3 |2832] 18 3 |2966] 18 3 | 317 17 3 | 3.23

Note: Intringc criteria are shaded in green. Extrinsic criteria are shaded in orange. The relative importance of the attributeséxidsteanking from
most to least important using the median first, then the mean in the case of ties.

Many of the same tresdvere apparent in Tab83 as discussed in the previous sectiiated to the overall importance of
the attributes.For instance, the attribute of Fit / sizimgs consistently ranked the number one attribute acrogaraient
categories studied. Appranceavas also consistently ranked second for all types of garments. These top two attributes hint at the
greater importance attributed to most intrinsic attributes over extrinsic attr{lbutieshe exception of Ease of cardFiber
content / fabriation). Within the intrinsic category of criteria, aesthetic attributes were the higivdstdacross garment
categories, making this category of criteria the most important group in apparel purelssego functional, brand / situational,
and expessive / symbolic criteria. Within the extrinsic category of criteria, the attributes ofalRdéashionability were ranked
much higher than otihextrinsic criteria. Reflectivef theoveralllower relative importance attributed to extrinsic critettee

three

18¢



extrinsic attributes dPleasing to other&rand name / store name, and Country of origin
were consistently the lowest ranked attributes among the entire range of 20 attributes.
Other interesting findings from the comparison of relativeartgnce of the attributes
across garment categories are also clear in 3bléor examplewhile the median ratings
for Quality (construction, durability, workmanship) were the same across garments, this
attribute was relatively more important for paatsl tops than skirts and dresses. In addition
ComfortandSuitablity for the individualwereranked relatively more important for pants
than tops, skirts, and dresses. On the other hand, Fashion&imdifyduality / uniqueness
Color / patternandStyling were ranked relatiyeless important for pants. The rankings of
the attributes of Sexyndividuality / uniquenessgnd Promotes high self esteexhibited a
pattern in which relative importance was lower for pants and then tended to increase in
relative importance across the remaining categories of tops, then skirts, and then dresses.
The rankings indicated the highest relative importance of these extrinsic attributes in the
purchase of dresses. Conveyséhe extrinsic attributes &fersatility with existing wardrobe
andPrice were relatively less important for dresses than for the other garment categories.
Many d the trends apparent in Table 88re identified in the earlier discussion of
attribute importance within and across garmerggates. However, analysis of the relative
importance also yields further insight into some trends and relationships that a simple look at
median ratings and comparison through Wilcogmmed anktesting may not immediately
reveal. In this way, relatesimportance and importance can be studied together to

completely understand the use and importance of the attributes studied in this research.



Research Question 2

What criteria are determinant in the apparel purchase decisions of Mexican-American
women when shopping for casual pants, tops, skirts, and dresses?

The previous sectiooffered two approaches that were used to assess the impartance
the 20 intrinsic and extrinsic evaluative criteria studied in this rese@amparisn of the
median ratings gave an indication of thportancethat the MexicarAmerican respondents
attributed to the individual criteria in their purchases of casual pants, tops, skirts, and dresses.
However, as discussed at length, the median ratings for rinibst 20 attributes across
garment categories were heavily skewed towards the high end of the rating scale, implying
that many respondents considered most of the attributes at least partially (if not critically)
important in their apparel purchasésonsderation of theelative importancef each
attribute in the purchase of the various garments allowed even further analysisetdtiiie
use of the criteria in apparel purchases.

To provide a more comprehensive picture of the use and importaneeatfributes in
apparel purchase decisions, respondents were also asked to specify the top three attributes
(from the list of 20 preselected criteria) that were most important in their purchases of casual
pants, tops, skirts, and dresses. This quesfion& mo s t iindipatedthe a n c e 0
determinanc®f the attributes in apparel purchases, and provided an interesting dimension to
the study by discerning the most important criteria among a list of criteria that overall
seemed very important.

To demonstrie the determinance of the attributes, the number of times that each
attribute was specified as one of the top three most important was recorded.3%ables

through37 were then constructed, which show the number of times that each attribute was
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specifiedas the first, second, or third most importaiihe tables were then organized

according to the frequency with which each attribute was found in the top thrénes way,

Tables 4through7 indicate the determinance of the attributes in the purchasesoél pats,

tops, skirts, and dresses. The number of respondents who indicated that they wore the types

of garments was also shown on the individual tables, to serve as a reference point for the

reader when considering the responses.

Table 34: Evaluative criteria determinancei Casual pants

N =196
e _ 1% most _2”" most _ 3 most Frequency
important important important cited in top 3
Fit / sizing 95 41 18 154
Price 36 32 35 103
Comfort 24 32 30 86
Appearance 7 21 22 50
Styling 5 16 12 33
Quality (con_structlon, durability 5 9 13 27
workmanship)
Color / pattern 5 8 10 23
Fashionability 0 7 10 17
Versatility with existing 1 5 10 16
wardrobe
Beauty / attractiveness 3 3 6 12
Individuality / uniqgueness 3 4 5 12
Promotes high self esteem 3 5 3 11
Sexy 4 2 3 9
Ease of care 0 1 6 7
Fiber content / fabrication 1 2 3 6
Brand name / store name 1 0 3 4
Pleasing to others 0 0 4 4
Suitability for the individual 0 3 0 3
Country of origin 1 1 0 2
Appropriateness for end es 1 0 1 2

Note: Table organization is determined by the number of timesattitiute was cited as one of the top three
most important in an apparel purchase decision. In this way, the table illustrates the determinance of the

attributes ranked from rost to least determinant




Table 35: Evaluative criteria determinancei Casual tops

N =207
e _ 1% most _2”" most _ 3 most Frequency
important important important cited in top 3
Fit / sizing 70 44 17 131
Price 41 31 29 101
Comfort 24 33 21 78
Appearance 8 18 24 50
Color / pattern 17 11 14 42
Styling 11 16 12 39
Fashionability 6 8 20 34
Versatility with existing 5 11 13 26
wardrobe
Quality (con_structlon, durability 4 6 11 21
workmanship)
Individuality / uniqgueness 5 6 9 20
Beauty / attractiveness 1 4 9 14
Sexy 3 2 8 13
Promotes high self esteem 5 3 4 12
Brand name / store name 1 2 3 6
Ease of care 1 2 2 5
Fiber content / fabrication 0 2 3 5
Suitability for the individual 1 2 1 4
Pleasing to others 0 0 4 4
Country of origin 2 0 0 2
Appropriateness for end use 2 0 0 2

Note: Table organization is determined by the number of times each attribute was cited as one of the top three
most important in an apparel purchase decision. In this way, the table illugieatiEterminance of the
attributes ranked from most to least determinant
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Table 36: Evaluative criteria determinancei Casual skirts

N = 88
e _ 1% most _2”" most _ 3 most Frequency
important important important cited in top 3
Fit / sizing 24 28 5 57
Price 15 11 12 38
Comfort 11 12 8 31
Styling 7 2 10 19
Appearance 3 5 8 16
Fashionability 0 6 9 15
Versatility with existing 5 5 6 13
wardrobe

Color / pattern 7 3 2 12
Sexy 3 3 4 10
Beauty / attractiveness 1 3 2 6
Individuality / uniqueness 1 1 4 6
Promotes high self esteem 4 0 2 6
Quality (constructloq, durability 1 0 4 5

workmanship)
Appropriateness for end use 1 2 2 5
Suitability for the individual 0 2 3 5
Ease of care 0 2 1 3
Fiber content / fabricatin 0 2 1 3
Brand name / store name 0 0 2 2
Country of origin 2 0 0 2
Pleasing to others 1 0 1 2

Note: Table organization is determined by the number of times each attribute was cited as one of the top three

most important in an apparel purchase deaisiln this way, the table illustrates the determinance of the
attributes ranked from most to least determinant
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Table 37: Evaluative criteria determinancei Casual dresses

N =113
e _ 1% most _2”" most _ 3 most Frequency
important important important cited in top 3

Fit / sizing 32 18 10 60
Price 19 14 15 48
Comfort 15 13 10 38
Appearance 6 9 14 29
Fashionability 4 14 10 28
Styling 10 6 7 23
Color / pattern 9 8 4 21
Sexy 2 2 10 14
Individuality / uniqueness 2 4 6 12
Quality (constructloq, durability 5 4 5 11

workmanship)
Beauty / attractiveness 2 7 0 9
Versatility with existing 3 0 4 7

wardrobe

Appropriateness for end use 1 3 3 7
Promotes high self esteem 2 1 4 7
Ease of care 0 1 5 6
Suitability for the individual 0 3 1 4
Fiber content / fabrication 0 2 1 3
Brand name / store name 0 0 1 1
Country of origin 1 0 0 1
Pleasing to others 0 0 0 0

Note: Table organization is determined by the number of times each attribute was cited as one of & top thr
most important in an apparel purchase decision. In this way, the table illustrates the determinance of the
attributes ranked from most to least determinant

The determinance of the Fit / siziagribute across garmerdategories is obvious in
Tales 34 through 37For each garment type, at least half of the respondents indicated that
Fit / sizing was either the first, second, or third most important attribute in their purchase
decision ranking this attribute at the top in terms of determinaacalf garments The
attributes listed as the second and third most determinant was also consistent across all

garment catewries. PriceandComfort were ranked second and third most determinant,

192



respectively, based on the frequency with which they wiged in the top threeAs shown
in Tables34 through37, these top three most determinant attributes received very large
portions of the responses, providing a general consensus regarding their determinance in the
purchase of apparel.

With the exceptiomf the extrinsic attribute d?rice, intrinsic criteria were more likely
overall to be considered determinant in apparel purchases. In particulatritisgc
aesthetic attributes éfppearancandStyling were consistently ranked at the top of thee lis
in terms of determinance for all garments studdule Color / patterrwasranked very high
in determinancén the purchase of tops and dresses specificdlhe intinsic functional
attribute ofQuality (constration, durability, workmanshipyas ale frequently cited as
determinant in the purchase of casual pants specifically. Despite this broad trend of
increased determinance for intrinsic attributes, the functional attribukessefof care and
Fiber content / fabricatiowere consistently rankddw in terms of determinance, receiving
very few notations as the most important attributes in the purchase of any garment type.

As mentioned, Pricevas clearly the most determinant extrinsic attribute, consistently
ranked second in determinance forgatment categories. Other extrinsic attributes that
were ranked relatively high in determinance included FashionaMkgatility with existing
wardrobeandSexy Fashionability was more determinant in the purchase of tops, skirts, and
dresses, but &s also ranked in the top ten in terms of determinance in pants purchases.
Versatility with existing wardrobe was also in the top ten in the purchase of pants, tops, and
skirts. While many responads were not likely to mention Sexg a determinant atbute in

the purchase of apparel overall, this extrinsic expressive / symbolic criteria was relatively

19¢



more determinant in the purchase of skirts and dresses, ranking in the top ten in these two
garment categories. The remaining extrinsic attributes raeked very low in terms of
determinance, being cited in the top three in importance on the survey on very few occasions
across garment categories.

Research Question 3

Do physical body characteristics, including body shape perception, BMI, or clothing size,
impact the importance of criteria used by Mexican-American women in apparel purchases?

To assess the effect of physical body characteristics on evaluative criteria preferences,
the online survey featured questions regarding body shape, heighemyhd(wsed to
calculate BMI) and typical clothing sizes worn in casual pants, tops, skirts, and dresses.
Respondents seteportedthis information, resulting in physical bodglated information
that is more accurately defined as physical bpelgepton rather tharactual, confirmed
information Using this selfeported information, median ratings across body shape, BMI,
and clothing size categories were stataty analyzed using the Krudk#/allis oneway
analysis of varianceComplete detailsabut t hi s procedure were inc
Anal ysiso portion of the methodol ogy
Body Shape Perception

In the online survey, respondents identified their body shape perception by selecting
the body shape that th#dyougt most closely resemldeheir own from a selection of 3D
avatars used to represent nine body shape categofiesletermine the effect of this
information on the importance attributed to any of the intrinsic and extrinsic criteria studied

in this research, median ratings given toheaitribute were statistically analyzed across body
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shape categories, for the entire range of garment categories studied. 38dablesgh41

show these median ratings for the attributes in the purchase of casual pantS§)l abjes
(Table39), skirts(Table40), and dresses (Tab#d). The number of respondents in each

body shape category is also shown in the tables, to clearly indicate the number of people
influencingeach median rating. The numbers in each body shape category differs depending
on the garment type because the total number of respondents indicating that they wear the
garment types in question also diffeiFor instance, 196 (of the 212) respondents indicated
that they wear casual pants, while 203re casual tops, 8®&ore casual skits, and 113vore

casual dresses.
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Table 38: Median ratings of evaluative criteria by body shape perceptiori Casual pants

Body Shapg Bottom | Diamond | Hourglass| Inverted | Oval | Rectangle| Spoon Top Triangle
Hourglass Triangle Hourglass
Evaluative Criteria N = 46 N=6 N = 47 N=4 | N=18| N=21 | N=28| N=16 N =10
Color / pattern 5 4.5 4 5 4 5 4 4 5
. Styling 4 4.5 4 5 4 4 4.5 4 5
Aesthetic ) bpearance 5 45 5 5 5 5 5 5 5
Beauty / attractiveness 4 4.5 4 4 4 5 4 4 4.5
Fit / sizing 5 5 5 5 5 5 5 5 5
Quallt_y_ (construction, _ 4 5 4 4 45 4 4 5 45
Functional durability, workmanship)
Ease of care 4 4 3 4 3.5 3 4 4 4
Comfort 5 5 4 4 5 5 4 5 5
Fiber content / fabrication 3 4.5 3 2 3 3 3 3 4
Versatility with existing 4 5 4 3 4 5 4 4 45
Brand / we_xrdrobe
Situational Price 4.5 5 4 4.5 4.5 5 5 4 5
Brand name / store name 3 3 2 2 3 2 3 3 2.5
Country of origin 1.5 3 1 3 2 1 2 1 1
Appropriateness for end use 3.5 3 4 4.5 3.5 4 3 3 3
Suitability forthe individual 4 4.5 4 4 4 5 4 4 4
Expressive / Sexy. = 3 4 3 4 3 3 4 3 3
Symbolic Fas_h_|onak_)|llty _ 4 4 4 4 3.5 4 4 4 4
Individuality / unigueness 4 4.5 4 4 3 4 4 3 3.5
Promotes high self esteem 4 4.5 4 2.5 4 5 4 4 4
Pleasing to others 3 2.5 3 1.5 3 3 3 3 3

Note: Intringc attributes are shaded in green. Extrinsic attributeshaaesl in cange.
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Table 390 Median ratings of evaluative criteria by body shape perceptioii Casualtops

Body Shapg Bottom | Diamond | Hourglass| Inverted | Oval | Rectangle| Spoon Top Triangle
Hourglass Triangle Hourglass
Evaluative Criteria N =49 N=8 N = 47 N=4 | N=18| N=24 | N=29| N=18 N =10
Color / pattern 5 5 4 4.5 4.5 4.5 4 5 5
. Styling 5 4.5 5 4.5 5 5 5 5 5
Aesthetic I pearance 5 5 5 5 5 5 5 5 5
Beauty / attractiveness 4 4.5 5 4 4 5 4 5 5
Fit / sizing 5 5 5 5 5 5 5 5 5
Quiality (construction, 4 4 4 2.5 4.5 4.5 4 4 4.5
Functional durability, workmanship)
Ease of care 4 4 4 4 4 4 4 4 4
Comfort 4 4.5 4 4.5 4.5 5 4 5 5
Fiber content / fabricatin 3 4.5 3 1.5 4 3.5 4 3 3.5
Versatility with existing 4 5 4 3.5 4 4 4 4 5
wardrobe
Si'flzg?ig rf o |Price 5 5 4 4.5 5 5 4 4 5
Brand name / store name 3 2.5 2 2 2 2 3 3 2
Country of origin 2 2.5 1 3 2 1 2 1 1
Appropriatenes for end use 3 4 3 3.5 3.5 3 3 3 4
Suitability for the individual 4 4.5 4 3 4 4 4 4 4
e Sexy_ _ 4 4.5 3 4 3 3 4 4 3
Symbolic Fas_h.lonal_:nhty _ 4 5 4 4 3.5 4 4 4 4.5
Individuality / uniqueness 4 4.5 4 4 3.5 4 4 4 35
Promotes high self esteem 4 5 4 3 4 5 4 4.5 45
Pleasing to others 3 2.5 3 2 3 3 3 3 3

Note: Intrinsic attributes are shaded in green. Extrinsic attributebadedin cange.



Table 40: Median ratings of evaluative criteria by body shape perceptiofi Casualskirts

Body Shape Bottom | Diamond | Hourglass| Inverted | Oval | Rectangle| Spoon Top Triangle
Hourglass Triangle Hourglass
Evaluative Criteria N =20 N=5 N=21 N=1 N=6 N=11 | N=14 N=7 N=3

Color / pattern 4.5 5 5 5 4 4 4.5 4 5
. Styling 5 5 5 5 4.5 5 4.5 4 5
Aesthetic 4 pearance 45 5 5 5 5 5 45 5 5
Beauty / attractiveness 4 5 5 5 4 4 4 5 5
Fit / sizing 5 5 5 5 5 5 5 5 5
Quiality (construction, 4 4 4 3 4 4 3.5 5 5

Functional durability, workmanship)
Ease of care 3 4 4 3 2.5 4 3 4 5
Comfort 5 5 4 4 4.5 5 4 5 5
Fiber content / fabrication 3 4 3 2 3.5 2 3 3 5
Versatility with existing 4 5 4 3 3.5 3 4 4 5

wardrobe

SE‘;}S r{ o |Price 4 5 4 4 5 5 4 5 5
Brand name / store name 2.5 1 2 3 1 2 2 3 1
Country of origin 1.5 1 1 1 1.5 1 1.5 2 1
Appropriateness for end use 4 4 3 4 3 3 3.5 3 5
Suitability for the individual 4 5 4 4 3.5 4 4 4 5
e Sexy_ _ 4 5 4 5 2 5 3 4 5
Symbolic Fas_h.lonal_:nhty _ 4 5 5 5 3.5 5 4 5 5
Individuality / uniqueness 3 4 4 5 4 5 4 4 5
Promotes high séesteem 3.5 5 4 5 4 5 4 5 5
Pleasing to others 3 1 3 2 1.5 4 3.5 4 3

Note: Intrinsic attributes are shaded in green. Extrinsic attributebadedin cange.
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Table 41: Median ratings of evaluative criteria by body shapeperceptioni Casualdresses

Body Shapeg Bottom Diamond | Hourglass| Inverted | Oval | Rectangle| Spoon Top Triangle
Hourglass Triangle Hourglass
Evaluative Criteria N =32 N=5 N =32 N=0 N=6 N=9 N=16 N=7 N=6
Color / pattern 5 5 5 4.5 5 5 5 5
. Styling 5 5 5 5 5 5 5 5
Al Appearance 5 5 5 5 5 5 5 5
Beauty / attractiveness 4 5 5 5 5 5 5 5
Fit / sizing 5 5 5 5 5 5 5 5
Quality (construction, 4 4 4.5 5 4 4 4 5
Functional durability, workmanship)
Ease of care 4 4 3.5 4 5 3.5 4 5
Comfort 5 5 4.5 4.5 5 4 5 5
Fiber content / fabrication 4 3 3 4.5 4 3 4 3.5
Versatility with existing 3 5 3.5 2 4 2.5 4 4.5
wardrobe
Sﬁ&i’t}g r{ o | Price 4 5 4 35 5 4 5 5
Brand name / store name 2 1 2 2 3 2.5 3 2.5
Couriry of origin 2 1 1 2 1 1 1 1
Appropriateness for end use 3.5 3 4 2.5 4 3 4 4.5
Suitability for the individual 4 4 4 3.5 5 3 4 4.5
Expressive / Sexy. — £ 2 G 5 2 £ & 4
Symbolic Fas_h_|onal_3|llty _ 4 5 5 4 5 4.5 4 5
Individuality / unigueness 4 5 4 4 5 4 4 5
Promotes high self esteem 4 5 4 4 5 4 4 5
Pleasing to others 3 2 3 2.5 4 3 4 4.5

Note: Intrinsic attributes are shaded in green. Extrinsic attributebaedin aange.



The most obvious pattern apparent throughout thegashown in Table38 through
41 is that most of the evaluative criteria ratings were skewed towards the high end-of the 5
point rating scale used to assess importance. This skewed nature of the data has been
discussed at length in the previous sectieteted to evaluative criteria importance across
the entire samplé and the skew is evident across the individual body shape categories as
well. Because the datgasso skewed, with much of the sample considering most of the
attributes at least moderatehgportant, it is diffcult to notice any effect of body shape even
within the attributes one might think would bigeated by body shape (such as Fit / sizing,
for instance). One interesting trewdsparticularly noticeable in the ratings of the two
attributes Promotes high selfsteem and Pleasing to otheicross all garment categories,
respondentsdicated greater importance to Promotes high self esteenPkbasing to
others. However, specifically in skirts and dress purchases, the differang@imance was
greater for respondents in the Diamond and Oval body shape catélganiélse remaining
categories Though sample sizes were comparatively low in these two categories, this
finding could be ofmportance, given the fact that Diamond andail3hape categories are
typically composed of large people (in terms of size and weight). This suggests that,
particularly when shopping for skirts and dresses, individuals with Diamond and Oval shapes
werefar more likely to consider the effect of tharment on their own self esteem rather than
ot hersé opinions.

When overall skew appareintthe ratingss considered along with the uneven

distribution of the samplacrosghe body shape categoriesyy assessment of the effect of
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body shape perceptioon the ratings becomes more complicated. Despite these concerns,
KruskalWallis ANOVA testingwas usedn this research to point out any possible effect of
body shape on evaluative criteria ratings across garment categories 47 sitisvs the
compiledresults of KruskaWallis ANOVAs performedor each attribute and garment type
studied. The table presents fi&hiS test statistic and associatedgue that summarizes

the effect of body shape perception on eachi t eatings @lses belovan alpha

value of 0.05 suggest a significant effect of body shape perception on that particular attribute

rating (at 95% confidence level).
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Table 42 Kruskal-Wallis test results- The effect of body shape perception on evaluag\wcriteria ratings

CRlrEL SR 0Ty Pants Tops Skirts Dresses
Evaluative Criteria ChiSq |Prob > Chi§] ChiSq |(Prob >Chi§ ChiSq [Prob > ChiS| ChiSq |Prob > ChiS
Color / pattern 9.9604 0.2678 9.2885 0.3185 8.2870 0.4059 6.5800 0.4739
Aesthetic Styling 6.1312 0.6325 3.1780 0.9227 3.8174 0.8732 3.8021 0.8023
Appearance 8.9609 0.3456 9.0529 0.3379 6.6088 0.5794 9.7530 0.2030
Beauty / attractiveness 5.9869 0.6487 5.4784 0.7054 11.9809 0.1521 9.3254 0.2301
Fit / sizing 8.0500 0.4286 10.3163 0.2435 8.3306 0.4019 11.1360 0.1328
Quality (construction, durability, | 5.5982 0.6921 5.7018 0.6806 6.3830 0.6044 6.2800 0.5075
Fundional |[workmanship)
Ease of care 4.7214 0.7869 4.4390 0.8155 7.0539 0.5308 10.6376 0.1552
Comfort 12.9857 0.1123 10.5713 0.2272 11.9708 0.1525 6.9573 0.4333
Fiber content / fabrication 9.5662 0.2968 5.4352 0.7102 3.4203 0.9053 6.7790 0.4523
Versatility with existing wardrobe| 10.4524 0.2347 8.6192 0.3754 9.4126 0.3087 12.2528 0.0925
Brand / Price 7.5410 0.4795 16.1187 | 0.0407* 5.8115 0.6683 8.0213 0.3307
Situational |Brand name / store name 5.1893 0.7372 7.0940 0.5265 12.5439 0.1285 5.6952 0.5758
Country of origin 14.7090 0.0651 10.3360 0.2422 6.2408 0.6203 8.1745 0.3175
Appropriateness for end use 10.9989 0.2018 5.0061 0.7569 3.7447 0.8794 6.0744 0.5311
Suitability for the individual 7.4692 0.4870 7.4515 0.4888 4.7851 0.7803 8.4102 0.2978
Expressive / Sexy 9.1195 0.3323 2.9797 0.9356 15.0497 0.0582 6.1182 0.5260
g/mbolic Fashionaility 4.4278 0.8166 9.3639 0.3125 9.6888 0.2876 5.1939 0.6363
Individuality / uniqueness 13.2381 0.1039 9.0193 0.3407 13.7787 0.0877 6.5642 0.4756
Promotes high self esteem 4.7980 0.7789 7.6429 0.4691 15.1736 0.0559 14.8059 | 0.0386*
Pleasing to othey 2.7759 0.9476 6.4153 0.6008 10.5895 0.2261 11.4277 0.1210

Note: * Indicates significance at the 95% confidence level. Intrinsic attributes are shaded in green. Extrinsic at&islideted in orange.
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Table42 shows that body shape perceptiomdigantly affected only tweevaluative
criteria ratings: Pricen the purchase of casual tops, &rdmotes high self esteamthe
purchase of casual dressd@® further analyze these potential effects of body shape
perception, post hamultiple pairwse comparisons were completed. Apperdishows the
results of the post hoc comparisons performed for the two significant relationships.

As shown in Appendix, post hoc comparisons indicated that Price was less important
for respondents in the Spoand Hourglass shape categories when specifically compared to
the Triangle and Rectangle categori®somotes high self esteem was more impoitattie
purchase of casual dresgesrespondents who perceived themselves to be Rectangle in
shape versus rpsndents in the Bottom Hourglass, Top Hourglass, Hourglass, Sgaebn,
Oval shapes. In additioRromotes high self esteamas considered more important by
respondents in the Diamond shape category when compared to the Spoon category.
Body Mass IndexBMl)

The BMI for eachrespondent was calculated using the-sgpiorted height and weight
values and the formula shown in TaBR While fourBMI categories are defined according
to the raw BMI valus, the researcher has chosen to perform all datasasdly combining
the Underweight and Normal categorie® one category, and comparing the preferences of
this group to the Overweight group and the Obese group. Very few respondents were
actually classified in the Underweight category according to rsiBilues, and thus, data
analysiswasstronger with it collapsed together with the Normal category.

Tables43through46 show the median ratings indicating the importance of each of the

20 intrinsic and extrinsic attributes in the purchase of casu#s péable43), tops (Table
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44), skirts (Tablet5), and dresses (Tabd®) across the three BMI level3he number of

respondents in each BMI category differs depending on the garment category fieeause

total number of respondents who stated that thengwach individual garment type also

varied. BMI could not be calculated for one respondent due to issues with the height and

weight values they input to the survey. Thus, the total number of respondents across BMI

categories shdd add up to 195 for pas, 206for tops, 87 for skirts, and 112 for dresses.

Table 43: Median ratings of evaluative crteria by BMI category i Casual pants

BMI Category

Evaluative Criteria

Underweight /
Normal
N =108

Overweight
N =47

Obese
N=424

Color / pattern

IS

4.5

Styling

Aesthetic

Appearance

Beauty / attractiveness

Fit / sizing

(G2 E-N SN

Quiality (construction,
durability, workmanship)

4.5

Functional

Ease of care

3.5

Comfort

Fiber content / fabriation

Versatility with existing
wardrobe

Brand /

Price

gl b~ WO

Situational

Brand name / store name

WA b O™ b OO S

2.5

Country of origin

I~
o

N

Appropriateness for end
use

w

w Riwol b woh~ o0 gagb|o b~

Suitability for the
individual

Expressive

Sexy

/ Symbolic

Fashionability

Individuality / uniqueness

Promotes high self
esteem

(AW b

A (WA &

Pleasing to others

3

3

W b (MDA &

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Table 44: Median ratings of evaluative criteria by BMI categoryi Casualtops

BMI Category,

Evaluative Criteria

Underweight /
Normal
N =115

Overweight
N =49

Obese
N =42

Aesthetic

Color / pattern

5

Styling

Appearance

Beauty / attractiveness

Functional

Fit / sizing

gjol|o ol

gpbh|ioool

gijorojo|ol

Quality (construction,
durability,
workmanship)

ol

Ease of care

IS

IS

Comfort

IS

ol

ol

Fiber content /
fabrication

w

w

Brand /
Situational

Versatility with existing
wardrobe

Price

Brand name ktore
name

Country of origin

Expressive
Symbolic

Appropriateness for
end use

W IN W (s

(OR[N NS ) | I SN

A NN (O] B

Suitability for the
individual

Sexy

Fashionability

Individuality /
unigueness

(AW b

N N

N

Promotes high self
esteem

N

Pleasinga others

3

3

2.5

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Table 45: Median ratings of evaluative criteria by BMI categoryi Casualskirts

BMI Category Underweight / Overweight Obese
o ALliuE N =12 N =19
Evaluative Critea N = 56
Color / pattern 5 4 5
. Styling 5 5 4
Aesthetic Appearance 5 5 5
Beauty / attractivenesg 4 4 4
Fit / sizing 5 5 5
Quality (construction, 4 3.5 4
durability,
: workmanship)
Sl Ease of care 4 2 3
Comfort 5 4 5
Fiber content / 3 2.5 3
fabrication
Versatility with existing 4 4 3
wardrobe
Brand / Price 4 4 5
Situational | Brand name / store 3 2 1
name
Country of origin 1 1 1
Appropriateness for 3 3 3
end use
Suitability for the 4 4 4
individual
. Sexy 4 4 4
Eé‘;’/ﬁzi'l‘i’ce/ Fashionability 4 4 5
Individuality / 4 3 4
unigueness
Promotes high self 4 3 5
esteem
Pleasing to others 4 3 2

Note: Intrinsic attributes are shaded in green. Extrinsic attributes atedsimorange.
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Table 46: Median ratings of evaluative crieria by BMI category i Casual desses

BMI Category Underweight / Overweight Obese
o Miuk! N = 14 N =19
Evaluative Criteria N =79
Color / pattern 5 5 5
. Styling 5 5 5
Aesthetic Appearance 5 5 5
Beauty / attractiveness 5 5 5
Fit / sizing 5 5 5
Quality (construction, 4 4 5
durability,
: workmanship)
Functional Ease of care 4 4 4
Comfort 4 5
Fiber content / 3 4 4
fabrication
Versatility with existing 3 3 4
wardrobe
Brand / Price 4 4 4
Situational | Brand name / store 2 2 1
name
Country of origin 1 1 1
Appropriateness for 3 4 3
end use
Suitability for the 4 4 4
individual
. Sexy 4 4 4
Eg’i’/rrﬁzz'l‘i’f ! MEashionability 4 4 5
Individuality / 4 4 5
uniqueness
Promotes high self 4 4 5
esteem
Pleasing to others 3 3 3

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.

The concetration of median ratings from 3 tof&r many of the attributes is ewadt
across BMI levels and garment categories. The fact that the majority of respondesds tend

to agree on the importance of most of the attributes certainly limits the likelihood of finding a
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significant effect from BMI on the attribute ratings acrossygant types. Hoever, results

from the KruskawWal | i s ANOVAOGs performed for each att
showedthat BMI significantly affected the importance attributed to several intrinsic and

extrinsic criteria in the purchase of tops andtsKisee Tabld7 for KruskalWallis results

for all attributes and garmentsBMI significantly affected the ratings for the attributes of

Pricein the purchase of topBJeasing to others in the purchase of tops and skimts Ease

of care,Comfort,and Promotes high self esteamthe purclase of skirtg for a total of six

significant relationships.

Results from the post hoc pairwise comparisons performed to determine the source of
these significant findings are shown in Appendix H. The compaokoredian ratings
(necessitated by the Krusk@lallis and post hoc analysis) showed that respondents in the
Underweight / Normal BMI category considered Price less important in the purchase of
casual tops than the Overweight category. In addition, REpé&siothers was considered less
important for Obese respondents than Overweight and Underweight / Normal respondents in
the purchase of tops. Similar results were found for this attribute in skirts purchases, which
showed that Obese respondents ratedditig to others significantly lower than Underweight
/ Normal respondents. Respondents in the Overweight category deemed the two attributes
Ease of care and Promotes high self esteem, less important in their purchases of skirts than
the Underweight / Norad and Obese respondents. For the last significant relationship
identified through the Kruskalvallis tests, Overweight respondents rated Comfort lower in

importance than Obese respondents in skirts purchases.
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Table 47: Kruskal-Wallis test results- The effect ofBMI category on evaluative criteria ratings

Garment Category Pants Tops Skirts Dresses

Evaluative Criteria ChiSq Pro.b > ChiSq Pro.b > ChiSqg Pro.b > ChiSq Pro-b >
ChiSq ChiSq ChiSq ChiSq
Color / pattern 0.9929 | 0.6087 1.4781 | 0.4776 1.7466 | 0.4176 | 2.1131 | 0.3476
Aesthetic Styling 0.9428 0.6241 1.4151 0.4929 24775 0.2897 1.6325 0.4421
Appearance 0.4982 0.7795 2.1638 0.3389 0.6663 0.7167 0.1044 0.9492
Beauty / attraciveness 0.5609 0.7554 1.2169 0.5442 0.6426 0.7252 0.5403 0.7633
Fit / sizing 1.7691 0.4129 1.4013 0.4963 1.0033 0.6055 0.9732 0.6147
Quiality (construction, durability, | 2.7071 0.2583 2.9894 0.2243 1.1418 0.5650 2.0010 0.3677

Functional |workmanship)
Ease of care 2.0817 0.3531 1.9307 0.3808 7.3785 0.0250* 1.7131 0.4246
Comfort 4.7369 0.0936 3.7045 0.1569 6.2601 0.0437* 3.4833 0.1752
Fiber content / fabrication 0.1822 0.9129 0.7864 0.6749 1.7468 0.4175 4.0604 0.1313
Versatility wih existing wardrobe] 0.7036 0.7034 2.0199 0.3642 2.7267 0.2558 1.0898 0.5799
Brand / Price 5.1116 0.0776 9.3281 0.0094* 1.3841 0.5006 0.1561 0.9249
Situational |Brand name / store name 0.5405 | 0.7632 | 4.7478 | 0.0931 | 5.9870 | 0.0501 | 3.3089 | 0.1912
Country of origin 1.9460 0.378) 3.0056 0.2225 4.0299 0.1333 3.1189 0.2102
Appropriateness for end use 0.0672 0.9670 2.5906 0.2738 0.7032 0.7036 0.8034 0.6692
Suitability for the individual 3.7028 0.1570 1.4903 0.4747 4.5360 0.1035 1.3645 0.5055
ey Sexy 0.7394 0.6909 0.9225 0.6305 0.2001 0.9048 0.9911 0.6092
Symbolic Fashionability 0.5040 0.7772 0.1674 0.9197 1.2387 0.5383 0.8025 0.6695
Individuality / uniqueness 3.0476 0.2179 4.0002 0.1353 4.1822 0.1236 3.0406 0.2186
Promotes high self esteem 2.9567 0.2280 0.3128 0.8552 8.9685 0.0113* 2.6290 0.2686
Pleasing to others 2.8175 0.2445 6.6911 0.0352* 7.8782 0.0195* 1.7285 0.4214

Note: * Indicates significance at the 95% confidence level. Intrinsic attributes are shaded in green. Extrinsic at&ibideled inrange.



Clothing Size
The third and final physical boehglated characteristic analyzed for this research
guestion was clothing size. Respondentsrsglorted their usual clothing size in the
categories of casual pants, tops, skirts, and dreBsesaug veryfew respondents identified
their clothing size as 0X, 1X, 2X, or 3X for any of the garment types, these categories were
combined withthe Xlc at egory to create one category defi
28W) . 0 By col | ap s tremgih ot date anaysicpaoteduyessr i es, t he s
improved.
Tables48 through51 show the median ratings for the individual attributes across the
5 categories of clothing size. For each of ¢hiedbles, the garment type is matched for the
clothing size and evaltige criteria ratings. For instance, Tad@shows the evaluative
criteria ratings for pant purchases by pant clothing size categories. 4Badblews the
ratings related to tops, Tal®#@ for skirts, and Tabl&1 for dresses. Again, the number of
respndents in each clothing size category varies by garment type because the total number

of respondents who wear each garment type also varies.
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Table 48: Median ratings of evaluative criteria by clothing size category Casual pants

Clothing Siz¢ XS (@ 2) S (4¢ 6) M (8¢ 10) L (12¢c 14) XL and Above
(16¢ 28W)
Evaluative Criteria N =15 N =49 N =63 N =45 N=24

Color / pattern 4 4 4 4 4
. Styling 4 5 4 5 4
Aesthetic Appearance 5 5 5 5 5
Beauty / attractiveness 4 5 4 4 4
Fit / sizing 5 5 5 5 5
Quality (construction, durability, workmanship) 4 4 4 4 5
Functional | Ease of care 4 3 4 4 4
Comfort 5 4 5 5 5

Fiber content / fabrication 3 3 3 3 3.5

Versatility with existing wardrobe 4 4 4 4 4.5
Brand / Price 5 5 4 5 5

Situational | Brand name / store name 3 3 3 2 2.5
Country of origin 1 2 1 1 2
Appropriateness for end use 4 4 3 4 3
Suitability for the individual 4 4 4 4 4
) Sexy 3 4 3 3 3
Expressn_/e / Fashionability 4 4 4 4 4

Symbolic = : :

Individuality / uniqueess 4 4 4 4 4
Promotes high self esteem 4 4 4 4 4

Pleasing to others 3 3 3 3 2.5

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.

211



Table 49 Median ratings of evaluative criteriaby clothing size categoryi Casualtops

Evaluative Criteria

Clothing Size

XS (x2)

Z
|
o

(31

S (4¢6)

M (8¢ 10)

N =62

L (12¢ 14)

N = 45

XL and Above
(16¢ 28W)
N =24

Aesthetic

Color / pattern

(6]

(6]

(6]

Styling

Appearance

Beauty / attractiveness

Functional

Fit / sizing

Quality (construction, durability, workmanship)

Ease of care

Comfort

Fiber content / fabrication

w0101

Brand /
Situational

Versatilitywith existing wardrobe

B
o

Price

g~~~ jOjororO1

(63}

Brand name / store name

N

Country of origin

Expressive /
Symbolic

Appropriateness for end use

Suitability for the individual

Sexy

Fashionaility

Individuality / uniqueness

Promotes high self esteem

DA OW|AMWIRLRINO|AM OO

Pleasing to others

3

WA MMM OWIRP|W[MPW| A MO0

W ih ||| OININVOMROAOOR~[O1|OT

N (AP WIA~PS

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Table 50 Median ratings of evaluative criteria by clothing size category Casualskirts

Clothing Siz¢ XS (0 2) S (4¢ 6) M (8¢ 10) L (12¢ 14) XL and Above
(16¢ 28W)
Evaluative Criteria _ N=9 N =29 N =24 N=13 N=13
Color / pattern 4 5 5 4 5
: Styling 5 5 5 4 5
Aesthetic Appearance 5 5 5 4 5
Beauty / attractiveness 5 4 4 4 5
Fit / sizing 5 5 5 5 5
Quality (construction, durability, workmanship) 4 4 4 3 4
Functional | Ease of care 3 4 3.5 3 4
Comfort 4 4 5 5 5
Fiber content / fabrication 3 3 4 3 5
Versatility with existing wardrobe 4 4 4 3 4
Brand / Price 5 4 4 4 5
Situational | Brand name / store name 2 3 2.5 2 1
Country of origin 1 1 1 1 1
Appropriateness for end use 4 3 4 3 4
Suitability for the individual 4 4 4 4 4
) Sexy 3 4 3.5 3 4
Expressn_/e/ Fashionability 4 5 4 4 5
Symbolic = : -
Individuality / unigueness 4 4 4 4 4
Promotes high self esteem 4 4 4 4 5
Pleasing to others 3 3 4 2 2

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded @& orang
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Table 51: Median ratings of evaluative criteria by clothing size category Casualdresses

Clothing Siz¢ XS (0 2) S (4¢ 6) M (8¢ 10) L (12¢c 14) XL and Above
(16¢ 28W)
Evaluative Criteria N =13 N =42 N =30 N =16 N=12

Color / pattern 5 5 5 5 5
. Styling 5 5 5 5 5
AL Appearance 5 5 5 5 5
Beauty / attractiveness 5 5 5 5 5
Fit / sizing 5 5 5 5 5
Quality (construction, durability, workmanship) 4 4 4 4 5
Functional | Ease of care 4 4 4 4 5
Comfort 4 5 5 5 5

Fiber content / fabrication 3 3 3 4 4.5

Versatility with existing wardrobe 3 3 4 3 4.5

Brand / Price 4 4 4 4 4.5
Situational | Brand name / store name 2 3 2 2 1
Country of origin 1 2 1 15 1

Appropriateness for endse 3 3 4 3.5 3.5

Suitability for the individual 4 4 4 4 4.5
) Sexy 3 4 3.5 4 4
Expressn_/e J Fashionability 4 5 4 4 5

Symbolic = : -

Individuality / uniqueness 4 4 4 4 5
Promotes high self esteem 4 4 4 4 5

Pleasing to others 3 3 3 3 3.5

Note: Intrinsic attributes are sied in green. Extrinsic attributes are shaded in orange.
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Tables48 through 5Xlso clearly demonstrate the concentration of median ratings
towards the upper end of thegbint rating scale, with respondents largely indicating that
most of the attribtes were somewhat important in apparel purchases, no matter their clothing
size. Thus, not surprisingly, Kruskdlallis ANOVA testing only revealefbur significant
relationships among attribute ratings and clothing size, and only in the two garment
categories of tops and skir{see Tablé&2 for the full results of this testing across garment
categories) In the purchase of tops, top clothing size significaatigcted the importance
attributed to the criteria of Fiber content / fabricati®rice,andPleasing to others. In the
purchase of skirts, skirt clothing size significantly affddtee importance attributed to

Quiality (construction, durability, workmahip).
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Table 52:

Kruskal -Wallis test results- The effect ofclothing sizeon evaluative criteria ratings

Garment Category Pants Tops Skirts Dresses
Evaluative Criteria ChiSq |Prob > Chi§] ChiSq |Prob > Chi§ ChiSq |Prob > Chi§ ChiSq |Prob > Chi§

Color /pattern 1.1383 0.8882 1.9611 0.7429 3.3314 0.5040 4.6749 0.3223

Aesthetic Styling 2.0178 0.7325 0.9932 0.9108 3.8957 0.4203 5.8769 0.2085

Appearance 0.9328 0.9198 3.4105 0.4916 4.0092 0.4048 1.9626 0.7426

Beauty / attractiveness 4.2455 0.3738 5.9460 0.2032 6.7175 0.1516 1.5677 0.8146

Fit / sizing 2.4302 0.6572 3.2341 0.5194 3.2665 0.5143 5.6005 0.2310

_ Quality (construction, durability, |, 5444 | 03373 | 84844 | 00754 | 104639 | 00333+ | 36014 | 0.4494
Functional |[workmanship)

Ease of care 3.2673 0.5141 7.6179 0.1066 5.2114 0.2663 4.3952 0.3552

Comfort 6.3322 0.1757 9.3089 0.0538 8.8580 0.0647 8.1411 0.0865

Fiber content / fabrication 1.3270 0.8568 11.9713 | 0.0176* 7.6070 0.1071 6.1580 0.1877

Versatility with existing wardrobe] 1.5636 0.8153 3.6490 0.4556 5.4066 0.2481 3.5271 0.4738

Brand / Price 5.9106 0.2059 9.8332 0.0433* 2.7652 0.5978 2.2110 0.6970

Situational |Brand name / store name 1.9713 | 0.7410 | 55359 | 0.2366 | 7.8006 | 0.0992 | 6.4116 | 0.1704

Country of origin 1.5327 0.8208 0.2307 0.9938 2.6652 0.6153 3.7001 0.4481

Appropriateness for end use 6.9272 0.1398 3.4040 0.4926 4.6632 0.3236 0.7586 0.9439

Suitability for the individual 2.9762 0.5618 1.7518 0.7813 6.3500 0.1745 3.8837 0.4220

S Sexy 8.9765 0.0617 3.2140 0.5227 2.5718 0.6318 9.2884 0.0543

Symbolic Fashionability 7.6267 0.1063 9.2850 0.0544 1.7840 0.7754 1.8914 0.7557

Individuality / uniqueness 3.1016 0.5410 4.6500 0.3251 1.7131 0.7883 4.4733 0.3457

Promotes high self esteem 1.7085 0.7892 1.9223 0.7501 8.6821 0.0696 4.8078 0.3076

Pleasing to others 4.0836 0.3948 16.4772 | 0.0024* 8.7330 0.0681 1.8060 0.7714

Note: * Indicates significance at the 95% confidence level. Intrinsic attributes are shaded in green. Extrinsic attrisleled in orange.
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Results from the post hoc cparisons performed to determine how clothing size
affected these attributes are shown in AppeRtixIhese comparisons indicate that Fiber
content / fabrication was less important in tops purchases for respondents in th&XS (0
and S (4 6) size categries compared to the respondents in the Li (12) size category. In
addition, Price was less important in tops purchases for those respondents initl@® Sié
category when compared to respondents in the M1@®), L (1214), and XL and above §1
T 28W) categories. Results were reversed for the Pleasing to others attribute, which was
considered more importaint tops purchasder respondents in the S (46) size category
when compared to respondents in the NI (®), L (12- 14), and XL and laove (16/ 28W)
categories.As shown in Table 49nedian ratings for the Pleasing to othettsbute was the
same B) forthe S (4 6), M (871 10), and L (12 14)size categoriesand the mean ratings
had to be used instead to identify the differenddse mean ratings for S {46), M (81 10),
and L (12 14) size categories was 3.46, 2.85, and 2.82, respectively, which explains the
conclusion presented above. In terms of skirt purchases, respondents id2fielld) size
range considere@Quality (construction, durability, workmanshidess important than

respondents in the S (46), M (87 10), and XL and above (1i628W) categories.

Research Question 4

Do ethnic factors, including acculturation level and generational status, impact the
importance of criteria used by Mexican-American women in apparel purchases?

To evaluate the effect of ethnic factors on evaluative criteria ratings for casual pants,

tops, skirts, and dresseBetacculturation level and generational status of regpaadvas



first calculated using information that respondents provided in the online survey. Once
established, the median ratingsdicating the importance of the intrinsic and extrinsic
attributes in apparel purchajegross ethnic categoriegre stastically analyzed to
determine the effect of acculturation level or generational status on these ratings. Because
the acculturation level analysis contained only two levels (high/low), th@pa@metric test
procedure used to determine the significarfcang difference in median ratings is known as
the Wilcoxon rank sum test, or the Mawhitney test. While this test is named differently
than the KruskaWallis test used to evaluate the effect of characteriatittsthree or more
levels the basic pumse behind the tests are the sdnh@ compare the median ratings of the
attributes awss a certain number of levalsd determine if any significant difference in
ratings exists. Due to the different numbers of levels used to describe the independent
variables, the Wilcoxon rank sum test was used for the comparisons related to acculturation
and the KruskaWallis test was used for the comparisons related to generational status.
Acculturation Level

As discussed in the methodology, respondents werefiddrdas either highly or
lowly acculturated based on their Spanish/English language use in a variety of situations.
Median ratings indicating the importance of each of the 20 intrinsic and extrinsic attributes
by acculturation levedreshown in Tablé3 for the purchase of casual pants, Tdldor
tops, Tableé5 for skirts, and Tablé&6 for dresses.Thenumber of respondentsbeled
AHIi gho and ALowoO in the comparisons across

total number of respondents wimalicated that they wore each garment item is different.
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Table 53: Median ratings of evaluative criteria by acculturation leveli Casual pants

Acculturation Leve
Evaluative Criteria

High
N = 143

Low

zZ
|

(O3]

w

Aesthetic

Cdor / pattern

Styling

Appearance

Beauty / attractiveness

Functional

Fit / sizing

Quality (construction, durability, workmanship

Ease of care

Comfort

Fiber content / fabrication

Brand /
Situational

Versatlity with existing wardrobe

Price

Brand name / store name

Country of origin

Expressive /
Symbolic

Appropriateness for end use

Suitability for the individual

Sexy

Fashionability

Individuality / uniqgueness

Promotes high self esteem

A lWAWIR|IWO|A WO~ O™ D

Pleasing to others

w

WA WSABMIPWOA WO | OO D

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.



Table 54: Median ratings of evaluative criteria by acculturation leveli Casualtops

w High Low
Evaluative Criteria _ N =151 N = 56

Color / pattern 5 5

: Styling 5 5
ACSE Appearance 5 5
Beauty / attractiveness 4 5

Fit / sizing 5 5

Quality (construction, durability, workmanship 4 4

Functional | Ease of care 4 4
Comfort 4 4

Fiber content / fabrication 3 3

Versatility with existing wardrobe 4 4

Brand / Price 5 4.5
Situational | Brand name / store name 3 3
Country of origin 2 1
Appropriateness for end use 3 4

Sutability for the individual 4 4

. Sexy 3 4
Eé@:ﬁzz'l‘i’f/ Fashionability 4 4
Individuality / uniqueness 4 4

Promotes high self esteem 4 4

Pleasing to others 3 3

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Table 55: Median ratings of evaluative criteria by acculturation leveli Casualskirts

Acculturation Leve
Evaluative Criteria

High
__N=56

Low
N =32

Aesthetic

Color / pattern

IS

Styling

Appearance

Beauty / attrativeness

Functional

Fit / sizing

Quality (construction, durability, workmanshig

Ease of care

Comfort

Fiber content / fabrication

Brand /
Situational

Versatility with existing wardrobe

Price

Brand name / stog name

Country of origin

Expressive /
Symbolic

Appropriateness for end use

Suitability for the individual

Sexy

Fashionability

Individuality / uniqueness

Promotes high self esteem

BB X]IPIND RO~ OT|O

Pleasing to others

w

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Table 56: Median ratings of evaluative criteria by acculturation leveli Casualdresses

Acculturation Leve High Low
Evaluative Criteria N=79 N =34

Color / pattern

Styling

Appearance

Beauty / attractiveness

Fit / sizing

Quality (construction, durability, workmanship
Functional | Ease of care

Comfort

Fiber content / fabricatin

Versatility with existing wardrobe
Brand / Price

Situational | Brand name / store name

Country of origin

Appropriateness for end use

Suitability for the individual

Sexy

Fashionability

Individuality / uniqueness

Promotes high self esteem

Pleasing to others

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.

ol

Aesthetic

NI ROIOIOIO1|O1

[EEN
o1

Expressive /
Symbolic

oA

AP RIPINDROWW O A IHOIO01|O1

w
D
Bl

A comparison of the median ratings across acculturation Iskielgs that most
respondents agreed on the importance (and occasionally the unimportance) of the attributes
studied. Very few attributes, in any of the garment categories, featured different median
ratings, suggesting that the respondents, regardlessioadculturation level, tended to rate
the attributes similarly. Not surprisingly, Wilcoxon rank sum tests only revdaied
significant relationships, each involving expressiggmbolic attributes (see Table & the

full results of this testingofr all attributes and garment categosasdied. Acculturation
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level significantly affected the importance attributed\ppropriateness for end usethe

purchase of pantnd tops, as well as Pleasing to otherthe purchase of dresses.
Becausecculturation level contained only two levels, extensive post hoc pairwise

comparisons were not needed, and median ratings could be compared to determine the nature

of the significant relationships. For all three of the significant relationships iddnttie

respondents who were identified as highly acculturated considered the attribute in question

less important than respondents in the low acculturation category. Appepriateness for

end usavas more important fdowly acculturated respondentstheirpants and tops

purchases, anéleasing to others was also more important for them in their dresses

purchases.
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Table 57: Wilcoxon rank sum test resultsi

The effect of acculturation level on evaluative criteria ratings

Garment Category Pants Tops Skirts Dresses
Evaluative Criteria ChiSq |Prob > ChiS] ChiSq |Prob > ChiS] ChiSq |[Prob > ChiS] ChiSq |Prob > ChiS
Color / pattern 0.5772 0.4474 1.8484 0.1740 0.7185 0.3966 0.5774 0.4473
Aesthetic Styling 0.0329 0.8562 0.0504 0.8223 0.3398 0.5600 0.7020 0.4021
Appearance 0.0257 0.8725 0.1269 0.7216 0.0960 0.7567 0.1450 0.7034
Beauty / attractiveness 0.0195 0.8889 2.0044 0.1568 0.0200 0.8876 0.3458 0.5565
Fit / sizing 0.0044 0.9471 0.9519 0.3292 0.8942 0.3443 0.0666 0.7963
Quiality (construction, durability, 0.4896 0.4841 1.1293 0.2879 2.9800 0.0843 0.6822 0.4088
Functional |workmanship)
Ease of care 0.0602 0.8061 0.2908 0.5897 0.8229 0.3643 1.9612 0.1614
Comfort 0.002 0.9571 0.0823 0.7742 0.0377 0.8460 0.0365 0.8486
Fiber content / fabrication 0.0005 0.9824 0.1122 0.7377 0.7650 0.3818 0.0695 0.7920
Versatility with existing wardrobe] 0.7650 0.3818 1.0197 0.3126 0.3595 0.5488 0.1172 0.7321
Brand / Price 0.4372 0.5085 0.0001 0.9943 0.5617 0.4536 0.0944 0.7587
Situational |Brand name / store name 0.9467 0.3306 0.2737 0.6009 0.0234 0.8784 0.0186 0.8915
Country of origin 0.0396 0.8423 0.1772 0.6738 0.2245 0.6356 0.0003 0.9863
Appropriateness foend use 6.7484 0.0094* 5.3969 0.0202* 0.0024 0.9607 2.2188 0.1363
Suitability for the individual 0.4165 0.5187 0.1886 0.6641 0.1763 0.6745 0.6547 0.4184
Expressive / Sexy 0.0049 0.9440 2.4103 0.1205 0.3344 0.5631 3.5705 0.0588
Symbolic Fashionability 0.0496 0.8238 1.14P 0.2837 0.3206 0.5713 0.3926 0.5309
Individuality / uniqueness 0.3666 0.5449 0.1322 0.7162 0.2780 0.5980 0.1738 0.6767
Promotes high self esteem 0.0030 0.9565 0.0503 0.8226 0.0176 0.8943 1.9217 0.1657
Pleasing to others 0.0614 0.8043 0.6114 0.4343 0.6117 0.4341 6.7894 0.0092*

Note: * Indicates significance at the 95% confidence level. Intrinsic attributes are shaded in green. Extrinsic attrisleled in orange.
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Generational Status

To determine the impact of the ethnic factor of genematistatus on evaluative
criteria importance, respondents were first identifigfirat, sscond,mixed-second, otthird
generation using the information they provid
their own country of birth. Tabl23 shows the rules that were used to guide the generational
status definition.

Tables58through61 show the median ratings indicating the importance of each of the
20 intrinsic and extrinsic attributes in the purchase of casual pants 6Bbteps (Table
59), skirts (Tables0), and dresses (Tabd) across the four generational status definitions.
Once again, the number of respondents in each generational status category differs depending
on the garment category because the total number of respondergsawdd that they wore
each individual garment type also vari€khese tables once again demonstrate the overall
skew apparent in the attribute ratings across garment categories, in which most respondents,
regardless of generation, considered the larggnity of the attributes at least somewhat
important in their apparel purchases. Only a few atiebreceived median ratings2br
belowin any of the garment categori@sgenerational categoriesnd very few received a
rating of 2 or below. Thisoncentration of ratings fro@1to5 on the 5point scale used to
indicate importance redudé¢he likelihood of finding a significant effect from generational

status on evaluative criteria importance.
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Table 58 Median ratings of evaluative criteria by generational statusi Casualpants

W First Second Mixed Third
Evaluative Criteria N = 36 N =75 N = 32 N = 53

Color / pattern 5 5
Styling

Appearance

Beauty / attractiveness

Fit / sizing

Quality (construction,
durability, workmanship)
Ease of care

Comfort

Fiber content / fabrication
Versatility with existing
wardrobe

Price

Brand name / store nhame
Country of origin
Appropriateness for end us;
Suitability for the individual
Sexy

Fashionability

Individuality / uniqueness
Promotes high self esteem
Pleasing to others

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Table 59: Median ratings of evaluative criteria by generational statusi Casualtops

W First | Second | Mixed | Third
Evaluative Criteria _ N = 38 N =81 N =35 N =53

Color / pattern 5 5 5 5
: Styling 5 5 5 5
Aesthetic Appearance 5 5 5 5
Beauty / attractiveness 5 4 5 5
Fit / sizing 5 5 5 5
Quallty(constructlon, _ 4 4 5 4

Functional durability, workmanship)
Ease of care 4 4 4 4
Comfort 4 5 5 4
Fiber content / fabrication 3 3 4 3
Versatility with existing 4 4 4 4

Brand / wa.lrdrobe

Situational lice 2 2 4 4
Brand name / store name 2 3 3 3
Country of oigin 1 1 1 2
Appropriateness for end us 4 3 4 3
Suitability for the individual 4 4 4 4
Expressive / Sexy. — 3.5 4 3 3
Symbolic Fas.,h.lonaplllty . 4 4 4 4
Individuality / uniqgueness 4 4 4 4
Promotes high self esteem 4.5 4 4 4
Pleasing to others 3 3 3 3

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.



Table 60: Median ratings of evaluative criteria by generational statusi

" Casualskirts

W First Second | Mixed | Third
Evaluative Criter _N=17 N=34 N=14 N =23

Color / pattern 5 5 5 4
. Styling 5 5 5 4
e Appearance 5 5 5 5
Beauty / attractiveness 4 4 5 4
Fit / sizing 5 5 5 5
Quallt_y_ (construction, ' 4 4 4 4

Functional durability, workmanship)
Ease of care 4 3 3 4
Comfort 5 4.5 5 5
Fiber content / fabrication 3 3.5 3.5 3

Versatility with existing
4 4
Brand / W"’.‘rd“’be

Situational Price > 4 4 >
Brand name / store name 2 2.5 2.5 2
Country of origin 1 1 1 2
Appropriateness for end usi 4 3 4 3
Suitability for the individual 4 4 4 4
Expressive / Sexy. = 4 4 O <
Symbolic Fas.hllonaplllty - 4 4 5 4
Individuality / uniqueness 4 4 4 4
Promotes high self esteem 5 4 4.5 4
Pleasing to others 3 3 4 3

Note: Intrinsic attributes are shetlin green. Extrinsic attributes are shaded in orange.
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Table 61 Median ratings of evaluative criteria by generational statusi Casualdresses

W First Second Mixed Third
Evaluative Criteria _N= 20 N =52 N =17 N =24

Color / pattern 5 5 5 5
: Styling 5 5 5 5
Aesthetic Appearance 5 5 5 5
Beauty / attractiveness 5 5 5 5
Fit / sizing 5 5 5 5
Quallt_y (construction, _ 4 4 4 4

Functional durability, workmanship)
Ease of care 3 4 4 4
Comfort 4 5 5 5
Fiber content / fabrication 3.5 4 3 4
Versatility with existing 3 3 4 3

Brand / wgrdrobe

Situational Price 4 4 > 4
Brand name / store name 2 2 2 2
Country of origin 1 1 1 2
Appropriateness for end us; 4 3 4 3.5
Suitability for the individual 4 4 4 4.5
Expressive / Sexy_ — = = a D
Symbolic Fas.,h.lonaplllty . 4 4 5 5
Individuality / uniqueness 4 4 5 4
Promotes high self esteem 4 4 4 4.5
Pleasing to others 3 3 4 3

Note: Intrinsic attributes are shaded in green. Extrinsic attributes atedsimaorange.

Table 62shows the results of the Kruskalallis tests performed to determine the
effect from generational status on any of the 20 attributes studied in the purchase of casual
apparel. As showrseven significant relationships were itited among the attributes
across all four garment categorigdenerational status significantly impacted the imgace
of Color / patternfFiber content / fabricatio®ppropriateness for end use, aédgitability for

the individual in the purchase o&mpts. In additiongeneration significantly affectate



importance attributed tQuality in tops purchases, Stylimgas significantly atcted in skirts

purchases, and Suitability for the individuads significantly affected in dresses purchases.
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Table 62 Kruskal-Wallis test resultsi The effect of generational status on evaluative criteria ratings

Evaluative Criteria

Garment Categor|

Pants Tops Skirts Dresses
ChiSq Prob > ChiSq Prob > ChiSq Prob > ChiSq Prob >
ChiSq ChiSq ChiSq ChiSq

Aesthetic

Color / pattern

12.0104 | 0.0073*

4.0378 0.2574

6.8576 0.0766

2.5089 0.4737

Styling

4.2979 0.2310

2.4305 0.4880

10.0597 | 0.0181*

4.1790 0.2428

Appearance

2.7265 0.4358

7.5460 0.0564

3.2987 0.3478

7.2123 0.0654

Beauty / attractiveness

2.1377 0.5443

5.3711 0.1466

3.4265 0.3304

2.6656 0.4461

Functional

Fit / sizing

3.5127 0.3191

5.5782 0.1340

2.1986 0.5322

4.6792 0.1969

Quiality (construction, durability,
workmanship)

0.4625 0.9270

8.9687 0.0297*

0.2810 0.9636

1.5676 0.6668

Ease of care

4.0235 0.2589

4.4887 0.2133

1.1703 0.7601

6.7427 0.0806

Comfort

6.0908 0.1073

5.5783 0.1340

0.9035 0.8246

4.2970 0.2311

Fiber content / fabrication

11.8030| 0.0081*

5.6994 0.1272

2.2626 0.5197

1.4612 0.6913

Brand /
Situational

Versatility with existing wardrobq

4.0995 0.2509

0.2238 0.9737

2.9594 0.3979

0.5629 0.9049

Price

1.6335 0.6518

2.2658 0.5191

2.2161 0.5288

0.8067 0.8479

Brand name / store name

0.8027 0.8488

1.7731 0.6208

0.7996 0.8496

1.9273 0.5876

Country of origin

1.1917 0.7550

4.3868 0.2226

4.4428 0.2175

3.6281 0.3045

Expressive /
Symbolic

Appropriateness for end use

10.9880| 0.0118*

5.0369 0.1691

3.8781 0.2749

3.0361 0.3861

Suitability for the individual

7.9817 0.0464*

2.1192 0.5480

3.8799 0.2747

9.4968 0.0234*

Sexy

0.6331 0.8888

1.0941 0.7785

0.3930 0.9417

0.6647 0.8815

Fashionability

0.8883 0.8282

1.0545 0.7881

3.2309 0.3574

3.9238 0.2698

Individuality / uniqueness

0.7354 0.8648

2.4994 0.4754

1.4867 0.6853

0.7868 0.8526

Promotes high self esteem

2.9212 0.4039

4.0539 0.2557

2.2859 0.5152

2.4651 0.4816

Pleasing to others

1.2304 0.7457

2.2620 0.5198

5.3147 0.1501

2.0511 0.5619

Note: * Indicates significance at the 95% confidence level. Intrinsic attributesamtedsim green. Extrinsic attributes are shaded in orange.

231



For each of the seven significant relationships identified, post hoc multiple pairwise
comparisons were performed to determine the source of the significEinegesults of these
comparisons are shown in Appendix These results do not indicate any overwhelming
pattern related to the significance of generational statugrisuée importance. First and
mixed-second gearation respondents consideredlor / pattern critically impoant in their
purchase of pants, which was significantly more important than the ratings gigecdoyl
andthird generation respondentilixed-second generation respondents rated Fiber content /
fabrication significantly higher in importance thiurst, second, andhird generation
respondents in pants purchasessoAkelated to pants purchasasstfgereration respondents
considered Appropriateness for end os#e important thasecond andhird generation; for
the same criterianixed-second generatin considered it merimportant thanecond
generation respondents. The final attribute significantly impacted by generationairstatus
pants purchasegas Suitability for the individuatjespite fearing equal median ratings of
4. A comparison of meamatings showethat £cond generation respondents considered this
attribute significantly less important in pants purchasesfiteinmixed-second, andhird
generation respondents (the mean ratings for this attribute were 3sé5dod, 4.17 for
first, 4.21 formixed-second, and 4.11 fahird generation categories).

In tops purchasesjixed-second generation respondents considered Quality
(constrietion, durability, workmanshipritically important, which was significantly higher
than the importace attributed bygecond generation respdents. In skirts purchaselsird
gereration respondents considered Stykignificantly less important (with a median rating

of 4) than gcond anadnixed-second generation respondents, who considered thiteuédt
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critical. In dresses purchasdsrd generation respondents consideBedtability for the
individual significantly more important thasecond generation respondents.
Research Question 5

Do demographic variables of educational level, income, or occupation impact the
importance of criteria used by Mexican-American women in apparel purchases?

The demographic variables of geography, gender, and age were controlled in this
research by limiting the sample to MexieAmericanfemales between the ages ofd&l 25
from the Southwestern US states of Arizona, California, New Mexico, and Texas.
Additional demographic variables that may influence evaluative criteria importance in
apparel purchases include educational level, income, and occup#tisireseait question
aimed to determine the impact, if any, of these variables on the importance of the 20 intrinsic
and extrinsic attributes studied. All of this information was-ssgbrted by respondents in
the online surveyKruskalWallis ANOVA was used toetermine the significance of any of
these dependent variables on evaluative criteria ratings across garment categories.
Educational Level
Respondents indicated their education level by selecting their educational attainment
from a groupof five descripp r s , ranging from ALess than hig
wor k. o None of t he aybhasl panedudatondl Isvel ofegsitharahigle d t h
school,so all data analysis performed using this variable involved the four educédwsial
of High school graduate, Some collegellege graduate, and Post graduate work
Tables 63hrough66 show the median ratings indicating the importance of the

individual attributes across educational levels in the purchase of casual pant$gJ,aoles
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(Table64), skirts (Tables5), and dresses (Tabé®). The number of respondents in each
educational category diffelsy garment typdecause the total number of respondents who
stated that they wore each individual garment type also variad.to the pmary

recruitment of respondents from colleges and universities, the majority of the sample was in

college (andvasi n t he ASome coll eged educational cat
sizes in the remaining catadanited, amar tiiPowsit a
wor ko categories, somewhat reduces the effic

Table 63: Median ratings of evaluative criteria by educational level Casual pants

Educational Leve High School Some College Post
Graduate College Graduate | Graduate
Work
Evaluative Gteria N=6 N =130 N =46 N=14
Color / pattern 4.5 4 4 4
.| Styling 4.5 5 4 4
A Appearance 5 5 5 5
Beauty / attractiveness 4 4 4 4
Fit / sizing 5 5 5 5
Quallty_(constructlon, _ 5 4 4 4
Functional durability, workmanship)
Ease of care 5 4 3 3
Comfort 5 5 5 5
Fiber content / fabrication 4 3 3 3
Versatility with existing 5 4 4 4
Brand / we}rdrobe
Situational Price > > 4 >
Brand name / store name 1.5 3 2.5 2
Cauntry of origin 1.5 1 2 15
Appropriateness for end us 3 4 3 4
Suitability for the individual 4 4 4 4
Expressive | Sexy. = 3 3 3 3
Symbolic Fas',h.lonaplllty . 3.5 4 4 3.5
Individuality / uniqueness 3.5 4 4 3.5
Promotes high self esteem 3 4 3.5 4
Pleasing to others 15 3 3 3

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Table 64: Median ratings of evaluative criteria by educational level Casualtops

Educational Leve High School Some College Post
Graduate College Graduate | Graduate
Work
Evalative Criteria N=9 N =137 N =47 N=14
Color / pattern 5 5 4 5
. Styling 5 5 5 5
Aesthetic Appearance 5 5 5 5
Beauty / attractiveness 5 5 4 5
Fit / sizing 5 5 5 5
Quallt_y_ (construction, . 4 4 4 4
Functional durability, workmanship)
Ease of care 4 4 4 3.5
Comfort 5 4 5 5
Fiber content / fabrication 4 3 3 3.5
Versatility with existing 5 4 4 45
Brand / We_lrdrobe
Situational Price > 4 4 >
Brand name / store name 2 3 3 2.5
Country of origin 1 1 1 2
Appropriateness for end 3 4 3 4
use
_Sw_tgbﬂﬁy for the 4 4 4 4
Expressive / individual
Symbolic Sexy_ = 0 4 0 <
Fashionability 4 4 4 3.5
Individuality / uniqueness 4 4 4 3
Promotes high self esteel 4 4 3 3.5
Pleaing to others 3 3 3 3

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Table 65: Median ratings of evaluative criteria by educational level Casualskirts

Educational Leve High School Some College Post
Graduate College Graduate | Graduate
Work
Evaluative Criteria N=6 N =53 N =23 N=6
Color / pattern 5 5 4 4
. Styling 5 5 4 5
Aesthetic Appearance 5 5 5 4.5
Beauty / attractiveness 5 4 4 4
Fit / sizing 5 5 5 5
Quallt_y_ (construction, . 45 4 4 4
Functional durability, workmanship)
Ease of care 4.5 4 3 3
Comfort 5 4 5 5
Fiber content / fabrication 4 3 3 2.5
Versatility with existing 45 4 4 4
Brand / We_lrdrobe
Situational Price > 4 4 45
Brand name / store nae 2 2 2 2
Country of origin 1 1 1 1.5
Appropriateness for end 3 4 3 45
use
_Sw_ta}blllty for the 35 4 4 4
Expressive / individual
Symbolic Sexy- _ 4.5 4 3 3.5
Fashionability 5 4 4 4
Individuality / uniqueness 5 4 4 3
Promotes high self esteel 5 4 4 3.5
Pleasing to others 3.5 3 3 3

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Table 66: Median ratings of evaluative criteria by educational level Casualdresses

Eduational Level High School Some College Post
Graduate College Graduate | Graduate
Work
Evaluative Criteria N=6 N = 68 N =33 N=6
Color / pattern 5 5 5 5
. Styling 5 5 5 5
Aesthetic Appearance 5 5 5 5
Beauty / attractiveness 5 5 5 5
Ft / sizing 5 5 5 5
Quallt_y_ (construction, . 5 4 4 4
Functional durability, workmanship)
Ease of care 4 4 4 3.5
Comfort 4.5 5 5 4.5
Fiber content / fabrication 4 4 3 3
Versatility with existing 4 35 3 45
wardrobe
S:f;:‘ig r< o | Price 4.5 4 4 45
Brand name / store nhame 2 2 2 15
Country of origin 1 1 2 1.5
ﬁsgroprlateness for end 3 4 3 5
_Sw_ta}blllty for the 4 4 4 45
Expressive / individual
Symbolic Sexy_ = 4.5 4 3 4
Fashionability 5 5 4 4
Individuality / uniqueness 5 4 4 3.5
Promotes ligh self esteern 4.5 4.5 3 4
Pleasing to others 3.5 3 3 4

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.

KruskalWallis tests revealeti3 significant effects of educational level on several
attribute ratngs(see Tabl&7). Of the 13 significant relationships, 12 involved extrinsic
attributes, and 11 of these were egsive / symbolic attributes. Educational level

significantly affected the importance of the expressive / symbolic attributes of Fasltiypnab



in the purchase of casual paatsl skirts, the importance Appropriateness for end use, in
the purchase of casual tops and dresses, the importance of Suitability for the individual in
casual tops, and the importance loflividuality / uniquenesand Promotes high self esteem

in the purchase of casual tops, skirts, and dresses. Educational level also affected the
importance of the brand / situational attribute s&gitity with existing wardroben skirt

purchases, as welk the aesthetic attributé Beauty / attractiveness skirt purchases.
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Table 67 Kruskal -Wallis test resultsi The effect ofeducational levelon evaluative criteria ratings

Garment Category Pants Tops Skirts Dresses
Evalative Criteria Shiss Fgﬁlbsg Shiss Fgﬁlbsg ChiSq Iz:rr?lbsg ChiSq Fgﬁlbsg
Color / pattern 2.3588 0.5013 5.8664 0.1183 6.8471 0.0769 6.0401 0.1097
Aesthetic Styling 49114 0.1784 3.1165 0.3740 6.5802 0.0866 1.1115 0.7743
Appearance 1.6629 0.6452 6.5279 0.0886 4.0158 0.2598 2.2938 0.5137
Beauty / attractiveness 1.6237 0.6540 0.7861 0.8528 7.8454 0.0493* 5.4160 0.1438
Fit / sizing 1.0789 0.7822 2.2863 0.5152 1.7625 0.6231 1.0209 0.7962

Quality(construction, durability,

) . 2.9451 0.4002 2.3446 0.5040 2.0662 0.5588 1.6782 0.6418
Functional |Workmanship)

Ease of care 2.9259 0.4032 0.5809 0.9008 1.9314 0.5868 1.4159 0.7018

Comfort 2.985 0.3939 0.7915 0.8515 3.0833 0.3790 0.2831 0.9632

Fiber content / fabigation 3.7926 0.2848 1.6130 0.6564 3.6643 0.3001 4.9785 0.1734

Versatility with existing wardrobd 1.9193 0.5893 7.6460 0.0539 8.1228 0.0435* 4.5058 0.2118

Brand / |Price 0.4702 | 0.9254 | 1.6904 | 0.6391 | 1.9749 | 05776 | 1.8597 | 0.6020
Situational |Brand name / ®re name 1.7602 | 0.6236 | 0.3991 | 0.9404 | 1.1255 | 0.7709 | 1.5895 | 0.6618
Country of origin 1.1262 0.7708 0.9880 0.8042 2.1355 0.5448 2.8038 0.4229
Appropriateness for end use 6.2314 0.1009 8.5451 0.0360* 6.2856 0.0985 12.157 0.0069*

Sutability for the individual 3.1535 0.3686 7.8596 0.0490* 2.8150 0.4210 7.5410 0.0565
S Sexy 3.3693 0.3381 7.7220 0.0521 2.9673 0.3967 6.2592 0.0997
Symbolic Fashionability 7.9515 | 0.0470* 7.5392 0.0566 8.1609 | 0.0428* 5.0949 0.1650
Individuality / uniqueness 2.0339 0.5654 9.5444 | 0.0229* 8.2225 0.0416* 8.9721 0.0297*

Promotes high self esteem 6.8795 0.0758 13.8995 | 0.0030* 8.3733 0.0389* 17.412 0.0006*

Pleasing to others 6.7559 0.0801 5.6587 0.1294 0.5316 0.9119 4.4728 0.2147

Note: * Indicates significance #te 95% confidence level. Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.




Post hoc comparisons performed to further investigate the significant findings from the
KruskalWallis tests are included in Appendlx When purchasing casual pants, respondents
who had completed post graduate work considered Fashionability less important than
respondent who had completed some college. In the purchase of skirts, high school
graduates considered the same attribute signtficanore important than respondents who
had completed some college, college graduates, and those who had completed post graduate
work. This suggests a trendwhich Fashionabilitywas considered more important for
MexicanAmerican women with lower eduitanal levels and less important for those with
higher educational levelsthough this trend is not demonstrated definitivatyoss garment
categories

Results also showed that respondents who haghleted some college considered
Appropriateness fagnd usenore important in the purchase of tops than college graduates.
When purchasing dresses, respondents who had completed post graduate work considered
this same attribute significantly more important than respondents in the lower three
educational leels.

Post hoc comparisons revealethialy consistenpattern in the importance of
Individuality / unigueness when purchasing tops, skirts, and dresses. For tops, respondents
who had completed post graduate work considered this attribute signyfilesstimportant
than high school graduates, those who had completed some college, and college graduates.
For skirts, respondents who had completed post graduate work also considered the attribute
significantly less important than those who had complstede college and college

gradudes. When purchasing dresses, Individuality / uniguenassalso considered
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significantly less important by respondents who completed post graduate work than high
school graduates and those who had completed some collegse three significant
relationships clearlguggesthat respondents with the highest ealional level do not
considenndividuality / uniqueness as important as those with lower educational levels when
purchasing tops, skirts, and dresses.

When considring the attribute Promotes high self esteéethe purchase of casual
tops, results showed that the attribute was significantly more important for respondents who
had completed some college comparethtse who had graduated from college or
completed pst graduate work. In addition, the attribute was considered significantly more
important in the purchase of skirts by high school graduates and respondents who had
completed some college than college graduates. As shown in6Ealthe median ratings
for this attribute are the same (4r respondents who had completed some college and for
coll ege graduates. Thus, a comparison of
3.57 for ACollege graduat eso) p uocationaldesal an
In the purchase of casual dresses, the attribute was considered significantly more important
by high school graduates and those who had completed some college than by college
graduates. These three significant relationstiyggiests trend in which respondents with
higher eduational levels do not considBromotes high self esteem as important as
respondents with lower educational levels when purchasing tops, skirts, and dresses.

Posthoc analysis also showed ti&iitability forthe individual was considered more

important by respondents who had completed some college than by college graduates when

purchasing tops. While median ratings for this attributessceducational levels were 4|l
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further comparison of the mean ratirgfowed the nature of the significant difference. The

mean rating of the attribute for those in

t

h

for those in the fAColl ege graduateo category

was revealedi the statistical analysis for this research question, the practical importance of
the result may not be great given the closeness of the median and mean ratings.

Even though all respondents, regardless of educational level, considepealnithé
situdional attributeVersatility with existing wardrobat least somewhat important in skirt
purchases, significant differences were found among some of the levels. High school
graduates and those who had completed some college considered this attrilfidarglgni
more important than did college graduates. The median ratings for this attribute were the
same among college graduates and those who had completed some ddlleggenean
ratings (3.96 for ASome col | e gsedtoundedtar?l. 2 6
the significant effect from educational level.

High school graduates cadsred the aesthetic attribute Beauty / attractiveness
critically important in the purchase of skirts, while the remaining educational groups
considered this atbute significantly less important (though still important).

Income

Respondents provided their income level in the online survey by selecting the
appropriated range froomder $25,000 tower $100,000A c at e g @uldyratiercmot A w
say o wa sdead Whch respandehts were able to choose if they wanted to keep their
income private. While several income ranges were used as choicesimlitie surveyvery

few respondents reported an income over $25,000. wWidsskely due to the recruitment
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method used at colleges and universities, which resulted in a sample largely made up of
students who may not earn as much money. To improve data analysis, all respondents
reporting anincomeov& 25, 000 were coll apsed into one ¢c:
above. o Dat a a nusirlg theee isconve aagegaopies,rUhderr$25@©@D,
$25,000 and aboveand would rather not say.

Median ratings of the 20 intrinsic and extrinsic attributes acrassna levels are
shown in Table 68r pants purchases, Bla 69 for tops, Table’Ofor skirts, and Tabl&1
for dresses. The number of respondents in each income category varies across tables because
the total number of respondents who wore each garment type also varied. The tables also
clearly indicate the awsistency in the median ratings for each attribute across income levels.
This implies that respondents largely agree on the importance or unimportance of the
attributes in apparel purchases, regardless of income. Not surprisingly, KWiska tests
did not show any significant effect from income for any atitetbor garment type (see Table
72). Obviously, income did not impact the importance of evaluative criteria in Mexican

Ameri can womends apparel purchases.
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Table 68 Median ratings of evaluative criteria by incomei Casual pants

Under $25,000 $25,000 and | "Vould rather not
say
above
Evaluative Criteria N=tee M= N =28
Color / pattern 4 4 4
. Styling 4 4 4
AESITEIE Appearance 5 5 5
Beauty / attraciveness 4 4 4
Fit / sizing 5 5 5
Quiality (construction,
durability, 4 4 4
: workmanship)
SunsieE Ease of care 4 4 3
Comfort 5 5 5
Fiber content / 4
fabrication
Versatility with existing 4 4 4
wardrobe
Brand / Price 5 5 4.5
Situational | Brand name / store 3 5 3
name
Country of origin 1 1 2
Appropriateness for 3 4 35
end use
_Sw_tgbﬂﬂy for the 4 4 4
individual
. Sexy 3 3 3
Expressive /e chionability 4 4 4
SYMEEE e i |
. y 4 3 4
uniqueness
Promotes high self 4 4 4
esteem
Pleasing to others 3 3 3

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.

244



Table 69 Median ratings of evaluative criteria by incomei Casual tops

Evaluative Criteria

Under $25,000

N =140

$25,000 and
above
N =35

Would rather not
say

N =32

Aesthetic

Color / pattern

Styling

Appearance

oo ol

Beauty / attractiveness

4.5

Functional

Fit / sizing

gjorior| ool

gpbh|jorjo| o

Quality (construction,
durability,
workmanship

IS

Ease of care

N

3.5

Comfort

N

Fiber content /
fabrication

w

w

Brand /
Situational

Versatility with existing
wardrobe

Price

Brand name / store
name

Country of origin

Expressive /
Symbolic

Appropriatenesgor
end use

W kN o B

A P W (O] b

w I W |~ B~

Suitability for the
individual

Sexy

Fashionability

Individuality /
unigueness

B I~ IS B S

A AW b

A AW b

Promotes high self
esteem

Pleasing to others

3

3

Note: Intrinsic attributes are shaded in green. Extrinsic atasbare shaded in orange.
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Table 70: Median ratings of evaluative criteria by incomei Casualskirts

Would rather not

Under $25,000 $25,000 and
say
above
Evaluative Criteria A A N =15
Color /pattern 4 4 5
. Styling 5 4 5
Aesthetic Appearance 5 5 S
Beauty / attractiveness 4 5 4
Fit / sizing 5 5 5
Quiality (construction,
durability, 4 4 4
: workmanship)
Sl Ease of care 4 4 3
Comfort 5 5 5
Flbgr C(_)ntent / 3 3 3
fabrication
Versatility with existing 4 4 4
wardrobe
Brand / Price 4.5 4 4
Situatonal | Brand name / store 5 5 3
name
Country of origin 1 1 2
Appropriateness for 35 3 3
end use
_Sw_tgbﬂﬂy for the 4 3 4
individual
. Sexy 4 4 4
Expressive /= hionability 45 4 4
Symbolic | Gividuality /
. y 4 4 4
uniqueness
Promotes high self 4 4 5
esteem
Pleasing to others 3 3 3

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Table 71 Median ratings of evaludive criteria by incomei Casual dresses

Would rather not

Under $25,000 $25,000 and
say
above
Evaluative Criteria M= = N =22
Color / pattern 5 5 5
: Styling 5 5 5
HEFNETE Appearance 5 5 5
Beauty / attractiveness 5 5 5
Fit / sizing 5 5 5
Quality (construction,
durability, 4 4.5 4
. workmanship)
AURSIETE Ease of care 4 4 3
Comfort 4 5 5
Flbe_r cqntent / 4 35 3
fabrication
Versatility with existing 4 3 3
wardrobe
Brand / Price 4 4 4
Situational | Brand name / store 5 15 3
name
Country of origin 1 1 2
Appropriateness for 3 4 4
end use
_Sw_tgbﬂﬁy for the 4 4 4
individual
Expressive / Sexy 4 4 3.5
PresSIVe /I E 2 shionability 4 5 4.5
SIS | ey 4
: y 4 4 4
unigueness
Promotes high self 4 4 4
esteem
Pleasing to othrs 3 4 3

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.



Table 72 Kruskal -Wallis test resultsi The effect ofincomeon evaluative criteria ratings

Garment Category

Pants Tops Skirts Dresses

ChiSq Prob > ChiSq Prob > ChiSqg Prob > ChiSq Prob >
Evaluative Criteria ChiSq Chisq ChiSq Chisq
Color / pattern 0.9113 0.6340 0.1244 0.9397 2.9437 0.2295 0.8585 0.6510
Aesthetic Stylirg 0.0099 0.9951 0.4525 0.7975 4.7649 0.0923 0.1343 0.9350
Appearance 0.0526 | 0.9740 | 3.6943 | 0.1577 | 16517 | 0.4379 | 4.7015 | 0.0953
Beauty / attractiveness 0.3584 0.8359 0.2929 0.8638 0.6529 0.7215 3.0385 0.2189
Fit / sizing 2.5405 0.2808 0.8476 0.6546 2.2998 0.3167 1.4749 0.4783
Quality (construction, durability, | ¢ 7555 | g g96a | 04875 | 07837 | 0.0546 | 09731 | 11198 | 05713

Functional |workmanship)
Ease of care 0.5947 0.7428 1.5987 0.4496 3.1246 0.2097 1.9602 0.3753
Comfort 0.4139 0.8130 0.3078 0.8574 0.0284 0.9859 2.6290 0.2686
Fiber content / fabrication 2.4365 0.2957 0.2183 0.8966 0.1362 0.9342 1.0610 0.5883
Versatility with existing wardrobq 0.0273 0.9865 0.6698 0.7154 0.0818 0.9599 0.4046 0.8169
Brand / Price 0.7378 0.6915 2.6224 0.2695 0.0917 0.9552 0.2331 0.8900
Situational |Brand name / store name 2.0434 | 0.3600 | 1.2393 | 05381 | 1.7083 | 0.4256 | 2.3568 | 0.3078
Country of origin 3.4855 0.1750 1.1929 0.5508 2.6313 0.2683 2.4183 0.2985
Appropriateness for end use 0.3920 0.8220 1.92(8 0.3827 0.2070 0.9017 0.9984 0.6070
Suitability for the individual 0.7556 0.6854 1.1765 0.5553 2.9695 0.2266 0.5012 0.7783
ey Sexy 0.1739 0.9167 1.4283 0.4896 0.5081 0.7757 3.2567 0.1963
Symbolic Fashionability 0.1583 0.9239 0.5215 0.7705 1.046 0.5928 0.5350 0.7653
Individuality / uniqueness 4.4112 0.1102 5.6145 0.0604 4.016 0.1343 0.7327 0.6933
Promotes high self esteem 1.2063 0.5471 5.6605 0.0590 4.4444 0.1084 0.8828 0.6431
Pleasing to others 4.8193 0.0898 0.9048 0.6361 0.0143 0.9929 2.0205 0.3641

Note: * Indicates significance at the 95% confidence level. Intrinsic attributes are shaded in green. Extrinsic attribuitdedine stange.
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Occupation

Respondents identified their occupatesone okight categories (see Appendix.D)
None of the espondents indicated crafts or militay their occupation, and thus all data
analysis radted to occupation only involved the six categories of student, gffickessional
/ managerialgervice / saledfijomemaker, andnemployed. Due to the recruitntenethod
used to recruit respondents, the large majority of responidiemitsfied their occupation as
student. Results of the statistical analyses involving the cagsgerth very low sample
sizes (srvice / saleshomemakerand unemployedshould benterpreted with some caution
and acknowledgement of these concerns.

Tables73through76 show the median ratings for the intrinsic and extrinsic attributes
studied in this research across occupational categories and for each of the four garment types
studied (casual pants, tops, skirts, and dresses). The number of respondents in each category
is also shown in the tables, to illustrate the number of people influencing the median ratings.
The low sample sizes for some of the occupational categoridsatvedlready been
discussed are easily apparent in these taleshown in Tableg3through76, the actual
number of respondents in each category varied by garment type, because the total number of
respondents saying that they wore the garment typaeeastion also varied.

KruskatWal | i s ANOVAOGs revealed seven signific
importance of a few attributes across garment categories (see Table 77). Occupation
significantly affected the median ratings of Fit / sizing inghechase of dresses,

Individuality / uniqueness in the purchase of tops, skirts, and dresses, and Promotes high self

esteem in the purchase of pants, tops, and skirts.
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Table 73: Median ratings of evaluative criteria by occupation i Casual pants

Evaluative Criteria

Occupation

Student

N = 140

Office

Professional /
Managerial
N=21

Service / Sales
N=7

Homemaker

N =3

Not Employed

N=7

Aesthetic

Color / pattern

N

Styling

Appearance

Beauty / attractiveness

Functional

Fit / sizing

Quiality (construction,
durability, workmanship)

H (OO~

Ease of care

g
(&)

Comfort

Fiber content / fabrication

Brand /
Situational

Versatility with existing
wardrobe

Price

Brand name / store name

Country of origin

Expressive /
Symbolic

Appropriateness for end use

Suitability for the individual

Sexy

w0 & Jwis

Fashionability

e
o

Individuality / uniqueness

w

Promotes high self esteem

AWM WIRPWO| d JOWO|R| d (OO~ D>

e
(&)

A AW | [WININOI B OO OO O [(O01|A

Pleasing to others

3

3

3

N[ WININIA| D IO O (OO~ >

Al (DA (DJOWOIWO| & WO OO (OO |>

WIW U (d W | (PO D OO & (O |O|OI|OT

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Table 74: Median ratings of evaluative criteria by occupationi Casualtops

Occupation Student Office Professional / Service / Homemaker | Not Employed
Managerial Sales
Evaluative Criteria N =150 N=18 N =20 N=7 N=3 N=9

Color / pattern 5 5 5 4 5 5
. Styling 5 5 5 5 5 4
AL Appearance 5 5 5 4 5 5
Beauty / attractiveness 5 4 4 5 3 4
Fit / sizing 5 5 5 5 5 5
Quaht_y_ (construction, _ 4 4 4 4 4 4

Functional durability, workmanship)
Ease of care 4 3 4 4 5 4
Comfat 4 4 5 4 5 4
Fiber content / fabrication 3 3 3 3 5 3
Versatility with existing 4 4 4 4 4 4

Brand / wa_rdrobe
Situational Price 4 5 4.5 3 5 5
Brand name / store name 3 2 2 3 3 2
Country of origin 1 2 1.5 1 3 1
Appropriatenes for end use 3 4 35 4 5 4
Suitability for the individual 4 4 3.5 4 4 4
i Sexy 4 3 3 4 3 3
Expressive / I chionability 4 4 4 4 5 4
Symbolic = : :

Individuality / uniqueness 4 3 3 4 4 4
Promotes high self esteem 4 4 3 4 4 4
Pleasing to others 3 3 2.5 2 2 3

Note: Intrinst attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Table 75: Median ratings of evaluative criteria by occupationi Casualskirts

Occupation Student Office Professonal / . Homemaker | Not Employed
: Service / Saleg
Managerial N =2
Evaluative Criteria N = 64 N=8 N=10 N=1 N=3

Color / pattern 5 4 4 3.5 3 4
. Styling 5 4 4.5 4 4 5
Aesthetic Appearance 5 4.5 5 4.5 4 5
Beauty / attractiveness 4 4.5 4 3.5 4 5
Fit / sizing 5 5 5 4.5 5 5
Quallt.y' (construction, _ 4 35 4 o5 4 3

Functional durability, workmanship)
Ease of care 4 3 3 3.5 4 2
Comfort 4.5 5 5 4.5 4 5
Fiber content / fabrication 3 3 4 2 3 3
Versatility with existing 4 4 4 5 4 4

Brand / Wa.lrdrobe
Situational Price 4 5 4 3.5 4 4
Brand name / store name 2.5 2 1 1.5 3 1
Country of origin 1 2 1 1 2 1
Appropriateness for end use 3 4 4 2 4 4
Suitability for the individual 4 4 3.5 3.5 4 5
i Sexy 4 4 3 2.5 3 5
Expressive / ' hionability 5 4 4 45 4 5
Symbolic

Individuality /uniqueness 4 3 4 3 5 3
Promotes high self esteem 4 4 3.5 3 3 5
Pleasing to others 3 4 3 1.5 2 4

Note: Intrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Table 76: Median ratings of evduative criteria by occupationi Casualdresses

Occupation Student Office Professional / . Homemaker | Not Employed
Managerial Servll\(l:e_ /1Sales
Evaluative Criteria N =84 N=9 N=12 : N=1 N=6

Color / pattern 5 5 4.5 3 1 5
. Stylin 5 5 5 4 1 5
Aesthetic Apypegrance 5 5 5 4 4 5
Beauty / attractiveness 5 5 5 3 4 5
Fit / sizing 5 5 5 4 4 5

Quiality (construction, 4 4 4 3 4 4.5

. durability, workmanshi

FUmCTonE] Ease of)cl:are . 4 3 4 4 5 5
Comfort 5 4 5 4 5 5

Fiber content / fabrication 35 4 3.5 3 5 3.5
Versatility with existing 3 3 4 1 1 5

wardrobe

S:i:z:‘ig rf L |Price 4 4 5 3 5 45

Brand name / store name 2 2 2 2 1 3.5

Country of origin 1 2 2 1 4 15
Appropriateness for end use 3 4 4 3 3 4

Suitabilityfor the individual 4 4 4 3 3 4.5

) Sexy 4 4 4 2 1 3.5
Eé@ﬁzz'l‘i’f J Fashionabilty _ 5 4 4 4 1 5
Individuality / unigueness 4 4 3.5 3 1 5

Promotes high self esteem 4 4 4 3 1 4.5
Pleasing to others 3 4 3 2 1 4

Note: Intrinsic attributes are shaded in greentriisic attributes are shaded in orange.
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Table 77. Kruskal -Wallis test resultsi The effect ofoccupationon evaluative criteria ratings

Garment Category Pants Tops Skirts Dresses

Evaluative Criteria ChiSq Prob > ChiSq Prob > ChiSq Prob > ChiSq Prob >

ChiSq ChiSq ChiSq ChiSq

Color / pattern —3.5903 0.6098 6.2629 0.2815 7.7451 0.1709 10.494 0.0624

Aesthetic Styling 6.4572 0.2642 3.4469 0.6314 3.8441 0.5721 8.5065 0.1304

Appearance 53635 | 03731 | 99352 | 00771 | 42383 | 05156 | 7.7414 | 0.1711

Beauty / attractiveness 1.9306 0.8587 4.4777 0.4829 4.1958 0.5216 5.1715 0.3953

Fit / sizing 5.8731 0.3188 5.7937 0.3268 3.2968 0.6543 18.31 0.0026*

_ Quality (constructiondurability, | y1e6 | 07845 | 21049 | 08344 | 55360 | 03540 | 3.3455 | 0.6469
Functional |workmanship)

Ease of care 4.9892 0.4172 5.2671 0.3842 1.9501 0.8560 3.9655 0.5544

Comfort 3.4763 0.6270 2.5262 0.7725 5.9923 0.3070 6.9414 0.2250

Fiber content / fabrication 2.0058 0.8483 3.3550 0.6454 1.9703 0.8532 2.1705 0.8251

Versatility with existing wardrobe] 2.3259 0.8025 0.8163 0.9760 4.6234 0.4635 10.987 0.0516

Brand / Price 6.4716 0.2630 7.8383 0.1654 3.8899 0.5654 4.6987 0.4537

Situational |Brand name / store name 6.2254 0.2849 1.9160 0.8606 6.9556 0.2240 4.4689 0.4841

Country of origin 3.8131 0.5766 4.5265 0.4763 4.1442 0.5288 3.763 0.5840

Appropriateness for end use 5.0452 0.4104 2.4603 0.7825 5.6282 0.3441 6.2162 0.2857

Suitability for the idlividual 2.1759 0.8243 6.0270 0.3036 3.2732 0.6579 3.9782 0.5526

ey Sexy 1.9023 0.8625 6.3299 0.2754 4.4909 0.4811 5.699 0.3366

Symbolic Fashionability 3.7649 0.5837 1.9198 0.8601 2.4808 0.7794 6.7641 0.2388

Individuality / unigueness 7.3321 0.1971 16.964 0.0046 13.3070 | 0.0207* 15.479 0.0085*

Promotes high self esteem 14.6810 | 0.0118* 13.944 0.0160* 11.631 0.0402* 9.3939 0.0943

Pleasing to others 8.6563 0.1236 5.9917 0.3070 5.0680 0.4076 6.2196 0.2854

Note: * Indicates significance at the 95% confidencelleIntrinsic attributes are shaded in green. Extrinsic attributes are shaded in orange.
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Post hoc multiple pairwise comparisons indicated the occupation pairs which
influenced the significant effect, and results of these comparisons are shown ii&@pen
These comparisons showed that studentsiaechployedespondents consideré&it / sizing
more important when purchasing dresses than service / sales workers and homemakers.
However, this finding should be interpreted with caution, githee sam@ sizes of 1 in the
service / saleand ltomemaker categorie€onsideringhat theratingsfor these categories
are basedoane personés opinion, the significant

Results related to the attributedividuality / uniquenesslid not appear to be affected
as drastically by the small sample sisesome occupational categorgsthe Fit / sizing
attribute When shopping for tops and skirts, students considered Individuality / uniqueness
significantly more importarthan office and professional / managerial workers. Comparison
of the median ratings was sufficient to determine this relationship for tops purchbsxs
showed that students considered this attribute important while office and professional /
manageribworkers neither considered it important nor unimportant in tops purchases
However, median ratings for this attribute in skirt purchases were the 4afoethe student
and pofessional / managerial categories. A comparison of the mean ratingsl fedde
necessary insight into the relationship, showing the greater importance of the attribute for
studentsand the relatively neutral opinion expressed by professional / managerial workers
(mean ratigs were 4.09 for students and 3.3 favfpssional / ranagerial). When
purchasing dresses, students also considered this attribute significantly more important than

professional / managerial workers. Other significant relationsloipserning this attribute
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involved other pairs of occupational categoriesr instance, respondents with service /
sales jobs and theswot employed also considered Individuality / uniquenes® important
than office workers in tops purchases. In addition, unemployed respondents considered this
attribute significantly more igortant in the purchase of tops and skirts than professional /
managerial workers.

Post hoc analysis and subsequent comparison of mestiansdthat students
considered Promotes high self esteem significantly more important in pants purchases than
office workers. Students also considered this attribute significantly more impibdant
respondents in professional / managerial occupations when purchasing tops and skirts. In all
three significant relationships, median ratings indicated that thisuaét was important in
the apparel purchases of students vimgneither important nor unimportant for office or

professional / managerial workers.

Summary and Discussion

Research Objectivefdcused on obtaining an understanding of the importande
determinance of 20 intrinsic and extrinsic criteria (shown in T2blén the purchase of
casual pants, tops, skirtsicadesses. Within this objective, fivesearch questions specified
the approach and the data analysiededo sufficiently meethe objective. This section
will summarize the findings frorRO2by first reviewing the importance and determinance
of each of the 20 attributéRQ1 and RQR This will be organized according to intrinsic
(aesthetic and functional) and extrinsic (brasduational and expressive / symbbdlic

criteria,with each attributeonsideredndividually. The results of inferential statistics
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performed foRQ37 RQ5will then be presenteto show the effeaif physical bodyrelated
characteristics, ethnic chataristics, or demographic variables on the importance expressed
for the individual attributes in the purchase of pamisst skirts, and dresses.
Before delving into the findings for eachterion it is important to discuss the most

notable result diained when considering the importamaseribed to the criteria across
garment categaes. As clearly shown in Table 3hany of the median ratinggereskewed
toward the high end of thefoint rating scale used to assess the importance of the individual
attributes. This implies that the majority of the sample considered most of these attributes at
least somewhat important in the purchase of apparel. This concentration of results towards
the high end of the scale could partially be explained by orteeafgks involved in
guestioning respondents using-sedected criteria (see Tal#@). In rating lists of pre
selected criteria, it is sometimes common for respondents to express higher importance for
the criteria than may actually be involved in theatpurchase decision. Because of this
tendency, a consideration of the relative importance and determinance of the attributes
provides an essential dimension of understanding.
Importance, Relative Importancand Determinance of Intrinsic Aesthetittrbbutes

Analysis of broad trends in the evaluative criteria ratings and rankings across garment
categories indicated that intrinsic attributes were, in large part, considered very important in
the purchase of apparebpecifically, aesthetic attributegceived very high ratings ameere
considered very important, and often critical, in the purchase of casual pants, tops, skirts, and
dresses (see Tal#d for a comparison of the median rating8Yhile median ratings used to

denote importance were cosigintly high across garment categories, comparative and



statistical analysis performed in this research suggest that aesthetic attributes may be
relatively less important in the purchase of pants and more critical in the purchase of dresses.

Color / pattern  This attribute was considered critical in the purchase of casual tops,
skirts,and dresses (median ratingx)f and was slightly less important, though still
important, in the purchase of casual pants. Wilcoxgnesl rank tests indicated tf@olor /
pattern was significantly less important for pants than for tops, skirts, and dessbéss
finding was supported when considering the re¢atmportance rankings as wellhis
attribute also rankeuh the top ten in determinance for ea@irgent category, but was
ranked highest for casual tops.

Styling This attributeeceived median ratings 6fin the purchase of casual tops,
skirts, and dresses, meaning that it was considered critical in these apparel purchases. A
rating of 4 for pats suggests decreased importance (though not unimportance) for this
attribute in pants purchases. Wilcoxon signed rank tests showed that the median rating for
pants was significantly lower for pants than tops and dresses, while significantly higher for
dresses than tops and skirts. Thiggests that Stylinggasmost important, comparatively,
in the purchase of dresses, and less important for panésigh the median ratings clearly
indicate the importance of the attribute for all garment ty@gling also ranked between
fourth and sixth in terms of determinance across garment categories.

Appearance.This attribute was clearly considered critical in the purchase of apparel,
receiving median ratings offbr all garment types studied. While Wilcoxsigned rank
tests revealed a significantly lower rating for pants than dresses, this difference is not

practically important, given the high ratings of 5 across garments. A consideration of the
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relative importance and determinance supports this, witle&qamce consistently ranked
second in rel&te importance, and in the top five determinance across garment categories.

Beauty / attractivenessThis attribute was considered critically important in the
purchase of casual tops and dresses accordimgdoan ratings While median ratings
indicated this attribute was slightly less important for pantisskirts, each with ratings of 4,
Wilcoxon signed rank tests actually indicated a significant difference between the ratings of
tops and dresses. Givtre larger number of individual signed rank tests performed, this
may be evidence of a Type | error, or at the least, an unimportant finding since bottdtops a
dresses received ratings of bhis attribute, however, did not appear to be determinangin th
apparel purchases of the respondents, recording its highest ranking in determinance at 10 out
of the possible 20 criteria.

Importance, Relative Importance, and Determinance of Intrinsic Functional Attributes

Whereas the aesthetic attributes studied wensistently considered important, and
often critical, in apparel purchases, more disparity was apigarthe catgory of functional
attributes.

Fit / sizing. Of all of the attrilutes studied in this research, Fit / sizimas clearly
consideredie most important and determinant attribute in apparel purchases. For every
garment category studied, this attribute received the highest ratings in importance, as well as
the highest rankings in relative importance and determinadncaddition, the Fit sizing
attribute featured substantially lower variances than any of the remaining attributes,
suggesting a consensus among many of the respondents regarding its importance in apparel

purchases.



Quiality (construction, durability, workmanshipn termsof median ratings, this
attribute was important, though not critical, in the purchasasdial pants, tops, skirts, and
dresses. While median ratings were the same across garment cat¥giec@son signed
rank tests showed that the attribute was ratguificantly higher (by mean) for pants than
skirts. By looking at the relative importance of this attribute for the range of garment types,
thistrend was also apparent, wifjuality (construction, dability, workmanshippeing
relatively more importat in the purchase of pants and tops than skirts and dréssegver,
this attribute was not particularly determinant in apppurchases its highest determinance
ranking was sixth, for pants, and it was located towards the middienaled the listof
criteria for the remaining garment types.

Ease of care.This attrilute received median ratings4ficross all garment categories,
suwggesting that while important, Ease of camas not critical in the purchase of apparel.
Closer inspection of the legive importance and the determinance of this attribute revealed
that it was one of the lowest ranked in relative importance and not determinant in the apparel
purchases of many respondents. In fact, this attribute was ah®layest ranked of any of
the nineintrinsic attributes studied. This suggests that, while the median ratings used to
assess overall importance indicated that respondentsleptiss attribute importangEase of
care is likely not an attribute that is heavily influencing appawethases for Mexican
American women given the attributes that are ranked substantially higher.

Comfort This attribute was deemed critically important in the purchase of casual
pants, skirts, and dresses, and at least moderately important in thageuof casual tep

according to median ratingS for pants, skirts, dresses ¥stor tops) Wilcoxon signed rank
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tests showed that this attribute was significantly more important in the punfhasial
skirts than tops. In ters of relative importace, the Comforattribute was highest ranked in
the purchase of pants, followed by skirts, dresses, and finally, tops. These findireg augg
decreased importance for Comforthe purchase of casual tops, specifically compared to
pants and skirtsNeverthelessthis attribute was consistently considered as a determinant
attribute across garment categories, ranking third in determinance for all garments studied.

Fiber content / fabrication This attribute was consistently the lowest rated offdh®
intrinsic criteria studid, receiving median ratings 8fin the casual pants, tops, and skirts
purchases, and a median rating oh4lresses purchases. Because only the minimum (1) and
maximum (5) points on the rating scales featured labelsinipsessible to definitively know
what respondents associated with a rating of 3. However, as th@midn the oint
scale, it idikely that median ratings of iBdicate some degree oéutrality orindecisiveness
on the r espondeuldinast be censtrued as,either impaddor s h
unimportance. Wilcoxon signednk tests did not reveal any significant differences in these
ratings across garment categories. Consistently ranked at the bottom of the attribute listings
in the relative impdanceand determinance comparisons, Fiber content / fabricatisn
neither a particularly important nor determinant attribute in the purchase of casual pants,
tops, skirts, nor dresses.
Importance, Relative Importance, and Determinance of ExtrBsiod / Situational
Attributes

As summarized abovalmost all of the intrinsic attributes were considered quite

important, and often determinant, in the purchase of each of the four garment types studied.
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While median ratings ascribed to the entire eaafjintrinsic and extrinsic attributes tended
to skew to indicate almost widespread importance, more variability in the ratings and lower
degrees of importance and determinance were observed overalifigextrinsic attributes.
Versatility with existng wardrobe. This attribute was considered inrpant (with a
median rating ofl) in the purchase of casual pants, tops, and skirts. However, its rating in
the purchase of dresses fell in the middle of Hpeibt scale, suggesting that the sample
consideed this attributeneither unimportant namportant when purchasing dresses.
Assessment of the Wilcoxamgnedrank tests and the relative importance rankings further
support the decreased importance placed on this attribute in the purchase of dvisses.
this attribute was not overwhelmingly determinant in the purchase of any particular garment
type, it was ranked in the top ten in determinance rankings for pants, tops, &nd skir
Clearly, Versatility with existing wardrobe is a consideration fany MexicarAmerican
women when shopping.
Price. The criteria ofPrice was the higkstrated of all extrinsic attributes studied
and among the highest rated of all of the 20 attributes. This attribute was consistently rated
towards the higher end die rating scale, and was considered critically important in the
purchase of pants and topé/ilcoxon signedrank tests showed thBtice was significantly
less important (though not unimportant) in the purchase of dresses than for pants and tops.
Relatve importance rankingsupport this finding, indicatinthat Price is relatively less
important in the purchase of dress@fiough these differences in importance andicea
importance were apparent, Prigas clearly determinant in apparel purchasasing

second in determinance, regardless of the garment type studied.
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Brand name / store nam@&his attribute was one of only two teceive a median
rating below 3For two garments, casual skirts and dressgsigs vere?2, indicding very
little importance of Brand name / store nawlgen shoppindor these items. Comparison of
the nmedian ratings through Wilcoxomgsedrank tests showed sidigantly higher
importance for Brand name / store nameurchases ofgnts and tops (with ratings of 3
compared to2 for skirts and dresses). Howeygiven the low ratings for this attribute
overall,which were further supported by relative importance and determinance rankings, this
attribute does not appear to be important for Mexarerican women in appelr
purchases.

Country of origin. This attribute consistently received the lowest median ratings,
lowest relative importance rankings, and next to the lowest determinance rankings across
garment categoriesVhile Wilcoxon signedank testspecifed a decreased importance for
Country of originin the purchase of skirts, compared to taps,median ratingaere
identical (L) for all garment types studied. Clearly, the most important finding related to this
attribute is the fact that it is considensat at all important for all apparel purchases.
Importance, Relative Importance, and Determinance of Extrinsic Expressive / Symbolic
Attributes

Analysis of thesevenexpressive / symbolic attributes showed that when considered as
a group, these criterimere comparatively less important in the purchase of apparel than the
other categories of criteria. While at least one of the attributes in each of the other categories

was considered critical in the purchase of certain apparel items, none of thexgressiee
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/ symbolic attrilutes posted a median rating ofiob any of the garment types studied.
However, many of the attributes weeat least moderately important

Appropriateness for end us8ased on median ratings, this attribute was only
important in the purchase of casuakdses, with a median rating4f In shopping for casual
pants, tops, and skirts, respondents neither expressed importance nor unimportance for this
attribute, with median ratings of 3While this median rating was differefor dresses than
the renaining garment types, Wilcoxon signexhk tests did not indicate any significance to
these differences. Overallppropriateness for end us&s not an important, relatively
important, or determinant attribute in the purchdsspparel.

Suitability for the individual.With median ratings of 4cross garment categories, this
attribute was considerethportant in the purchase of casual pants, tops, skirts, and dresses.
Despte identical ratings, Wilcoxongnedrank testgand relative importanceankingg
indicated that Suitability for the individual was significantly more important in the purchase
of pants compared to tops and skitgghile this attribute was considered important when
considering median ratings, it was kad very low in relative importance and determinance

Sexy.The attribute Sexwas considered important in all garment categories except
pants, with median ratings of 4 in the purchase of tops, skirts, and dréésascon sgned
rank tests reveadl that this difference was significant, with significambiyer importance
attributed toSexy when shopping for casual pants. Additional comparisons made through
the Wilcoxa sgnedrank tests showed th&exy was significantly more important for dress
purchases than top purchases, despite having the same median fidtiagmttern of lower

importance in pants, with greater importamdeenmoving from the categories of tops to
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skirts, therdressesvas also supported by thelative importance rankingsSexywas not an
overwhelmingly determinant attribute in the purchase of any garment type studied, though it
ranked in the top ten in determinance in the purchase of casual skirts and dresses.

Fashionability. This attribute was considered ionpant,with median ratings of, for
all of the garment types studied. Though these median ratings were the same, Wilcoxon
signedrank tests revealed identical finds just discussed for tigexy attribute. Thus,
Fashionabilitywas considered significantlyds important in the purchase of pants than tops,
skirts, and dresses. In addition, this attribute was significantly more important when
purchasing dresses compared to tofpsimilar pattern was noted in the relative impoda
rankings as well, in whickashionabilitywas ranked lower in relative importance for pants,
and increased in relative importance when moving from the categories of tops to skirts, and
then dresss. Nevertheless, Fashionabiliyas the secontighest ranked extrinsic attribute
(and the highest expressive / symbolic attribute) in terms of relative importance and
determinance. This, considered along with the median ratings, clearly indicate the
importance ofashionabilityin apparel purchases.

Individuality / uniqguenessThis dtribute received median ratings oddross garment
categories, indicating its importance in the purchase of apparel. Even so, Wiugxea
rank testshowed that Individuality / uniqueness was significantly less important for pants
than tops, skirtsand dresses, and significantly more important for dresses than tops, skirts,
and pants. This pattern was reflected in the relative importance rankings, which indicated the
lowest relative importance for this attribute in the purchase of pants, witlegiregbrtance

for tops, skirts, and #n dresses (with the highesthdividuality / uniqueneswas not

26%



considered a determinant criteria overall, with its highest determinance ranking observed in
the garment category of dresses (with a ranking of 9).

Promotes high selésteem.Respondents considered thigibtite important in the
purchase of casual pants, tops, skirts, and dressesgdesitical median ratings dffor all
garments. Wilcoxonignedrank tests illustrated that while median ratimgge the same,
importance was significantly greater in the purchase of casual dresses when compared to
pants and tops. In addition, relative importance rankings revealed a similar pattern as
observed for several other attributes in this category, in vi#richotes high self esteem was
consdered relatively less importafdr pants and tops, and relatively more ortant for
skirts and dresses. While this attribute was relatively more important for skirts and dresses,
Promotes high self esteamas not a derminant attribute. For all garment categories
studied, this attribute was ranked in the bottom ten in terms of determinance.

Pleasing to othersAccording to the medn ratings for this attribute, Pleasing to
otherswas neither considered importaror unimportant in garemt purchases (with ratings
of 3for all garment categories)t was also ranked low in relative importance and
determinance, suggesting that this attribute is not very important in the purchase of apparel,
particularly comparedtother attributes used in the apparel purchase decision. While the
median ratings were the same across garment categories, Wikigred ank tests
supported previous patterns noted among many of thessipe / symbolic attributes.

Pleasing to othemwas considered significantly more important for dresses than tops and

pants, and significantly less important for pants than skirts and dresses.
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Effect of Physical BodRelated Characteristics on Evaluative Criteria Ratings

To evaluate the impact physical bodyrelated characteristics on the importance
attributed to intrinsic and extrinsic criterihen purchasing casual pants, tops, skirts, and
dressesthe effect of body shape perception, BMI category, and clothing size was analyzed
Overall, \ery little evidence was uncovered to indicate a significant effect of any of these
characteristics on evaluative criteria ratings.

For instance, results from the Kruskalllis tests indicated very little, if any, real
affect from body shape perception the evaluative criteria ratings for any of the garment
types. Only the two attributes of Price and Promotes high self esteem seemed to be affected
by body shape in the purchase of casual tops and dresses, respectively. Given the very large
number ofKruskalWallis tests performed, and the large number of subsequent pairwise
comparisons performed to determine the source of the significance, these significant results
should be interpreted with some hesitation. The lack of any strong pattern ircamgefior
any attribute or garment category certainly suggests that body shape perception had little
effect on the evaluative criteria ratings provided by the sample in this study.

In addition, results of Kruskalallis tests and subsequent post hoc gansongdid
not provide overwhelming evidence of an effect of BMI on evaluative criteria importance.
Only six significant relationships were noted, and only in the garment categories of tops and
skirts. Given the multiple Krusk&Vallis and pairwise coparisons conducted as part of this
research question, it is quite likely that some of the significant relationships uncovered are
actually the result of random error, rather than actual effects of BMI.  The only possible

pattern revealed through thistieg related to the importance of the attribute Pleasing to



others in the purchase of tops and skirts. Obese respondents considered this attribute less
important than their Underweight / Normal and Overweight counterparts. Other than this
pattern, nonefahe remaining significant relationships suggested any particularly relevant
pattern in attribute importance by BMI category.

Finally, very little evidence exists to suggest a significant effect of clothing size on the
importance attributed to any @ita studied. Out of the 80 Kruskalallis tests performed to
assess the effect ofothing size on ratings, only fosrgnificant relationships were
identified. All of the relationships involved attribute importance in the purchase of tops and
skirts, hough no overwhelming pattern emerged in these relationships. Findings suggest that
respondents in thsmaller size ranges considi@er content / fabrication and Price less
important in tops purchase than respondents in the larger size ranges. T qatt@rn
wassuggested for the Pleasing to othettsibute, which seead more important for
respondents in the smaller size ranges and less important for those in the larger size ranges.
However, these findings should be analyzed with caution, camsgdthe large number of
KruskatWal | i's ANOVAGs and subsequent pairwise
guestion and the small number of significant relationships found overall.

Effect of Ethnic Characteristics on Evaluative Criteria Ratings

To evaluate the impact of ethnic factors on the importance attributed to intrinsic and
extrinsic criteria when purchasirgparel the effect of acculturation level and generational
status was analyzed. Overall, very little evidence was uncovered to éndismgnificant

effect of any of these characteristics on evaluative criteria ratings.

26¢€



When considering the impact of acculturation level, median ratings of the evaluative
criteria studied in this research were largely similar, no matter the accuoltukatel of the
respondent. Wilcoxon rank sum tests identified only three significant relationships across all
attributes and garment categories studied. This very small number priatielesidence
for an effectof acculturation level on attribute portance, though the significant
relationships found suggested the possibility of an acculburafifect on the importance of
Appropriateness for end uaad Pleasing to othens some garment purchases. Wilcoxon
rank sum tests revealed that highly ataalted respondents considgypropriateness for
end usesignificantly less important in their purchases of pants and tops than lowly
acculturated respondents. While significance was not noted for this attribute in skirts and
dresses purchases, the saread was apparent, in whitlighly acculturated respondents
rated the attribute lower than those in the low acculturation category. Considering the overall
agreement among respondents in the two acculturatiors,|évisl trend does highlight a
possible &ect of acculturation o the importance attributed to Appropriateness to end use.

In addition, highly acculirated respondents considered Pleasing to osigmgicantly less

important in the purchase of dresses than lowly acculturated respondents.thighi
attributeds ratings were not deemed signific
garment category, the same trend was noted for the importance of the attribute in skirts
purchases. Given the small number of significant relationships fmwerdll, this research

suggests that acculturation level does not significantly impact the importance attributed to the
evaluative criteria studied, though further research should be conducted to fully understand

any possible effect on the two expressiggrmbolic attributes discussed above.



The KruskalWallis and subsequent post hoc comparisons performed for this research
guestion yielded seemingly scattered results regarding the impact of generational status on
evaluative criteria importance. Result®wed that the majority of the significant effects of
generational status on attribute ratings involved pants purchases (with four of the seven
significant findings in this category alone). The three remaining significant findings included
one in each othe other garment categories. This suggests that generational status most
commonly affected evaluative criteria preferences in the purchase of casuallanigh
several instances of significaneerefound,no overwhelming pattern emerged either withi
or across garment categories or attributes. The only semblance of a patterrditivelve
importance attributed to Suitability for the individualthe purchasef pants and dresses, in
which third generation respondents considered the attribute sigmily more important than
second generatiorespondents However, this finding was the only one of its kind. The
otherwise lack of any pattern, when considered with the overall low number of significant
relationships identified seems to suggest vetig|itf any, real effect of generational status
on evaluative criteria importance in apparel purchases.

In summary, the ethnic factors of acculturation level and generational status did not
overwhelmingly impact the importance attributed to the 20 siziand extrinsic evaluative
criteria in apparel purchases. When the findings from the two characteristics are considered
together, the @easlnylvdsthe impodadce of Approprisemess for end
usein pants purchases. Respondents énldhv acculturation category considered this
attribute significantly more important than respondents in the high acculturation category.

Similarly, first generation respondents (likely composed of some of the same respondents in
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the low acculturation cagery) considered thiattribute more important than second and
third generation respondents.
Effect of Demographic Characteristics on Evaluative Criteria Ratings

To assess the impaef the demographic variables evaluative criteria importance in
appael purchases, Krusk&d/a | | i s ANOVAOGs were perfoofmed to
attributes across a variety of educational levels, income levels, and occupational categories.
Several significant relationships were discovered through statistical angipsigh some of
these should be interpreted with caution. Methods utilized to recruit respondents enlisted the
help of representatives at colleges and universities across the Southwestern US, resulting in a
sample made up of predominantly college stuslemith relatively low income levels. Thus,
sample sizes for some of the other categories used to define educational level, income, and
occupation were quite low, and occasionally contributed to significant findings that were of
little practical importane.

No significant effect from income was found in any of thek8@skalWallis tests
performed across gaent categories and attributeSbviously,this research showed that
income did not impact the importance of evaluative criteriain Mexfgaeri c an womenao s
apparel purchases.

KruskalWallis and subsequent post hoc analysis revealed 13 significant relationships

in which educational level affected evaluative criteria ratings. Only one of the 13 involved
an intrinsic attribute, while the remaug involved extrinsic attributes. Of the relationships

that noted a significant effect of educational level on extrinsic attributes, 11 involved
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expressive / symbolic attributes. This suggests that educational level more commonly
impacts the importancaf expressive / symbolic attributes in apparel purchases.

Many of the significant relationships uncovered through statistical analysis may not be
of practical importance given the large number of Krudiallis tests and multiple post hoc
comparisons p&rmed and the fact that many of the findings lacked any real pattern across
garment categories, attributes, or educational levels. However, several possible trends
related to the impact of educational level on evaluative criteria importance weretsddnes
this research. For instance, in fhechase of pants and skirts, Fashionabilias considered
more important for Mexicamerican women with lower educational levels and less
important for those with higher educational levelsadulition, Indivduality / uniqueness
appeared to be more important for respondents with lower educational levels than for
respondents with the highest educational level when purchasing tops, skirts, and dresses. A
very similar trend was noted for th#rdbute Promoteigh self esteemin the purchase of
tops, skirts, and dresses, results suggested that respondents with higher educational levels did
not consider this attribute as important as respondents with lower educational levels. These
trends all seem to indicatleat the expressive / symbolic attributes-aghionability,

Individuality / uniqueness, and Promotes high self eseenmore important for Mexican

American women with lower educational levels, and less important as educational level

increases. Howevgegiven the low number of respondents in some of the educational levels,
particularly AHigh school graduateo and fiPos
procedures performed, these trends should be further investigated in future research to

provide more convincing evidence.
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Statistical analysis of the effect of occupation on evaluative criteria importance was
alsosomewhat compromised by the small sample sizes in a number phtiooal
categories, includingesvice / sales, @memaker, andot employed.However, a few trends
were apparernh KruskalWallis testswhich suggest that occupation may indeed influence
the importance atbuted to the two criteria of Individuality / uniqueness &ndmotes high
self esteem. Results showed thatlshts consistently considerialividuality / uniqueness
significantly more important than office and professional / managerial workers when
shopping for tops, skirts, and dresses. Sirlyi) students also considered Promotes high self
esteensignificanty more important than office and professional / managerial workers in
pants, tops, and skirts purchases.

While results of this research seem to suggest a few effects of education and
occupation on evaluative criteria importance, more extensive regeaticiarger sample
sizes across all categories) is needed. Additional research could potentially strengthen these
findings and would provide the support needed for the informatibe toost useful for
apparel firms.

Research Objective 3 Results

To examine the fit preferences of Mexican-American women, ages 18-25 from the
Southwestern US, across a range of apparel product categories

Apparel fit is critical in apparel purchases, influencing multiple dimensions including
aesthetics, functionality, arexpressive qualities @final garment. This study alone
showed the high importance and determinasfdbeFit / sizing attribute in Mexican

Amer i c a nsapparehpurcltases. However, apparel fit preferences are highly personal
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and subjective, varymbased on physical body and related characteristicgent fashion
trends, andlemographic and psychographic factavany stereotypes also exist regarding
Hispanic apparel fit preferences, complicating product development for this market.

This resarch objective evaluated the apparel fit preferences of MeXioagrican
females (18 25 from the Southwestern US) using an original fit preference assessment scale
developed for this researchThis scale assessed fit preference by demonstratingl¢éwveds
of fit for a pair of casual pants, a top, skirt, amess. The fit levels includedted, semi
fitted, and looseand respondents were able to select the level they were most likely to choose
for themselvesn a purchase situationThe scale deveped for this researahasunique in
its use of a human body model and digital photographs.

This section will presenttheresults®3 by first reporting the
preferences for casual pants, tops, skirts, and dréR€3. (Resultof statistical analyses to
determine the effect (if any) of physical bedated characteristics, ethnic characteristics, or
demographic variables on these fit preferences will then be presented, saR&pAindRQ4
of this research objective.

Reseach Question 1

Do Mexican-American women prefer fitted, semi-fitted, or loose casual pants, tops, skirts,
and dresses?

As discussed, respondemigpressedheir fit preference focasual pants, tops, skirts,
and dresses by indicating whether they wollldase to purchase and wear titkeedl, semk
fitted, orloose versions of the garments in the online survey. T&@sbows the compiled

fit preference results across the four garment categories studied.
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Table 78. Fit preference by garment category (all subjects)

Fit Preference Fitted SemtFitted Loose Totals
Gl Number i Number e Number i Number Vo
Category total total total total
Pants 66 31.13] 108 50.94 38 17.92| 212 |100.00
Tops 46 21.70] 123 58.02 43 2028 212 |100.00
Skirts 67 31.60 88 41.51 57 26.89] 212 |100.00
Dresses 50 23.58] 110 51.89 52 24.53] 212 |100.00

Casual Pants

Slightly over lalf of the respondentsadicated their preferences for seiitied casual
pants making this fit level the most prefed across the entire samplEhe next most
preferred wasitted, with almost onghird of the sample indicating this fit level as their
preference for casual pant§heloosefit level was the least preferred among respondents,
with only 18% of the sanip choosing this level of fitFigure12 shows the three fit levels
used in the survey to assess the fit preference of casual pants.
CasualTops

The clear majorit of respondents preferred thens-fitted casual top whensked

about their fit preferenceAbout 60% of respondents selected this middle fit level, with the
remaining respondents almost evenly split between the upper and lower extreme fit levels
(with approximately 20% selecting th#téd top and 20% selecting thedse top). Figuré3

showsthe three levels of fit used to assess the fit preference of casual tops.
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CasualSkirts

Results indicated that respondentshiis sample largely preferred sefitted casual
skirts,with slightly more than 40% of the sample indicating this fit level pegiee. The
next most preferredtflevel for casual skirts wasted, with approximately onthird of the
respondents preferring this fit in skirts. A sizable portbthe samplé~25%) preferred the
loose fit in casual skirts, though this level wiaes lieast preferred in this garment category.
Figurel4 shows the three levels used to assess the fit preference of casual skirts.
Casud Dresses

Over half of the repondents preferre@msiHitted casual dresses. The remaining
respondents were fairBvenly split over the remaining two categories, with about one
guarter of the sample preferringtéd skirts, andinother onguarter preferringdose skirts.
Figurel5shows the three levels used to determine the fit preference of casual dresses.
Regarch Question 2

Do physical body characteristics, including body shape perception, BMI, or clothing size,
impact the fit preferences of Mexican-American women?

To assess the effect of physical body characteristics on apparel fit preferences, the
online sirvey featured questions regarding body shape, height and weight (used to calculate
BMI), and typical clothing sizes worn in casual pants, tops, skirts, and dresses. It is critical
to reiterate that respondents s@ported this information, resulting pinysical bodyrelated
information that is more accurately defined as physical Ipedgeptionrather tharactual,

confirmed information
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Becausehe fit preferenceesponses were consideradminaldatafor analysis
purposegfitted, semifitted, loosg, the ChiSquare test was used to assess the possible
impact of theelationship betweephysical body characteristiesdfit preferences.Details
related to thistesterepr esent ed i n the fAData Analysiso p
Body Shape Percépn

As discussed, respondents indicated their body shape as one of nine possible
categories illustrated in the online surv@yables79 through82 were then constructed to
show the fit preference distribution within these shape categories for eacHaifrtgarment
categories studied (Tabf® focused on fit preference for pants, TaB0for tops, Table31
for skirts, and Tabl82 for dresses). The top value in each cell is the number of respondents
indicating their preference for the specific fit &wn each body shape category. The other
value is the A% of row, 0 meani nghagedategorper cent
who chose each fit level as their preferred fit. The last column shows the total number of
respondents in each body shapeegory, which is a useful reminder of the uneven
distribution of the sample across the shape categories.bottom row shows the total
number of repondents who indicated each level as their fit preference for the individual

garment type.



Table 79: Fit preference by body shape contingency tablie Casual pants

0 ClBIe Fitted SemiFitted Loose Totals
% of row
Bottom Hourglass 15 28 6 i
30.61% 57.14% 12.24%
Diamond 2 6 1 <
22.22% 66.67% 11.11%
Hourglass 14 22 12 48
29.17% 45.83% 25.00%
. 3 0 1 4
Inverted Triangle 75.00% 0.00 25.00%
oval 3 9 7 19
15.79% 47.37% 36.84%
Rectangle ! 15 2 s
29.17% 62.50% 8.33%
Spoon 10 17 4 31
32.26% 54.84% 12.90%
Top Hourglass 8 8 2 e
44.44% 44.44% 11.11%
Triangle 4 3 3 20
40.00% 30.00% 30.00%
Totals 66 108 38 212
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Table 80: Fit preference by body shape contingency table Casualtops

(yCount Fitted SemiFitted Loose Totals
o of row
Bottom Hourglass 10 31 8 i
20.41% 63.27% 16.33%
Diamond 0 > 4 <
0.00% 55.56% 44.44%
Hourglass 12 29 ! i
25.00% 60.42% 14.58%
Inverted Triangle ! ! 2 4
25.00% 25.00% 50.00%
Oval 5 6 8 19
26.32% 31.58% 42.11% 8.96
Rectangle 2 16 6 s
8.33% 66.67% 25.00%
Spoon 8 20 3 31
25.81% 64.52% 9.68%
Top Hourglass 8 9 L e
44.44% 50.00% 5.56%
Triangle 0 6 4 20
0.00% 60.00% 40.00%
Totals 46 123 43 212




Table81: Fit preference by body shape contingency tablie Casualskirts

O/Count Fitted SemiFitted Loose Totals
o of row
15 21 13 49
Bottom Hourdass 30.61% 42.86% 26.53%
Diamond 0 > 4 <
0.00% 55.56% 44.44%
Hourglass 16 17 15 48
33.33% 35.42% 31.25%
Inverted Triangle ! 2 ! 4
25.00% 50.00% 25.00%
oval 3 9 7 19
15.79% 47.37% 36.84%
Rectangle 6 9 9 24
25.00% 37.50% 37.50%
Spoon 12 15 4 31
38.71% 48.39% 12.90%
Top Hourglass 12 6 0 L
66.67% 33.33% 0.00%
Triangle 2 4 4 =
20.00% 40.00% 40.00%
Totals 67 88 57 212

28C



Table 82. Fit preference by body shape contingency table Casualdresses

(yCount Fitted SemiFitted Loose Totals
o of row
Bottom Hourglass 11 24 14 49
22.45% 48.98% 28.57%
Diamond L 6 2 g
11.11% 66.67% 22.22%
Hourglass 11 28 9 =
22.92% 58.33% 18.75%
Inverted Triangle ! 2 ! 4
25.00% 50.00% 25.00%
oval 3 7 9 19
15.79% 36.84% 47.31%
Rectangle 5 11 8 24
20.83% 45.83% 33.33%
Spoon 12 14 5 31
38.71% 45.16% 16.13%
Top Hourglass 6 11 1 L
33.33% 61.11% 5.56%
Triangle 0 ! 3 Ly
0.00% 70.00% 30.00%
Totals 50 110 5 212

Based on the distributions shown in Tald8shrough82,a ChiSquare test statistic
and associated-yalues were callated to represent the possible effect of body shape on fit
preference ireach garment category. Table8h ows t he test statistic
pval ue ( APr ob>Ch iclkgapingnt aatagoryg. vRiluastbelalv the alpha a
value of 0.05 used in this research indicate a signifetietto f body shape on re
fit preferences. As shown in Tal88, body shape seemed to significantly aftbet
r e s p o ritbeeferensa¥or casual tops. However, it is important to note that the
statistical software program used in this research issagtibnsfor each of thdour Chi-

Square analysgserformed to assess the effect of body shape. The large number of body
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shape categas resulted in expected cell counts of less than 5 for at least 20% of the cells
shown in Tableg9through82. Since this Chbquare testing aims to compare these
expected versus actual values to identify possibly relationships, the results are somewhat

suspect.

Table 83 Chi-Square test results Effect of body shape on apparel fit preferences

Pants Tops Skirts Dresses
ChiSquare| Prob>ChiSq ChiSquare| Prob>ChiSq ChiSquare| Prob>ChiSq ChiSquare| Prob>ChiSd
19.700 0.2340 30.952 0.0136* 25.384 0.0633 19.787 0.2300

Note: * Indicates significance at the 95% confidence level

Even though expected cell counts were less than 5 in 20% of cell$quost
comparisons were still performed to identify any trends regarding the effect obapg on
the fit preferencefor casual tops. As discussed in the methodology, thehmast
comparisons performed for the €Bguare tests involved a comparison of the cell counts
expected (under a theoretical distribution) and those actually obsentbd @istribution of
the sample across cells in this research). Cells that fddtigte deviations between
expected and actual counts suggest a possible effect of body shape on fit preference and can
be used to describe the nature of the relationshipdest these factors. Tal8d shows the
post hoc comparison performed for the casual tops category, and each cell shows the
observed count he count

(ACounto), t expected

observed versus expekfitTeodt aclosuon tcso | (uinbne va nadt i roonwo
a reminder of the overall distribution of the respondents across body shape categories and fit

preference levels.
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Table 84: Fit preference by body shape post hoevaluationi Casualtops

Count
Expected Fitted SemiFitted Loose Totals
Deviation
10 31 8 49
Bottom Hourglass 10.632 28.429 9.939
-0.632 2.571 -1.939
0 5 4 9
Diamond 1.953 5.223 1.825
-1.953 -0.223 2.175
12 29 7 48
Hourglass 10.415 27.849 9.736
1.585 1.151 -2.736
1 1 2 4
Inverted Trangle 0.868 2.321 0.811
0.132 -1.321 1.189
5 6 8 19
Oval 4.123 11.024 3.854
0.877 -5.024 4.146
2 16 6 24
Rectangle 5.208 13.925 4.868
-3.208 2.075 1.132
8 20 3 31
Spoon 6.726 17.986 6.288
1.274 2.014 -3.288
8 9 1 18
Top Hourglass 3.906 10.443 3.651
4.094 -1.443 -2.651
0 6 4 10
Triangle 2.170 5.802 2.028
-2.170 0.198 1.972
Totals 46 123 43 212

Several trendsvereapparentvhen looking at the fit preferences expressed by
respondents in the individual body shape categéfiasle 84) For insance, respondents in
the Diamond shape category preferred niooselyfitted tops than expected, and |ésted

than expected. A similar pattern occurred for those in the Oval shape category, in which
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more respondents than expected chose the Iddsend less than expected chose thms
fitted casual top.In addition, respondents in the Rectangle andnfle shape categories
chose fittedess often than expected, and séitbed and bose more often than expected.

On the other hanan the Hourglasand Spoon shape categoriegre respondents
than expected chose thiged and £mifitted casual top antewerthan expected chose the
loose fit. Similarly, in th& op Hourglass shapsategory more respodents than expected
chose the fittetlop andfewer than expected chose the séitbed and bosefit levels.

No trends such as those discussed above were present in the deviations between
observed versus expected counts in the Bottom Hourglass and Inverted Triangle categories.
Body Mass Index (BMI)

As discussed, the BMI for each respondent was calculated using thepseted
height and weight values @ithe formula shown in TabB2. To determine the effect of
BMI on fit preferences across garment catégg, the three BMI levels of Underweight
Normal, Overweightand Obese were used in the Sgjuare data analysis procedures.
Contingency tables showing the distribution of the respondents within these BMI categories
and their fit preferences across the tHielevels are shown in Tables 8rough 88 Table
85 shows the respondepf# preferences (by BMlevel) for casual pants, Table 8%
casual tops, Table7 for casual skirts, and Table #8 casual dresses. These tables show
the raw count for each combination of BMI category anigvel, in addition to the

percentage of the respondents in each BMI category who selected the individual.fit level
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Table 85 Fit preference byBMI category contingency tablei Casual pants

(yCount Fitted SemiFitted Loose Totals
o of row
Underweight / 36 62 20 118
Normal 30.51% 52.54% 16.95%
Overweight 1 26 6 4
34.69% 53.06% 12.24%
Obese 13 20 11 44
29.55% 45.45% 25.00%
Totals 66 108 37 211

Table 86: Fit preference by BMI category contingeny tablei Casual tops

(yCount Fitted SemiFitted Loose Totals
o of row
Underweight / 31 70 17 118
Normal 26.27% 59.32% 14.41%
Overweight 12 27 10 49
24.49% 55.10% 20.41%
Obese 3 26 15 44
6.82% 59.09% 34.09%
Totals 46 123 42 211

Table 87: Fit preference by BMI category contingency tablé Casual skirts

O/COUM Fitted SemiFitted Loose Totals
6 of row
Underweight / 41 49 28 118
Normal 34.75% 41.53% 23.73%
Overweight 17 21 11 49
34.69% 42.86% 22.45%
Obese 9 18 17 44
20.45% 40.91% 38.64%
Totals 67 88 56 211
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Table 88. Fit preference by BMI category contingency tablé Casual dresses

0 Bl Fitted SemiFitted Loose Totals
Y% of row
Underweight / 30 65 23 118
Normal 25.42%% 55.08% 19.4%%
Overweight 15 24 10 =
30.61% 48.98% 20.41%
Obese 4 21 19 44
9.0%% 47.73% 43.18%
Totals 49 110 52 211

Based on the distribution of respondents across cells in Téhtasough88, Chi-
Square test statistics and associatedlpes were calculated to provide anigadion of the
possible effect of BMI category on apparel fit preferences. Tathébows the test statistic
and the pvalue summarizing the relationship between BMI and fit preference for casual
pants, tops, skirts, and dresses. As shown in this @bi&quare testing suggests that BMI
category significantly affected the fit preference expressed for casual tops and dnegses (
valueswerebelow 0.5). These findings necessitate the post hoc evaluation of expected
versus observed values within BMdtegories and across fit levels to identify the nature of
the relationship between these two variables. Tab&hows the data necessary for the post
hoc evaluation of the fit preferences for casual tops (actual observed count, expected count,

and deviabn), while Table91 shows the same information for dress fit preferences.

Table 89: Chi-Square test results Effect of BMI category on apparel fit preferences

Pants Tops Skirts Dresses

ChiSquarel Prob>ChiSq ChiSquare| Prob>ChiSq ChiSquare Prob>ChiSq ChiSquare Prob>ChiSq

2.8092 0.5902 12.133 0.0164* 5.3445 0.2537 13.400 0.0095*

Note: * Indicates significance at the 95% confidence level

28¢



Table 90: Fit preference by BMI category post hoc evaluationi Casud tops

Count
Expected Fitted SemiFitted Loose Totals
Deviation
. 31 70 17 118
U”O"\Ie;‘r’vnf;?ht / 25.725 68.787 23.488
5.275 1.213 -6.488
12 27 10 49
Overweight 10.683 28.564 9.754
1.317 -1.564 0.246
3 26 15 44
Obese 9.592 25.649 8.758
-6.592 0.351 6.242
Totals 46 123 42 211

Table 91: Fit preference by BMI category post hoc evaluatiori Casual dresses

Count
Expected Fitted SemiFitted Loose Totals
Deviation
. 30 65 23 118
U”‘:\fg‘r"’nf;?ht / 27.403 61.517 29.081
2.597 3.483 -6.081
15 24 10 49
Overweight 11.379 25.545 12.076
3.621 -1.545 -2.076
4 21 19 44
Obese 10.218 22.938 10.844
-6.218 -1.938 8.156
Totals 49 110 52 211

These post hoc evaluations yielded interesting results about the relationship between
BMI category and fipreferences for casual tops and dresses. For casual tops, the most
revealing pattern was apparent in the preferences expressed by respondents in the
Underweight / Normal and Obese categories. As shown in B@biaore respondentkan

expectedn theUnderweight Normal BMI category chose the fittedsual top as their



preferred fit level, whildewer than expected chose the lobskevel. On the other hand,
fewer respondents than expectedhe Obese category chose the fittadual top athmore
than expected chose the looskted casual top.

A similar trend was clear in the post hoc evaluations performed for casual dresses.
Underweight / Normal respondents were mdtely than expected to prefdttéd and semi
fitted dressesand less kely to prefer a loosét level. Overweight respondents were also
morelikely than expected to prefeitted casuatiressesand less likelyo prefer semfitted
and bose fit levels for theidresses Obese respondents shalxgn opposite trenid their fit
preferencewith fewer respondents than expected choosingjttied and £mifitted casual
dressesind more than expected choasthe loosalressess their preference.

Clothing Size

The effect of clothing size on agel fit preferencewas evaluated using sekported
information from respondents about the clothing sizes they usually weasual pants, tops,
skirts, and dresse®\s mentioned previouslyery few respondents identified their clothing
size as 0X1X, 2X, or3X for any of the garment types and thilgse categories were
combined with the XL categorfpr all data analysis procedures.

Tables 92hrough95 show the distribution of the sample within each clothing size
category and across fit levdty the four garmentypesstudied (Tabl®2 focuses on casual
pants, Tabl®3 on tops, Tabl®4 on skirts, and Tabl85 on dresses). Thesables include
observed counts for each cell, as well as the percentage of respondentsiotbaghsize
category who indicated their preference for each fit level. Totals for each row and column

areshown, tallustrate the distribution of theample within clothing size categories and
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across the three fit level$:or each of thestables, the clothing size categories and garment
categories are matched, resulting in tables that, for instance, illustrate the distribution of the
sample within pant clothing size categories and across pant fit preference levels. The

garment type is awsistent among clothing size and fit ference for each of thables

Table 92 Fit preference byclothing sizecontingency tablei Casual pants

et Fitted SemiFitted Loose Totals
% of row
9 8 1 18
XS (@) 50.00% 44.44% 5.56%
19 26 9 54
S (46) 35.19% 48.15% 16.67%
14 40 13 67
M (8-10) 20.90% 59.70% 19.40%
14 24 7 45
L (1214) 31.11% 53.33% 15.56%
XL and above 10 10 8 28
(16-28W) 35.71% 35.71% 28.57%
Totals 66 108 38 212

Table 93. Fit preference by clothing size contingency tablé Casual tops

Coin: Fitted SemiFitted Loose Totals
% of row
5 8 2 15
XS (@) 33.33% 53.33% 13.33%
18 40 3 61
S (46) 29.51% 65.57% 4.92%
10 36 19 65
M (8-10) 15.38% 55.38% 29.23%
11 26 8 45
L (1214) 24.44% 57.78% 17.78%
XL and above 2 13 11 26
(16-28W) 7.69% 50.00% 42.31%
Totals 46 123 43 212




Table 94: Fit preference by clothing size contingency tablé Casual skirts

Coin: Fitted SemiFitted Loose Totals
% of row
8 5 4 17
XS (@) 47.06% 29.41% 23.53%
18 27 12 57
S (46) 31.58% 47.37% 21.05%
20 23 18 61
M (8-10) 32.79% 37.70% 29.51%
16 20 13 49
L (1214) 32.65% 40.82% 26.53%
XL and above 5 13 10 28
(16-28W) 17.86% 46.43% 35.71%
Totals 67 88 57 212

Table 95: Fit preference by clothing size contingency tablé Casual dresses

coum: Fitted SemiFitted Loose Totals
% of row
7 11 2 20
XS (@) 35.00 55.00 10.00
20 31 7 58
S (46) 34.48 53.45 12.07
11 30 15 56
M (8-10) 19.64 53.57 26.79
9 24 15 48
L (1214) 18.75 50.00 31.25
XL and above 3 14 13 30
(16-28W) 10.00 46.67 43.33
Totals 50 110 52 212

Table96 shows the ChBquare test statiss and pvalues that descriltbe relationship
between clothing size and fit feeence across garment categorids.shown, this testing
indicated a significant effect of clothing size on the fit preferences expressed for casual tops

and dresses. The observed, expected, and deviation between observed and expected values
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were usedri post hoc evaluations to determine the nature of the significant relationship.
Table 97shows the information needed for these evaluations for casual tops, whil®&able

shows the same information for casual dresses.

Table 96: Chi-Square test resultg Effect of clothing size on apparel fit preferences

Pants Tops Skirts Dresses
ChiSquare| Prob>ChiSq ChiSquarel Prob>ChiSq ChiSquarel Prob>ChiSq ChiSquarel Prob>ChiSq
10.931 0.2067 23.755 0.0025* 6.2181 0.6228 18.221 0.0196*

Note: * Indicates significance at the 95% confidence level

Table 97: Fit preference byclothing sizepost hoc evaluationi Casualtops

Count
Expected Fitted SemiFitted Locse Totals
Deviation
5 8 2 15
XS () 3.255 8.703 3.042
1.745 -0.703 -1.042
18 40 3 61
S (46) 13.236 35.392 12.373
4,764 4.608 -9.373
10 36 19 65
M (8-10) 14.104 37.712 13.184
-4.104 -1.712 5.816
11 26 8 45
L (1214) 9.764 26.109 9.127
1.236 -0.109 -1.127
2 13 11 26
X'Elgdzg\t/’\%ve 5.642 15.085 5.274
-3.642 -2.085 5.726
Totals 46 123 43 212
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Table 98 Fit preference byclothing sizepost hoc evaluationi Casualdresses

Count
Expected Fitted SemiFitted Loose Totals
Deviation
7 11 2 20
XS (@) 4.717 10.377 4.906
2.283 0.623 -2.906
20 31 7 58
S (46) 13.679 30.094 14.226
6.321 0.906 -7.226
11 30 15 56
M (8-10) 13.208 29.057 13.736
-2.208 0.943 1.264
9 24 15 48
L (1214) 11.321 24.906 11.774
-2.321 -0.906 3.226
3 14 13 30
thaé‘;sf‘/\?)o"e 7.075 15.566 7.358
-4.075 -1.566 5.649
Totals 50 110 52 212
Several trends related to the respondent s

Table 97, particularly in thg (47 6),M (81 10), andXL and above (16 28W) size
categories. Respondents who intlcbtheir top clothing size as Si(46) were more likely
than expected (under a thetical distribution) to select fitteahdsemifitted casual tops as
their fit preference. Respondents in this same group werkkiglysthan expected to
indicate their preference for thedse fit level. On the other hand, respondents who Wore
(87 10) and XL and above (1628W)tops were morékely than expected to selectdse as
their fit preference level, and lelisely than expected to seledtteéd and serriitted levels.
Very low deviations from the expectedlues were observed within t&s (01 2) andL (12

T 14) clothing size categories across the fit levels.
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Notable trends also existed when considering fit praterdy clothing size for casual
dresses, specifically when comparing the deviations betweenvetisesrsus expected
values for ftted andoose preferere levels. Respondents in the XS ®) and S (4 6) size
categories inaiated their fit preferender fitteddresses meroften than expected, and for
loose dresses less often than expected. On the other hand, respondeMs(81ithie), L
(127 14),and XL and above (16 28W) categories selectegdse dresses more often than
expected anfitted desses less often than expected. Relatively sramidtions were
observed in the seHfitted level, meaning that observed and expected values were similar.

Research Question 3

Do ethnic factors, including acculturation level and generational status, impact the fit
preferences of Mexican-American women?

Screening questions utilized in the online survey ensured that all respondents were
MexicanAmerican, thus holding the ethnic factor of subculture constant in this research.
However, respondents proed information to enable the calculation of acculturation level
and generational statu3he effect of these two ethnic factors on apparel fit preferences was
assessed using GBguare test methodescribed in the methodology chapter
Acculturation Leve

As discussed in the methodology, respondents were labeled asajther lowin
acculturation based on their use of Spanish and &nglia variety of situations.

Contingency tables that show the distribution of respondents in these two acaulturati
levels, and their fit preferences for casual pants, tops, skirts, and dresses are shown in Tables

99through102. Table 9% hows respondentsé fit preference
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acculturation level), Tabl&00focuses on casualfe, Table 01 on casual skirts, and Table

1020n casual dresses. These tables show the total number of respondents in each

acculturation level (last column, shaded iaygrand each fit preference level (last row,

shaded in @y), as well as the number of respondenteach acculturation/fit preference

category combination (cells in white). The percentage of respondents in each acculturation

level who selected each fit level as their fit preference is also shown in the cells in white.

Table 99: Fit preference byacculturation level contingency tablei Casual pants

coum: Fitted SemiFitted Loose Totals
% of row
High 43 80 30 153
'9 28.10% 52.29% 19.61%
. 23 28 8 59
ow 38.98% 47.46% 13.56%
Totals 66 108 38 212

Table 100 Fit preference by acculturation level contingency tablé Casual tops

n . A
Gl Fitted SemiFitted Loose Totals
% of row
o 33 89 31 153
Hig 21.57% 58.17% 20.26%
. 13 34 12 59
ow 22.03% 57.63% 20.34%
Totals 46 123 43 212

Table 101 Fit preference by acculturation level contingency tablé Casual skirts

Count . -
Fitted SemiFitted Loose Totals
% of row
Hiah 49 66 38 153
9 32.03% 43.14% 24.84%
Low 18 22 19 59
30.51% 37.29% 32.20%
Totals 67 88 57 212




Table 102 Fit preference by acculturation level contingency tablé Casual dresses

0 Bl Fitted SemiFitted Loose Totals
% of row
High 32 84 37 153
20.92% 54.90% 24.18%
Low 18 26 15 59
30.51% 44.07% 25.42%
Totals 50 110 52 212

As shown in Talds 99%through102 most respondents, regardless of acculturation

level, preferredemifitted casual pants, tops, skirts, and dresses. Substantial portions of the

population in both acculturation levels aladicated their preference fattéd or loose

apparels well.

However, CHbquare testing revealed no significant effect of acculturation

on the fit preference of any garment category studied-S@bhare test statistics and

associated{values are shown in Tabl®3 and clearly demonstrate the abserfcany

significant effect of acculturation level on fit preference. Thus, no post hoc evaluations were

needed.

Table 103 Chi-Square test results Effect of acculturation level on apparel fit

preferences

Pants Tops Skirts Dresses
ChiSquarel Prob>ChiSq ChiSquare Prob>ChiSq ChiSquare| Prob>ChiSq ChiSquarel Prob>ChiSq
2.6826 0.2615 0.0065 0.9967 1.2414 0.5376 2.6516 0.2656
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Generational Status

To determine the impact of generational status on apparel fit preferences, estpond
were first classified as firstegond,mixed-second, otthird generation based on information
they providedabouttheirp a r eandtheid owrcountry of birth The effect of generational
statuson apparel fit preferences was then evaluated througls@lae testing procedures
described in the methodology.

Tables104throughl107are contingency tables showing the distribution of respondents
within each generation, and their fit preferences (by generation). I@bfecuses on fit
preferences for caalipants, Table 10tr casual tops, TablEO6for casual skirts, and Table
107for casual dresses. To provide a clear indication of the fit preference by generation, the
table shows the number of respondents in each generation who indicated their mdéerenc

fitted, semifitted, and loosgarments, as well as the corresponding percentage of

respondents within each preference level. The tables also show the total number of

respondents in each generatiangdthedistribution oftotal respondents acrosaah fit level.

Table 104 Fit preference bygenerational statuscontingency tablei Casualpants

O/Count Fitted SemiFitted Loose Totals
b of row
First 14 18 6 38
36.84% 47.37% 15.79%
Second 30 38 16 84
35.71% 45.24% 19.05%
Mixed 12 15 8 35
34.29% 42.86% 22.86%
. 10 37 8 55
Third 18.18% 67.27% 14.55%
Totals 66 108 38 212
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Table 105 Fit preference by generational status contingency tabli Casual tops

(yCount Fitted SemiFitted Loose Totals
o of row
First 11 18 9 38
28.95% 47.37% 23.68%
Second 23 47 14 84
27.38% 55.95% 16.67%
Mixed 3 23 9 35
8.57% 65.71% 25.71%
. 9 35 11 55
Third 16.36% 63.64% 20.00%
Totals 46 123 43 212

Table 106 Fit preference by generational statusontingency tablei Casual skirts

(yCount Fitted SemtFitted Loose Totals
o of row
- 12 17 9 38
31.58% 44.74% 23.68%
Second 31 28 25 84
36.90% 33.33% 29.76%
Vied 11 15 9 35
31.43% 42.86% 25.71%
. 13 28 14 55
Third 23.64% 50.91% 25.45%
Totals 67 88 57 212

Table 107 Fit preference by generational status contingency tablie Casual dresses

O/COUM Fitted SemiFitted Loose Totals
% of row
First 10 22 6 38
26.32% 57.89% 15.79%
Second 23 47 14 84
27.38% 55.95% 16.67%
Mixed 6 15 14 35
17.14% 42.86% 40.00%
. 11 26 18 55
Third 20.00% 47.27% 32.73%
Totals 50 110 52 212




As shown in Table$04through107, most respondents, regégss of generation,
preferred emifitted casual pants, tops, skirts, and dresses. Even so, esgpondents of all
generations alsadicated their preference fattéd or looseapparel as well. However, Chi
Square testing revealed no significant effect of generation on the fit preference of any
garment category studied. Chguare test statistiesnd associadd pvalues are shown in
Table 108 and clearly demonstrate the absence of any significant effect of generational
status on fit preference. Thus, no post hoc evaluations were needed.

Table 108 Chi-Square test resuis i Effect of generational status on apparel fit
preferences

Pants Tops Skirts Dresses

ChiSquareg Prob>ChiSq ChiSquare Prob>ChiSq ChiSquare Prob>ChiSq ChiSquare| Prob>ChiSq

8.9805 0.1747 8.402 0.2101 4.9492 0.5503 11.079 0.0860

Research Question 4

Do selected demographic variables of educational level, income, or occupation impact the fit
preferences of Mexican-American women?

Screening questions used in the online suresiricted participation to Mexican
American women between the ages of 18 anfidh the Southwestern US. This screening
kept the demographic variables of gender, age, and geographic region of residence constant
for the entire sample. Additional demographic information was gathered, however, such as
educational level, income, andanpation. ChiSquare tests were performed using the
methodology described in Chapter 3 to determine the effect, if any, of these demographic

factors on the samplebs apparel fit preferen
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Educational Level

As discussed previouslygspondents indicadl their educaticad attainmentby
selectingfromagrouppf fi ve descriptors, hhamnlgd ntgo ffirRPars ti
graduate word&kne ofHotwees erresmondents had an ed
highscho| , 6 so dat a authaas hesGHiuar testscused forrthis fResearch
Questionjnvolved the four educational levelsidigh school graduat&ome college,
College graduatgndPost graduate work.

Contingency tables illustrating the apparel fit preferences expressedgmndents
across the different educational levels were created for each of thgafouent types
studied. Table 108hows therespondet s 6 f i t pr e paats, €abldl®showsor cas
their prekrences for casual tops, Table Tddcasual skirtsand Tablel12for casual
dresses. The tables show the number and percentage of respondents within each educational
level who indicated their preference for each of the three fit levels. $heolmmn and row,
shaded in gng show the total number oéspondents in each educational level find

preference level, respectively.

Table 109 Fit preference byeducational levelcontingency tablei Casualpants

0 e Fitted SemiFitted Loose Totals
% of row
High school 7 1 1 9
graduate 77.78% 11.11% 11.11%
Some college 46 2 22 Lo
32.86% 51.43% 15.71%
College graduate 12 25 12 o
24.4%% 51.026 24.4%%
1 10 3 14
Post graduate work 7.10% 71.4%% 21.4%%
Total 66 108 38 212




Table 110 Fit preference by elucational level contingency tablé Casual tops

(yCount Fitted SemiFitted Loose Totals
o of row
High school 3 4 2 9
graduate 33.33% 44.4%% 22.22%%
Some college 33 81 26 L
23.570 57.86% 18.5%%
College graduate 8 31 10 it
16.30 63.2%% 20.41%
2 7 5 14
Post gaduate work| -1 gy, 50.00% 35.71%
Total 46 123 43 212

Table 111 Fit preference by educational level contingency tablé Casual skirts

Count

o Fitted SemiFitted Loose Totals
b of row
High school 5 2 2 9
graduate 55.56% 22.22% 22.2%
Some college 45 56 39 Lol
32.1%% 40.00% 27.868%
College graduate 1 23 9 e
34.6%% 46.9%% 18.3™0
0 7 7 14
Post graduate worl 0.00% 50.00% 50.00%
Total 67 88 57 212

Table 112 Fit preference by educational levetontingency tablei Casual dresses

0 AL Fitted SemiFitted Loose Totals
% of row
High school 3 3 3 9
graduate 33.33 33.330 33.33%
Some college 35 1 34 140
25.00% 50.71% 24.2%
College graduate 11 29 9 49
22.4%% 59.18% 18.3%%
1 7 6 14
Post graduate worlp 5 1 s 50.00% 42.86%
Total 50 110 52 212
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Overall, respondentsredominantly preferrecesnifitted apparel regardless of
educational level. However, distribution trends within educational levels and across fit levels
suggest that pferences fofitted garments may be affected by educational level.
Specifically for pants and skirts, higbteol graduates most preferred fitgarments, while
respondents who had completed post graduate work were unlikely to prefer this closer fit
level for any gament category. This trend was partially supported in theSghare tests
performed to determine the significance of any effect of educational level on fit preferences.
AsshowninTabld1l3 educati onal |l evel si gnfefencesant | y
for casual pantslt is important to note that JMP issued cautions about the validity of the
Chi-Square results shown in Taldl23due to the uneven distribution of respondents across
cells, which resulted in expected values of less than 5 feasit 20% of the cells.

Table 113 Chi-Square test results Effect of educational levelon apparel fit
preferences

Pants Tops Skirts Dresses

ChiSquare| Prob>ChiSq ChiSquare| Prob>ChiSq ChiSquare Prob>ChiSq ChiSquare Prob>ChiSq

15.558 0.0163* 4.331 0.6320 11.920 0.0638 6.2232 0.3987

Note: * Indicates significance at the 95% confidence level

Post hoc evaluations of the expected versus observed values were performed to identify
the type of effect that educational level hagant fit preferences. Table 1§Aows the
number of respondents in each educational level who indicated their preference for each fit

| evel (ACounto) as wel |l as the number who wo

level under a theoreticalglit r i buti on (AExpectedo) . The val
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the difference between the observed and expected values. Consideration of the deviations
across the table suggest that high school graduates and those who had completed some
college have dierent fit preferences than college graduates and those who have completed
post graduate work. Specifically, respondents in the two lower educational levels were more
likely than expected to prefer fitt@dsual pants, and less likely than expected tiepi@se

fits for their pants. On the other hand, respondents in the higher educational levels were
more likely than expected to preteose fits for their casual pants, and were li&sdy than

expected to prefer fitteplants.

Table 114 Fit preference by educational levelpost hoc evaluationi Casualpants

Count
Expected Fitted SemiFitted Loose Totals
Deviation
. 7 1 1 9
Hé?;‘ dSuC;th' 2.80189 4.58491 1.61321
4.19811 -3.5849 -0.6132
46 72 22 140
Some college 43.5849 71.3208 25.0943
2.41509 0.67925 -3.0943
12 25 12 49
College graduate 15.2547 24.9623 8.78302
-3.2547 0.03774 3.21698
1 10 3 14
Post graduate worlk 4.35849 7.13208 2.50943
-3.3585 2.86792 0.49057
Total 66 108 38 212
Income

The effect of income on appé&fé preference was assessaging informatiorthat
respondents provided in the online survey about their income level. Very few respondents

indicated that their income was over $25,000, primarily due to sampling methods that
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recruited respondentsoim colleges and universities hus, all éta analysisincluding the

Chi-Square testing performed to satisfy this research objeetagperformedising three

income categorieg)nder $25,000$25,000 and abovand would rather nbsay.
Tables115throughll8s how t he sampl eds fit preferenc

organized by income level. Tallldé5shows the fit preferences for casual pants, Tabé

for tops, Tablel17for skirts, and Tablé@18for dresses. These contingency tables show the

numker and percentage of respondents in each income levahdicated their preference

for fitted, semifitted, and loosg@arments, as well as the total number of respondents in each

income level and total number in each fit preference level.

Table 115 Fit preference by incomelevel contingency tablé Casualpants

Count Fitted SemiFitted Loose Totals
% of row
Under $25,000 34.27% 51.05% 14.69%
$25,000 and abovs 27.03% 54.05% 18.92%
Would rather not 7 15 10 82
say 21.88% 46.88% 31.25%
Totals 66 108 38 212

Table 116 Fit preference by income level contingency table Casual tops

Gl Fitted SemiFitted Loose Totals
% of row
28 83 32 143
Under $25,000 19.58% 58.04% 22.38%
8 20 9 37
$25,000 and abovg 21.62% 54.05% 24.32%
Would rather not 10 20 2 32
say 31.25% 62.50% 6.25%
Totals 46 123 43 212
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Table 117 Fit preference by income level contingency tablé Casual skirts

St Fitted SemiFitted Loose Totals
% of row
49 59 35 143
Under $25,000 34.27% 41.26% 24.48%
10 16 11 37
$25,000 and above 27.03% 43.24% 29.73%
Would rather not 8 13 11 32
say 25.00% 40.63% 34.38%
Totals 67 88 57 212

Table 118 Fit preference by income level contingency tablé Casual dresses

Gl Fitted SemiFitted Loose Totals
% of row
31 80 32 143
Under $25,000 21.68% 55.94% 22.38%
10 18 9 37
$25,000 and above 27.03% 48.65% 24.32%
Would rather not 9 12 11 32
say 28.13% 37.50% 34.38%
Totals 50 110 52 212

The conentration of the sample in the Under $25,0@bme level is immediately
apparent in Tables15through118 The tables also clearly demonstrate the overall
prefeence of most of the sample for sefitted garments, regardless iocome level. In
fact, the distribution of respondents across fit preference levels within each income level
largely mirrors the overall distribution of respondents across fit preference levels shown
earlier in Tablé’8. Given these similarities, it it surprising that CHsquare testing
from i ncome

revealed no significant effect

pants, tops, skirts, and dresses. Tahshows the ChEquare test statistics and associated
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p-values summarizing the relatship of income level and fit preference across garment
categories. The lack of any significattects from income levelegates the need for any

post hoc evaluations.

Table 119 Chi-Square test results Effect of incomelevelon apparel fit preferences

Pants Tops Skirts Dresses

ChiSquarg Prob>ChiSq ChiSquare Prob>ChiS(q ChiSquare Prob>ChiSq ChiSquare Prob>ChiSq

5.7343 0.2199 5.5663 0.2340 2.1302 0.7118 4.0261 0.4025

Occupation
As discussed, respondents gelborted their ocupation as one of eight categories (see
AppendixD). Because none of the respondents indicatafts ormilitary as their
occupation, all data analysis related to occupation involved the six categmiadenit,
office, professional / manageriaewice / sales, homemaker, and unemployed.
Tables120throughl23s how t he di stri bution of responc
occupation Tablel20shows pat fit preferences, TablE21 top fit preferenced,able122
skirt fit preferences, and Tahl@3dress fit preferencesThe cells in white show the number
and percentage of respondents in each occupation category who ddtectesemifitted,
and loosdit levels to describe their fit preferences. The last column and row shadesy in gr
showthe total number of respondents in each occupation category and fit preference level,

respectively.
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Table 120 Fit preference by occupationcontingency tablei Casualpants

G Fitted SemiFitted Loose Totals
% of row
50 82 22 154
Student 32.47% 53.29% 14.2%
Office 4 8 6 =
22.22% 44 4%/ 33.33
Professional / 4 12 5 21
Managerial 19.0%% 57.1%% 23.81%
Service / Sales 2 5 0 l
28.5%% 71.43% 0.00%
Homemaker 1 1 1 J
33.33% 33.33% 33.33%
5 0 4 9
Not Employed 55.56% 0.00% 44.45%
Totals 66 108 38 212
Table 121 Fit preference by occupationcontingency tablei Casualtops
coum: Fitted SemiFitted Loose Totals
% of row
39 90 25 154
Student 25.3%% 58.44% 16.2%%
. 4 7 7 18
Office 22.2% 38.8%% 38.8%%
Professional / 1 12 8 21
Managerial 4.76% 57.1%% 38.100
) 1 5 1 7
Service / Sales 14.29% 71.4%% 14.29%
Homemaker 0 2 1 &
0.0 66.670 33.33%
1 7 1 9
Not Employed 11.11% 77.7%% 11.11%
Totals 46 123 43 212
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Table 122 Fit preference byoccupationcontingency tablei Casual skirts

G Fitted SemiFitted Loose Totals
% of row
49 63 42 154
Student 31.8%% 40.91% 27.2%%
Office > o ; 18
27.78% 55.56% 16.6P%0
Professional / 5 7 9 e
Managerial 23.81% 33.3 42.86%
. 3 4 0 !
Servece / Sales 42 .86% 57.1%% 0.00%
Homemaker 0 y N °
0.00% 100.00% 0.00%
5 1 3 9
Not Employed 55.56% 11.11% 33.3M%
Totals 67 88 >/ 2l

Table 123 Fit preference by occupation contingency tablé Casual dresses

cletm: Fitted SemiFitted Loose Totals
% ofrow
40 80 34 154
Student 25 9% 51.9%% 22.08%
. 2 11 5 18
Office 11.119% 61.11% 27.78%
Professional / 4 9 8 21
Managerial 19.0%% 42.86% 38.10%
. 1 5 1 !
Service / Sales 14.29% 71.4%% 14.2%%6
Homemaker 0 3 Y °
0.0 100.00% 0.00%
3 2 4 9
Not Employed 33.3%% 22 2% 44.48/%
Totals 50 110 52 212

Tables120throughl23clearly demonstrate the concentration of respondent®in th

category of mident. This was the due to the recruitment approaches priparfyrmed at
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caleges and universities, which resulted in a large majority of respondbote/ere

studentsand very few in some of the other categories, partiguarvice/ sales,

homemaker, and Not employeiihis high concentration of the sample in one category

resulted inlow expectedralues for many of the cells in the theoretical distribution, which
compromised the validity of CiBquare results used to assess the impact of occupation on fit
preference.Despite this complication, Gi8quare testing showed nagsificant effect from
occupation on the fit preferences respondents expressed for anygafrent types studied.

Table 124shows the results of the C8guare tesisncluding the test statistics and/plues
summarizing the relationship between ocdigqmaand fit preference. Clearly, occupation did

not significantly affect the fit preferences respondents expressed for casual pants, tops, skirts,

or dresses. Thus, no post hoc evaluations were needed.

Table 124  Chi-Square test resultsi Effect of occupationon apparel fit preferences

ChiSquare AnalysisFit Preference by Occupation

Pants Tops Skirts Dresses
ChiSquare| Prob>ChiSq ChiSquare| Prob>ChiSq ChiSquare| Prob>ChiSq ChiSquare| Prob>ChiSg
18.199 0.0517 15.360 0.1195 14975 0.1330 11.597 0.3130

Summary and Discussion
Research Objective 3 focused on obtairargetter understanding of tapparefit
preferences of MexicaAmerican women from the Southwestern hiSweerthe ages of 18
and 25.Using an original fit asssment scale created specifically for this research,
respondents were asked to indicate their gfgnences (from the choices dafdd, semk

fitted, or loos@ for casual pants, tops, skirts, and dresses in an online surkiesyinput was
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analyzed acadling tofour research questiof@ithin RO3) thatdirected the approach and
data analysis procedurasd allowed a bettemderstanthg of the fit preferences of this
market. This section will briefly summarize the findings associatedR@8Bby first
povi di ng an overvi ew oforcdasimkepantssagiopp skiethand f i t pr e
dressesRQ1). The section will then continue withsammary of RQ2 RQ4by discussing
the effecs of physical bodyrelated characteristics, ethnic characterisbcglemographic
factors on theeraneespondentso fit pref
Apparel Fit Preferencesf MexicanAmerican Women
As shown in Tabl&8, most respondents preferreshs-fitted casual pnts, tops,
skirts, and dresses, suggestingtthis grouppreferral a midrange fit that was neither fitted
nor loosen their apparel purchasegor pants, tops, and dresses, over half of the
respondents selected this middle fit level as their preference. For skirts, this fit level was also
most preferred, with approrately 40% of the sample choosing this level.
Thoughsemifitted was most preferred across all garment categories studied, a few
minor differences were observed in the other two fit levels across garment categories.
pants and skirts, almost oti@rd of the respondents preferred thigeld garments, making
this fit level the second most predominant for these two garment categories. For tops and
dresseshowever, no clear disiction between preferences for fitted or loGskevels
existed, withrespondents almost evenly split between these two fit preferences.
Effect of Physical BodRRelated Characteristics on Apparel Fit Preferences
To evaluate the impact of physicalbedye | at ed characteristics

preferences for casual g, tops, skirts, and dresses, the effect of body shape perception,



BMI category, and clothing size was analyzed. Overall, many oE8pondents appeared to
prefer semfitted apparel, regardless of physical be#yated characteristics. This is not
surprising, given the overall preference of the sample for thisramde fit level that was
previously discussed. However, €Bqguare tests and resulting post hoc evaluations
identified several possible trends, specifically related to number and typgpohdents who
preferredfitted and looseasual tops and dresses.

Overall, results of the CiBquare tests suggested that body shape significantly affected
the respondentsod fit preferences for casual
caution about the high number of cells with expected counts below 5, post hoc evaluations of
the observed versus expected values revealed several trends worth mentioning. For instance,
trends suggested that respondents in the shape categories of DiamonRgeCraalgle,

Triangle were more likely than expected to prefer loosely fitted casual tops and were less
likely to prefer closely fitted casual tops. On the other hand, respondents in the Hourglass,
Spoon, and Top Hourglass shape categories were morethieglyexpected to prefer closely
fitted casual tops and less likely than expected to prefer the looser fit. These trends suggest
that respondents who believed they had a more defined waist were more likely to prefer tops
that are more closely fitted, whithose respondents with a less defined waist (and likely

larger in size) were more likely to prefer the loose fitting top.

Results alsshowed that most respondents, regassllof BMI category, preferred
semifitted casual pants, tops, skirts, anésbes. However, Gllquare tests indicated a
significant effect of BMI category specifically on the fit preferences for casual tops and

dresses. Post hoc evaluations within these two garment categories suggested that this effect
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is particularly apparent the Underweight / Normal and Obese categgoand their
preferences foitted and bose garments. While Underweight / Normal respondents were
morelikely than expected to choose fittedsual tops and dresses, Obese respondents were
less likely than epected to choose this fit level as their preference. At the same time, Obese
respondents were molikely than expected to choos®okse fitting casual tops and dresses,
while Underweight / Normal respondents were less likely than expected to sel&ttelied
as their preference.

Finally, results also indicatatiat most respondents, regardlesslothing size, tended
to prefer emifitted pants, tops, skirts, and dresses. HoweverSQhare tests showed that
clothing size significantly affeetd t he sampl eds fit preferences
In both garment categories, respondents in the smaller clothing size categories typically
selecteditted garments more often than expected (under the theoretical distribution), and as
clothingsize increased, respondents were more likely than exptxctedicate a preference
for loose garments. This supports earlier findings in this research related to BMI category,
which showed that largeizedMexicanAmerican femalesvere more likely thaexpected
to choose loosely fitted tops and dresses, while the srsétked respondents were more
likely than expectetb choose closer fitted tops and dresses.
Effect of Ethnic Characteristics on Apparel Fit Preferences

To evaluate the impact of ethiticon t he sampl eds fit prefer e

tops, skirts, and dresses, the effect of acculturation level and generational status was
analyzed. Overall, many of the respondents appeareéfer gemifitted apparel, regardless

of ethnic charactestics. This is not surprising, given the overall preference of the sample for
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this midrange fit level that was previously discussed. Though significant portions of the
samplealso preferredifted and loosgarments, ChEquare testing revealed norsigcant

effect of either acculturation level or generation on apparel fit preferences. Thus, the ethnic
factors analyzed in this study did not appea
casual pants, tops, skirts, or dresses.

Effectof Demographic Characteristics on Apparel Fit Preferences

As discussed, screening questions used in the sheldyhe demographic variables of
gender, age, and geographic region constant for all respondents. However, additional
demographic informatiowas collected, including educational level, income, and occupation,
and the effect of these factors on apparel fit preferences was evaluBt@d itChiSquare
test methods were used to identify possible effects from these variables, and any significant
effects were further analyzed by comparing the observed distribution of respondents to the
expected distribution (theoretical).

Sampling methods used to recruit subjects for the online study primarily focused on
colleges and universitiesontributingto a final sample composed predominantly of students
with relatively low income levels. This concentration of respondents complicated Chi
Square testing to assess the impact of income and occupation on apparel fit preferences. In
both cases, thesefacte di d not appear to significantly
casual pants, tops, skirts, or dresses. To verify this finding, further reseandtich a
greater variety of income levels and occupations are representediainly warrant
However, it isstill important to note that all results from this research indicate no effect from

income and occupation on apparel fit preferences.

31z



While income and occupation did not appear to significantly impact apparel fit
preferences, educatial leveldid appear to impact somethiese preferences. Contingency
tables showing the distribution of respondents within educational level categories and across
fit preference levels clearly illustratethe smp | e 6 s over al |itedcaudler enc e
garments. For most of the garments studied, thisramde fit level was most often
preferred, regardless of educational level. However, relatively large portions of the sample
also ndicated their preferences fattéd andoose garments, and céysnspection of these
respondents suggest a possible effect of educational level on preferences for these upper and
lower fit levels. In particular,Chi-Square tests showed a significant effect of education on
respondentso fit pmrSubsequeatpasthec cdmparison d theu a | pant
observed distribution of respondents to the expected distribution suggests that respondents
with lower educational levels (i.e. high school graduates and those who have completed some
college) were more likely thaexpected tondicate their preference for fittesual pants.
Respondents with higher educational levels werelilesly than expected to prefer fitted
pants and more likely to gfer bose fits instead. While Gldquare testing only indicated a
significant effect of education on pants fit preferences, similar trends were also apparent in
the remaining garment categories. This suggests a possible effect from education in which
respondents with lower educational lewskremore likely to prefefitted garments than

respondents with higher educational levels, who seem more likely to prefeoskét level.
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CHAPTER 5: DISCUSSION AND CONCLUSIONS

This section will conclude the dissertation by briefly reviewing the research purpose

and methods, sumamizing major findings and implications, anposing future research.
Overview of Study

The US Hispanic market is experiencing substantial growth, in size as well as
purchasing power, providing the apparel I ndu
market is largely untapped due to an overall lack of apspesific market and product
information and sometimes prolific stereotypes that pervade the media and literature. While
severaktudies have focused bonh e Hi spani ¢ ¢ o ns upnetrersds,tteppar el
review of literature performed for this dissertation highlighted significant inconsistencies and
conflicting results across studies. This has hindaredp a r e | compani esdo effc
products truly t ar gest €Glaehrlytadditionhl eesearchismeeded. mer s 0

To more completely understand the apparel shopping behavior and preferences of
consumers, a consideration of the attributes they consider important in apparel purchases can
be helpful. An extensiveange of itrinsic and extrinsic attributes have been defined and
studied by many researchers for their important role in apparel product evaluation in the
purchase decision process. The i mportance o0
consumer charactstics including physical bodsize, shape, or related factors, as well as
demographic and psychographic characteristics. In addition, external, or situational factors
can influence the importance attributed to these criteria in apparel purchasessig a re

evaluative criteria preferences can yield interesting insight into apparel preferences of
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individual consumer groups, and can be useful inputs for condomesed apparel product
development.

The attribute of apparel fit / sizing is consistermtiysidered a critical component of
apparel purchases. This multidimensional attribute influences the aesthetic, functional, and
expressive performance of an apparel item, and as such is an important consideration in
apparel design and development. Howeapparel firms often have difficulty incorporating
fit preferences and sizingformation irto apparel product development processes because
these preferences are highly pe@nd subjective, varying based on physical body
characteristics and demoghap and psychographic factors.

As discussed, the relative scarcity of information related to Hispanic apparel
consumerso6 needs and preferences complicates
Knowl edge of t he magfokeadluatite ciitesizin appacel pprehaséseas e n c e
well as their fit preferences can be applied to improve targeted apparel product development
functions. This opportunity ihedriving force behind this dissertation research.

Purpose of Research
The purpose ahis research was to obtain information that can be used in apparel
product development processes for US Hispanic women. Because of their value as inputs to
the product development process (M&8lymlee & Little, 2006; Yoo, 2003), the study
focusedonumelr st andi ng the mar ket ds preferences foc
extrinsic evaluative criteria in apparel purchase decisions. Due to the significance of the
sizing/fit attribute in apparel selection and ultimate purchase satisfaction, the stdy al

included a component aimed at understanding the fit preferences of Hispanic apparel
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consumers. The sample was restricted to Mexfoaerican females between the aged ®f
and 25from the Southwestern US states of Arizona, California, New Mexico, exasT
These restrictions were implemented to confronitite variability within the Hispanic
market and to allovior the analysis athe effects of specific variables on consumer
preferences without confounding variables of age, gender, subculturge@grphy.
Research Objectives

This research was framed by four primary research obje¢R@¥pand associated

research questiorfRQ):

RO1: To explore and model the range of factors that influence or deteconisamer

preferences and the use opapel evaluative criteria in the purchase decision process.

RQL What factors, originating from consumer characteristics, determine consumer

preferences for apparel evaluative criteria?

RQ2 What factors, originating from external or situatb characteristics,
determine consumer preferences for apparel evaluative criteria?

RO2: To determine the most important and determinant criteria used by MeXioarican
women, ages 185 from the Southwestern US, when shopping for apparel.

RQL What criteria are important in the apparel purchase decisions of Mexican

American women when shopping for casual pants, tops, skirts, and dresses?

RQ2 What criteria are determinant in the apparel purchase decisions of Mexican
Americanwomen when shopping for casual pants, tops, skirts, and dresses?

RQ3 Do physical body characteristics, including body shape perception, BMI, or
clothing size impact the importance of criteria used by Mexfaerican
women in apparel purchases

RQ4 Do ethnic factors, including acculturation level and generational status, impact

the importance of criteria used by MexieAmerican women in apparel
purchases?

RQS5 Do the demographic variables of educational level, income, or atonp
impact the importance of criteria used by Mexiganerican women in
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apparel purchases?

RO3: To examine the fit preferences of MexieAmerican women, ages 45 from the
Southwestern US, across a range of apparel product categories.

RQl: DoMexicarRAmer i can women pifefterdffi ored,)| @ oi
pants, tops, skirts, and dresses?

RQ2: Do physical body characteristics, including body shape perception, BMI, or
clothing size impact the fit preferences of MexiAmerican women?

RQ3: Do ethnic factors, including acculturation level and generational status, impact
the fit preferences of Mexicaimerican women?

RQ4: Do the demographic variables of educational level, income, or occupation
impact thefit preferences of MexicaAmerican women?

RO4: To explore the practical applications of gathered market information and product
preferences for apparel product development processes.

Methodology

To satisfy RO1 through RO4, a combination of explumatind descriptive research
and analysis was used. Exploratory analgéisast studies related to apparel evaluative
criteria importance was used to satisfy RO1 tndkvelop a model of the factors that
influence evaluative criteria preferencdesciptive research, in the form of a sample
survey, provided data to better understand the apparel evaluative criteria and fit preferences
of MexicarrAmerican women, thus satisfying RO2 and RCBossible relationships
identified in the model developed agtpaf RO1 were statistically analyzed in subquestions
related to RO2 and RQ3specifically testing whether physical body characteristics, ethnic
factors, or selected demographic variables significantly affected these preferences. RO4

represents the culmation of this dissertation research, focusing on the application of the
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findings from RO1 through RO3 to targeted apparel product development processes for
MexicanrAmerican women, between the ages of 18 and 25 from the Southwestern US.

The restrictionsmplemented in sampling limit the generalizability of all resultth®
submarket of Mexicahmerican women, between 18 and 25 years old from the US states of
Arizona, California, New Mexico, and Texak addition, the study is also limited by the
samping strategies used to recruit study participants, as well as the design of the survey
instrument used to collect data. For instance, primary recruitment of respondents was
performed at colleges and universities in the four US states previouslpnsehtThis
resulted in a sample primarily composed of college students, with relatively low income
levels whose preferences may certainly be different than individuals with other
characteristicsIn addition, theonline administration of the survey throughbrveyGizmo
excluded potential respondents who did not have internet access, and required that
respondents decide for themselves whether to take the survey or not. These restrictions were
implemented in order to conveniently access respondents meetihgdit study criteria of
age, gender, subculture, and geography.

The survey instrument wakesigned specifically for this reseatchprovide the data
needed to satisfy research objectives, but was also associated with several limitations. For
instancephysical body information was sekported by respondents, which may differ from
actual characteristics. In addition, the acculturation measurement scale used to evaluate this
ethnic dimension wasased on language use inaiety of situations and igmedother

measures that can be used to estiraatelturation Finally, the evaluative criteria measure
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developed for the survey involved the rating of-peéected criteria, whicimtroduces a
certain amount of bias ithe ratings given to these criteri
Summary and Discussiorof Results
Research Objective 1
To explore and model the range of factors that influence or determine consumer

preferences and the use of apparel evaluative criteria in the purchase decision
process.

The extensive review oftérature into apparel evaluative criteria studies revealed a
range of intrinsic (aesthetic and functional) and extrinsic (brand image / situational and
expressive / symbolic) attributes that consumers use to evaluate and purchase apparel
products. Differat consumers frequently consider different attributes more or less important
depending on their own personal characteristics or the external environment or situation.
These differences are important considerations when developing and targeting apparel
products towards specific consumer markdigyure27 shows the model that was created to
illustrate the factors that influence apparel evaluative preferences, including the consumer
factors of physical body and related characteristics, demographic, armbgsahic factors.

In addition, the model illustrates the influence of external, or situatmneited factors, on
these preferences.

The model shown in Figui27 is unique due to its inclusion of appasglecific
consideration related to evaluatiméteria preferences. While the impact ehabgraphic
and psychographicharacteristics are commonly incorporatet itnaditionalconsumer
decision process models, physical body and related characteristics are not typkallsd

Given the extent gbast research that demonstrates the influence of characteristics such as



body shape and size, as well as image and cathexis, physical body and related characteristics
warrant specific inclusion in a model of apparel evaluative criteria preferencesedeasth

related to the apparel shopping behavior and evaluative criteria preferences of target market
groups has also shown the dramatic influence of external, or situational factors on consumer
preferences. Some of these situational factors includeoanvental trends external to the
consumer, the details of the purchase decision itself, as well as the methodology used to ask
consumers about their preferences. While the effect of situational factors may often be
model ed i n fgener iodels, the modsl areated as pagt bf ghis regearchm

explicitly includes apparedpecific situational factors.

Body size
Body shape
Body image or cathexis

Physical Body & Relate

Characteristics

Lifestyle Gender

Motivations / Age
Beg;}lfslggjght Psychographic Demographic Geography
Characeristics Characteristics| ~ ©ccupation
Personality Education
Income

Values Ethnicity

Situational Factors

Garment type
Purchase type
Study methodology
Environmental trends

Figure 27: Model of factors that influence apparel evaluative criteria preferences
Note: ceated by the author, 2009
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The model developed to satigRD1 offers a succinct approach to understanding the
full range of characteristics that influence apparel evaluative criteria preferences. While
traditional consumer behavior models include sontbeinformation modeled in Figugy,
the benefit of the model developed in this research is its apg@eeific information.
Apparel companies and researchers who want or need to understand consumer preferences
for and use of evaluative criteria in &ppl purchases can use this model to identify possible
factors that may influence preferences, as well as to guide the methodology they use to
acquire, interpret, and implement information. The model can be used for a variety of target
consumer groups, pviding an indication of some of the factors thrtyinfluence
preferences, and enabling further research to determine the extent and the nature of the effect.
The model shown in FiguiZ7 was an important component of this dissertation
research, guidig the development of subsequent research objectives and the design of the
survey instrument used to collect data. As presented previously, RO2 and R@8 &ocus
obtaining a better understanding of the evaluative criteria and fit preferences of Mexican
American women between the ages of 18 and 25 from the Southwestefs Pp8&rt of these
objectives, the impact of some of the factors modeled in FRjuoa these apparel
preferences was also quantitatively studied. The factors held constant throuihgsant
those analyzed in this research are highlighted in red in FAjur&he external factors of
garment type and study methodology are also highlighted in red because they were
significant considerations in the design of the survey instrument.ifiSpkyg, the effect of

garment type on preferences directed the decision to question respondents about their
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preferences in theategorie®f casual pants, tops, skirts, and dresses. The effect of study
methodology was also considered in the decisiarséoa list of preselected criteria for the
evaluative criteria rating measure.

Research Objective 2

To determine the most important and determinant criteria used by Mexican-American
women, ages 18-25 from the Southwestern US, when shopping for apparel.

Research Objective 2 focused on obtaining an understanding of the importance and
determinance of 20 innsic and extrinsic criteria the purchase of casual pants, tops, skirts,
and dresses. This section summarizes the findings froralj@stive by first reviewing the
importance and determinance of each of the 20 attribR@4 @nd RQR The results of
inferential statistics performed f&Q317 RQ5will then be presented ttiscuss the effect of
physical bodycharacteristics, ethnfactors or demographic variables on the importance
expressed for the individual attributes in the purchase of pants, tops, skirts, and dresses.

The most apparent finding for this objective was the fact that (baseedian
ratings)the majority ofthe sample considered mostedaluative criteria studieat least
somewhat important in the purchase of apparel. This concentration of results towards the
high end of the scale could partially thee to the design of the instrument, which instructed
respndents to rate the importance of a list ofpeéected evaluative criteria. With this type
of rating scale, respondents sometimes indicate increased importance for attributes than may
actually be involved in the apparel purchase decision. This tresdlear in the median

ratings of the attributes across garment categories, which were largely skewed toward the
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higher end of the-point rating scale. To differentiate true importance of these attributes in
an actual purchase decision, alternate metbodseasures may need to be explored.
Intrinsic Aesthetic Attributes

This research showed that overall, intrinsic attributes were very important (and often
more important than extrinsic attributes) in the apparel purchases of Méxirarcan
women. This supports previous findings by Eckman et al. (1990), Fiore & Damhorst (1992),
and Szybillo & Jacoby (1974), which noted the incrdasgortance of intrinsic over
extrinsic attributes in apparel purchases.

Aesthetic attributes, in particulagceved very high ratings and were considered very
important, and often critical, in the purchase of casual pants, tops, skirts, and dresses. While
median ratings used to denote importance were consistently high across garment categories,
comparative and siatical analysis performed in this research suggesthkeatategory of
aesthetic attributes may be relatively less important in the purchase of pants and more critical
in the purchase of dresses.

Color / pattern Results showed that Mexicgmerican women considered Color /
pattern critically importanin the purchase of casual topkirts, anddresses, anslightly less
important, though still important, farasual pants. Thettribute may be considered less
important for pantslue to the realced color offerings typically found in the market for pants.

Traditional Hispanic stereotypes and past research (D'Innocenzio, 1997; Korzenny &
Korzenny, 2005; Perdomo, 2003; Pliagas, 2004) suggests that Hispanics prefer bright colors
and bold prints.While this research did not obtain information regarding specific color or

print preferences, it did confirm the importance of @wdor / pattern attribute across garment
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categories. Additional research should be conducted to identify the color tan@sran
design preferences of this market.

Styling Thisaestheti@attributewas also considered critically important in the
purchase otasual tops, skirts, and dressas] slightly less important (though still
important) in the purchase of ganStatisticalanalysis using Wilcoxon signed rank tests
reveded that the sample considered Stylmgst important, comparatively, for dresses and
less and important for pants. This opinion may be a reflection of the market offerings in
these garmentategories, in which a larger variety in styles exists for dresses than for pants.

Appearance.Respondents rated and ranked this attribute very high in importance,
relative importance, and determinance in their purchases of all garments types gudied.
study conducted by Cotton Incorporated in 2005 detexdithat Hispanics considered
Appearance more important than Comfarapparel purchases. In this study, relative
importance rankings seemed to support the 2005 finding® Appearance was consatly
ranked second most important (behind Fit / sizing) across garment categories. However,
when respondents were asked to specify the most important, or determinanteatinibut
their apparel purchases, Comfaeteived mee citations thappearance This lower rating
in determinance suggests that regfnts in this study considered Comfiartbe more
determnant at point of purchase thappearance.

Beauty / attractivenesslhough not particularly determinant jdfattribute was
consideredritically important in the purchase of casual tops and dréssesl ormedian
ratings. Beauty / attractiveness was also considered important, but slightly less important in

pants and skirts purchases.
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Intrinsic Functional Attributes

Whereas the a#feetic attributes studied were consistently considered important, and
often critical, in apparel purchases, more disparity was apparent in the category of functional
attributes. Past research has shown timatinsic aesthetic attributes were considerearen
predominantly than many functional attribute@pparel purchas¢BeKlerk & Lubbe,

2008; Eckman, 1997; Eckman et al., 1990; Morganosky, 1984; Morganosky & Postlewait,
1989). While overall trends shown in the current research might support theSedoags,
several of the functional attributes considered as part of this study were considered critical
and determinant in apparel purchases.

Fit / sizing. Of all of the attrilutes studied in this resear¢ht / sizingwas clearly
considered the mbgmportant and determinant attribute in apparel purchases. For every
garment category studied, this attribute received the highest ratings in importance, as well as
the highest rankings in relaévmportance and determinancEae highimportance
attributed to Fit / sizingupports an earlier study by Pasarell (2005) and Cotton Incorporated
(2006b). In these studies, researchers determined that fit was a critical factor for Hispanics
whenapparel shoppingResults of the current research also indittzdethe Mexican
Americansubgroup studied also consid€&it/ sizinga critical attribute in apparel purchases.

Quiality (construction, durability, workmanshipJhis attribute was important, though
not criticalor especially determinanin the purclse of casual pants, tops, skirts, and
dresses. \lltoxon signed rank tests and a comparison of the relative importance of this
attributeacrosshe garment categoriestudied showed th&uality (constration, durability,

workmanship)vas comparativelynore important in the purchase of pants and tops than
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skirts and dressed his finding may reflect the function of pants and tops as staple apparel
items that may experience more wear, and thus demand higher quality, than-the less
frequently worn skirts andresses.

The importance attributed @Quality (constration, durability, workmanshigh this
study supports previous research by Bellenger & Valencia, 1982, Cotton Incorporated,
2005b, and Herbig & Yelkur, 1997. These past studies have shown tpanhldsdesire
high quality and durability in their apparel products, and this study also indicated the
importance of this attribute.

Ease of care Respondents considered this attribute important, though not critical, in
apparel purchasesdowever, investigation of the relative importance and the determinance
of this attribute revealed that it was one of the lowest ranked in relative importance and not
determinant in the apparel purchasemostrespondents. This suggests that, while the
medan ratings used to assess overall importance indicated that respondeidisr ¢biss
attribute importantzase of care is likely not an attribute that is heavily influencing apparel
purchases for MexicaAmerican women.

Findings in this study partigl support earlier findings by a 2002 study by Cotton
Incorporated, which showed that care instructions were considered less important for
Hispanics than other ethnic groups studied. Wheniderisg median ratings of Ease of
care,this attribute was shawto be important in apparel purchases for the Mexican
American subgroup studied in this research. However, a consideration of the relative
importance and determinance clearly shows that this attribute is less influential in apparel

purchase decisions thamany of the other criteria considered in this study.
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Comfort This attribute was deemed critically important in the purchase of casual
pants, skirts, and dresses, and at least moderately important in the purchase of casual tops
Wilcoxon signed rankests and comparison of relative importance of this attribute across
garment categoriesuggest a decreased importance for Comifothe purchase of casual
tops, specifically compared to pants and skirts. It appears that respondents are somewhat
more cacerned with comfort when shopping for apparel bottoEhen with these slight
differencesthis attribute was consistently considered a determinant attribute across garment
categoriesand was clearly an attribute that heavily influeshapparel purchasgecisions

A 2005 study conducted by Cotton Incorporated showed that Hispanics considered
comfort less important than appearance in the purchase of apparel. In research conducted as
part ofthe currenstudy, these findings were partially supportecewlonsidering the
relativeimportance of the attributeg\ppearance wasonsistently ranked higher than
Comfortin relative importance across garmeatagories. However, while thgpearance
attribute was rated andmked very high in importance, Comfavas onsistently ranked
higher than Appearande determinance. This somewhat contradicts the earlier Cotton
Incorporated findings, although this research did show that both of these attributes are among
the most important and determinant attributessaered in purchases.

Fiber content / fabrication This attribute was consistently the lowest rated of all of the
intrinsic criteria studiedyith respondents consideringnigither important nor unimportant in
their casual pants, tops, and skirtsghases Respondents rated this attribute slightly higher
in importance in dressgmirchasesOverall, however, this attributgas neither a particularly

important nor determinant attribute in the purchase of casual pants, tops, skirts, nor dresses.
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Past research studies have suggested that Hispanics prefer natural fibers, such as
cottons over mamade materials (Pasarell, 1995; Wexler, 2004). A 2002 study conducted
by Cotton Incorporated, however, indicated that fabric content seems to be ledantfpo
Hispanics than other ethnic/racial groups that they studied. The research conducted as part of
this study seems to support Cotton I ncorpor a
market subsection sangal in this research considered Fibentent / fabricatiomeither
important nor determinant for any of the garments studied.
Extrinsic Brand / Situational Attributes

As summarized above, almost all of the intrinsic attributes were considered quite
important, and often determinant, in theqhase of each of the four garment types studied.
While median ratings ascribed to the entire range of intrinsic and extrinsic attributes tended
to skew to indicate almost widespread importance, more variability in the ratings and lower
degrees of importace and determinance were observed overall for many extrinsic attributes.
Versatility with existing wardrobeThis attibute was considered important, though

not criticalin the purchase of casual pants, tops, and skirts. However, its rating in the
purchase of dresses fell in the middle of thedint scale, suggesting that the sample
considered this attributeeither unimportant namportant when purchasing dresse
Assessment of the Wilcoxon signethk tests and the relative importance rankingshéur
support the decreased importance placed on this attribute in the purchase of Gesses.
t hat dresses are garments that cover the upp
versatility with other items in the wardrobe may not be as irpbfor dresses as it is in the

purchase of pants, tops, and skirts.
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Price. The criteria of Pricavas the highstrated of all extrinsic attributes studied
and among the highest rated of all of the 20 attributes. This attribute was consistently rated
towards the higher end of the rating scale, and was considered critically important in the
purchase of pants and topdlilcoxon signed ank testsand comparison of relative
importance rankingshowed thaPrice was significantly less important (though no
unimportant) in the purchase of dresses than for pants and Dgspite the fact that this
study particularly focused on casual apparel itemsj¢iceeased importance of Prioe the
purchase of dresses could possibly be due to the more commdithiseype of garment
for Aspeci al occasi on essofamissye. SimilarlPriedhmaglhle pr i c e
most important for staple wardrobe items that are worn more frequently, such as pants and
tops. Though these differences in importance agldive importance were apparent, Price
was clearly determinant in apparel purchases, ranking second in determinance, regardless of
the garment type studied’he determinance of this attribute is not surprising, particularly
when considering the econa@renvironment at the time of this study.

The results of this research support earlier findings by Minger (1994) and Cotton
Incorporated (2002), which determined that price was a very important attribute for Hispanic
apparel consumers. However, a 1881y by Herbig & Yelkur indicated that price was less
important than quality and durability in apparel purchases. Results of this current research
do nd support these findings, witPrice rated and ranked higher overall than Quality
(constriction, duraliity, workmanship)in relative importance and determinance.

Brand name / store namé®verall, this attributevas not important for most

respondent sé apparel pur c h2and8sThis attiibtitdhhwas onsi st



rated relatively lgher in importancen purchases of pants and tops tharskirts and

dresses This attribute may be more important in the purchase of pants and tops because of
the multiple fit concerns that often plague pant shopping, and because these two types of
garnments are some of the most frequently worn garment it@uoth of these tendencies may
increase brand or store reliance by consumers.

Herbig & Yelkur, 1997, Kim & KangPark, 1995, and Kim et al., 2007 reported that
overall, the Hispanic market is veryadmd loyal, tending to purchase wktiown brand name
items and hesitating to switch from these brands. For the subsection of the Hispanic market
studied in this research (Mexic@merican females, 185, from the Southwestern US), this
behavior was nosupported, with Brand name / store nasoasidered largely unimportant in
apparel purchases, particularly when compared to some of the other attributes. The results of
this study seem to more closely align with a study performed by Levitan (n.d.) and Cott
Incorporated (2002), which found that Hispanic youth were known to switch brands more
often than older Hispanics, and that brand was secondary to price, fabric, and care
instructions, respectively.

Country of origin. This attribute consistentlyeceived the lowest median ratings,
lowest relative importance rankings, and next to the lowest determinance rankings across
garment categories. Clearly, tt@mple irthis research did not considéountry of origin
important for all apparel purchases.

Extrinsic Expressive / Symbolic Attributes
Analysis of thesevenexpressive / symbolic attributes showed that when considered as

a group, these criteria were comparatively less important in the purchase of apparel than the
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other categories of criteria. Mle at least one of the attributes in each of the other categories
was considered critical in the purchase of certain apparel items, none of the seven expressive
/ symbolic attrintes posted a median rating%ofor ary of the garment types studied.
Trends in importance for many of the attributes in this category showed that expressive /
symbolic criteria were considered least important in pants purchases and most important in
the purchase of dresses.

Appropriateness for end us&his attribute was impdant in the purchase of casual
dresseshut considered neither important nor unimportargurchases afasual pants, tops,
and skirts Overall, Appropriateness for end usasalso not ranked especially high in
relative importance or determinance ad bt appear to bamong the most important
attributesconsidered in apparplurchase

Suitability for the individual.The sample indicated that this attribute waportant in
the purchase of casual pants, tops, skirts, and dréage®t partialarly high in relative
importance and determinance (when compared to the remaining attribDesgie identical
medianratings, Wilcoxon signedank tests (as well as relative importanaeking9
indicated thaBuitability for the indvidual was signiicantly more important in the purchase
of pants compared to tops and skifBecause of the variety of factors that respondents
mi ght consider in determining fisuitability, 0
increased imprtance for pantsSuitability for the individuatould possibly be related to the
fit of the garment, how it suits the body, o
many people report in shopping for pants, respondents could postilblytatgreater

importance tdSuitability for the individual when shopping for this type of garment.
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Sexy.The attribute Sexwas considered important in all garment categories except
pants,and was significantly more importaiar purchases abps, skirts, and dresse®ne
pattern revealed through Wilcoxon signed rank tests and relative importance rankings
showed that this attribute was least important in pants purchases and increased in importance
for tops, skirts, and then dress@hesefindings are not too surprisy, given that casual
pants are staple items in many wardrobes, and would be less frequently used to demonstrate
sexiness. Dresses would probably be more commonly used to express this quality.

Fashionability. This attibute was considered importdot eachof the garment types
studied though trends highlighted by Wilcoxon signed rank tests and relativetampe
comparisons showed that Fashionabivgs significantly less important in the purchase of
pantsandincreased in importance when movingrfr the categories of tops to skirts, and
then dressesBecause pants designs and offerings in the marketplace are not as varied as
those in categories of tops, skirts, and dresses, and because pants are commonly viewed as a
staple item in many wardrobéleymay not be as commonly used (as dresses and skirts, for
instance) to make a fashion statemeéxeverthelesg-ashionability wasated and ranked
very high in importance, relative importance, and determinance and was clearly considered
importartinres p o n dirapgarel@purchases.

Individuality / uniguenessThe sample indicated that this expressive / symbolic
attribute was important, though not criticaldeterminantin apparelpurchase Similar
trends were apparent for this attribute agghn this category, in which Individuality /
uniquenessvas relatively less importairt the purchase of pan@nd increased in

importance fotops, skirts, and then dresses (for which it was rahigdtest). As discussed
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for the previous attributes this category, the lower importance observed for pants,

particularly compared to dresses, may be due to the more common function of dresses as
statement pieces and pants as a basic or staple apparel item. It may also be a reflection of the
lower varietyin designs and styles in the pants market, which would decrease the likelihood

of their use to express individuality or uniqueness.

The importance attributed to Individuality / uniquengggports earlier findings by
Chattals & Harper, 2007. In thestudy, they determined that Hispanic youth desire fashion
that is unique, and consider this uniqueness a method @hgession. The Mexican
American sample used for this research was also quite youth(I&ars old)and also
considered Individualt/ uniquenessmportant in apparel purchases.

Promotes high selsteem.Respondents considered this attribute impoytiaough
not critical or determinani the purchase of casual pants, tops, skirts, and dreAgam,
this expressive / symbolattribute was relatively more important in purchases of skirts and
dresses and less important for pants and tQassidering the more common function of
skirts and dresses as items worn for special occasion wear, this finding is somewhat
understandable.

Pleasing to othersThis attributewas neither considered important nor unimportant
most respondenta garment purchases. It was also ranked low in relative importance and
determinance, suggesting tihd¢xicanAmerican women in this sample didtrconsider
ot her s 6venyimportantanrthe purchase of apparel, particularly compared to other
attributes used in the apparel purchase decigfoevious patterns noted among many of the

expressive / symbolic attributesere also observed for thastribute, in whichHPleasing to
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otherswas considered significantly more important for dresses than tops and pants, and
significantly less important for pants than skirts and dresBeis. makes sense, given that
dresses might be more often used in $ibus in which people want to express something
about themselves or make a statement through
opinions may be more important than in situations in whaduapants and tops are most
commonly worn (such as evelgy wear).
Effect of Physical BodRRelated Characteristics on Evaluative Criteria Ratings

As modeled in Figur@7, physical body and related characteristics may influence
apparel evaluative criteria preferences. This sexd@uaté the impact of phsical body
related characteristiad body shape perception, BMI category, and clothing sizé@n
importance attributed to intrinsic and extrinsic criteria when purchasing casual pants, tops,
skirts, and dresse®verall, very little evidence was uncaed to indicate a significant
effect of any of these characteristics on evaluative criteria ratings. This is most likely due to
the skewed median ratings for most of the evaluative criteria, which seemed to suggest that
respondents, regardless of phystwadly perception and characteristics, agreed that most of
the attributes studied were at least somewhat important in the purchase of apparel.

For instance, resul&howed that onlthe two attributes of PricendPromoges high
self esteenseemed to beff@cted by body shapand onlyin the purchase of casual tops and
dresses, respectively. Given the very large number of KrYgkdls tests performed, and
the large number of subsequent pairwise comparisons performed to determine the source of
the signficance, these significant results should be interpreted with some hesitation. The

lack of any strong pattern in significance for any attribute or garment category certainly
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suggests that body shape perception had little effect on the evaluative @ttega
provided by the sample in this study.

In addition,only six significant relationships were notemldemonstrate an effect of
BMI on evaluative criteria ratingsnd only in the garment categories of tops and skirts.
Given the multiple KruskaWallis and pairwise comparisons conducted as part of this
research question, it is quite likely that some of the significant relationships uncovered are
actually the result of random error, rather than actual effects of BMI. The only possible
pattern reealed through this testing related ke importance of the attribute Pleasing to
othersin the purchase of tops and skirts. Obese respondents considered this attribute less
important than their Underweight / Normal and Overweight counterparts.

Finaly, out of the 80 KruskaWallis tests performed to assess the effect of clothing
size on ratings, onlfour significant relationships were identified. All of the relationships
involved attribute importance in the purchase of tops and skirts, thougreneh@iming
pattern emerged in these relationships. Findings suggest that respondentsnaltér size
ranges considdfiber content / fabrication and Price less important in tops purchase than
respondents in the larger size ranges. The oppesiten was suggested for the Pleasing to
othersattribute, which seemed more important for respondents in the smaller size ranges and
less important for those in the larger size ranges. However, these findings should be
analyzed with caution, considering tla@de number of Kruskava | | i s ANOVAGs and
subsequent pairwise comparisons performed for this research question and the small number

of significant relationships found overall.
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Considering the findings related to physical bodlated characteristics onetvhole,
a few interesting patterns are worth mentioning. For example, none of the three body
characteristics significantly affected attribute ratings in the purchase of pants. Several
significant relationships were noted in the purchase of the remaanmngent types, with the
large majority of significant findings noted for casual tops and skirts purchases. This trend
suggests that the respondents6 perception of
more often affected their preferences whbopping for tops and skirts. Another interesting
trend involved the importance attributed to the two critétramotes high self esteem and
Pleasing to others. While not true for every shape and size category across all garment types,
a very large marity of findingssuggesthat overall, respondents considered Promotes high
self esteem more important than Pleasing to ofhdieeir apparel purchases, no matter their
shape or size. However, this difference in importance appeared to be more sulietant
respondents who perceived themselves to be larger in body shape or size. In these cases,
larger respondents ascribed less importance to the impact a garment might have on others
than smaller respondents. The significant effects of BMI categakrglathing size on these
two attributes, considered along with the pattern observed for these two attributes across
body shape categories, lends some support to this belief.

While these patterns are interesting, the overall insignificance of physthaldlated
characteristics on attribute ratings should be reiterated, and further analysis is warranted to

confirm any real effects.
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Effect of Ethnic Characteristics on Evaluative Criteria Ratings

As modeled irFigure 27 demographic factors, includirgghnicity, may influence
apparel evaluative criteria preferences. This study, with its focus on the US Hispanic market,
further studied the effect of ethnic dimensions of acculturation level and generational status
on evaluative criteria ratings for cagpants, tops, skirts, and dress€&yverall, very little
evidence was uncovered to indicate a significant effect of any of these characteristics on
evaluative criteria ratings. This is partially due to the skewed ratings for most of the criteria,
which suggestedthat respondents, regardless of acculturation or genergglbtinat most of
the attributes studied were at least somewhat important apghegelpurchass

When considering the impact of acculturation level, Wilcoxon rank sum tests id&ntifie
only three significant relationships across all attributes and garment categories studied. This
very small number provides little evidence for an effect of acculturation level on attribute
importance, though the relationships found suggested the pidgsiban acculturabn
effect on the importance of Appropriateness for end use and Pleasing tdrodwne
garment purchaseslighly acculturated respondents considefggpropriateness for end use
significantly less important in their purchases afitgand tops than lowly acculturated
respondents. In addition, highly adewhted respondents considered Pleasing to others
significantly less important in the purchase of dresses than lowly acculturated respondents.
While these significant findings wemot repeated across all garment categdtiey do
suggest that highlgicculturated respondents considered these two attributes less important
than lowly acculturated respondenturther research should be conducted to fully

understand any possibleegdt on the two expressive / symbolic attributes discussed above.
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Past research investigating the effect of acculturation level on evaluative criteria
importance suggests that lowly acculturated Hispanics consider brand name more important
than highly acualturated Hispanics (Deshpande et al., 1986; Solomon & Rabolt, 2004).
However, no similar effect of acculturation wasntiged in this research, witBrand rame /
store nameonsidered neither important nor unionfant (with median ratings &) in pans
and tops purchases, no matter the acculturation level. In addition, median ratings were the
same across acculturation levels for this attribute in the purchase of skirts and dresses.
Respondents, regardless otalturation level, considered Brand nahstore naméairly
unimportant (with median ratings of) &hen shopping for these apparel items. In addition,
research by Minger in 1994 suggested that Hispanics who stronglyfydeithi the Hispanic
rather than US culture seem to consider price rheawilythan Hispanics who strongly
identify with US culture. However, the current research showed that all respondents,
regardless of acculturation level, coresiBrice very important, and often critical in their
apparel purchases.

The KruskalWallis and subsequent post hoc comparisons performed for this research
guestion yielded seemingly scattered results regarding the impact of generational status on
evaluative criteria importance. Results showed that the majority of the significant effects of
gererational status on attribute ratings involved pants purchases sogdgest generational
status most commonly affected evaluative criteria preferendhe purchase of casual
pants. However, the relatively low number of significant relationdlepsidering the many

statistical tests performed)minishes the practical importance of the impact found.
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If generational status substantially affected evaluative criteria ratings, one might
anticipate trends in which preferences were most differentdeetfivst and hird generation
respondents, with slight diffemees following the trend among second anxeaksecond
generation respondentslowever, no overwhelming pattern emerged either within or across
garment categories or attributesducing theikelihood of a significant effect of generational
status on evaluative criteria preferences.

In summary, the ethnic factors of acculturation level and generational status did not
overwhelmingly impact the importance attributed to the 20 intrinsic sinoh&c evaluative
criteria in apparel purchases. When the findings from the two characteristics are considered
together, the @easlnylvdsthe impodadce of Approprisemess for end
usein pants purchases. Respondents in the lowlagcation category considered this
attribute significantly more important than respondents in the hightarcatibn category.
Similarly, first generation respondentsh{o were also likely in thliow acculturation
category) considered this attribute momportant tharsecond andhird generation
respondents. This suggests that respondents less connected to US culture (either through
accultuation or generation) consider Appropriateness for enanase important in pants
purchases than respondents wheraore strongly connected to US culture. However,
further research would be advantageous to strengthen the validity of these findings.

Effect of Demographic Characteristics on Evaluative Criteria Ratings

As modeled in Figure 2@nd widely reported ithe consumer belvior discipline (see

Appendix A), demographic factors can influence apparel evaluative criteria preferences. The

demographic variables of age, gender, ethnic subculture, and geography were held constant



in this studythrough the use of seening questions in the survey instrumerilowever, this
component of the study focused on the effect of the demographic characteristics of
educational level, income level and occupational categogvaluative criteria preferences.
Several significat relationships were discovered through statistical analysis, though some of
these should be interpreted with caution. Methods utilized to recruit respondents enlisted the
help of representatives at colleges and universities across the SouthwestasultiSgrin a
sample made up of predominantly college students, with relatively low income levels. Thus,
sample sizes for some of the other categories used to define educational level, income, and
occupation were quite low, and occasionally contributesigioificant findings that were of
little practical importance.
No significant effect from income was found in any of the 80 Kru®¥allis tests

performed across garment categories and attripcieesly indicating thaincome did not
impact themportance of evaluative critediar this sample oMexicanAmerican women.

In assessing the impact of educational level, only one of the thirteen significant
relationships involve@xtrinsic attributes. Of the relationships that noted a signifefedt
of educational level on extrinsic attributes, 11 involved expressive / symbolic attributes. This
suggests that educational level more commonly impacts the importance of expressive /
symbolic attributes in apparel purchases.

Someof the signifi@nt relationships uncovered through statistical analysis may not be

of practical importance given the large number of KrusKallis tests and multiple post hoc
comparisons performed, and the fact that many of the findings lacked any real pattern across

garment categories, attributes, or educational levels. However, several possible trends
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related to the impact of educational level on evaluative criteria importance were suggested by
this research. For instance, in the purchasewéral garment categosithe expressive /
symbolic attributes ofFashionability, Individuality / uniqueness, aRcbmotes high self
esteenweremore important for Mexicamerican women with lower educational levels,
and less importaras educational level increasedowever, gzen the low number of
respondents in some of the educational l evel
graduate work, o and the multiple statistical
further investigated in future research to provittere convincing evidence.

Statistical analysis of the effect of occupation on evaluative criteria importance was
also compromised by the small sample sizes in a number ofaitmed categories,
including service / salespmemakerand rot employed However, severarends were
apparent which suggest that occupation may indeed influence the importaboéeaktto the
two criteria of Individuality / uniqgueness aRtdomotes high self esteem. Results showed
that students consistently considetiegse two attributesignificantly more important than
office and professional / managerial workers when shoppingeftain apparel itemsThese
findings imply that MexicasAmerican students more commonly focus on expressing their
individuality and improwung their self esteem when shopping for apparel than office and
professional / managerial workers. These findings mirror earlier effects shown by
educational level on these same two attributes. This is not surprising, however, because
many of the respondés in the relatively lower educational levels are also students, meaning

that it is likely that many of the same respondents are contained in both categories.
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In summary, the concentration of evaluative criteria ratings toward the high end of the
5-point rating scal@nd the concentration of respondents in cefteiependent variable
categoriexompromised the results of statistical analyses performed to analyze the effect of
physical body characteristics, ethnic factors, and demographic variablesloatie criteria
preferences. Multiple analysis procedures were performed to determine the influence of each
independent variable on the ratings attributed to the criteria across garment categories. This
very large number of tests increased the chaheeType | error, and resulted in some
findings that should be interpreted with caution. To more fully understand the possible
impact of these variables on evaluative criteria preferences, additional research using
alternative measures or approachesabdader range of respondents should be performed.

While additional research would strengthen the validity of findings related to the effect
of the dependent variables on evaluative criteria preferences, apparel firms can certainly use
the results sbwing the importance and determinance of the individual criteria in their
apparel product development processes.

Research Objective 3

To examine the fit preferences of Mexican-American women, ages 18-25 from the
Southwestern US, across a range of apparel product categories

Research Objective 3 focused on obtairarigetter understanding of the apparel fit
preferences of MexicaAmerican women from the Southwestern US between the ages of 18
and 25. Using an original fit assessment scale created spégifocahis research,
respondents were asked to indicate their fit preferences (from the choiittesipgem

fitted, or loosg for casual pants, tops, skirts, and dresses in an online survey. This section
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summarizethe findings associated with RQy first provding an overview of the total
sampl eds f fortcasyakpantseap® skict and dresB€3l]. The section will
then continue with a summary BRQ21 RQ4by discussig the effects of physical body
characteristics, ethnic characteeti i cs, or demographic factors o
Apparel Fit Preferences of Mexicakmerican Women

Most respondents preferreesiitted casual pants, tops, skirts, and dresses,
suggesting that this group preferred a4radge fit hat was neither fitted nor loose in their
apparel purchases. For pants, tops, and dresses, over half of the respondents selected this
middle fit level as their preference. For skirts, this fit level was also most preferred, with
approximately 40% of theample choosing this level.

Given some of the stereotypes that traditionally suggest that young women and
MexicanAmerican women often prefer fitted garments, this preference for-aamge fit is
an important finding. However, substantial portiontghefgroup also preferred fitted and
loose fit levels in many of these garments, showing variability within the market that may be
due to some of the factors that were testd’@Q21 RQ4of this Research Objective.
Effect of Physical BodRRelated Chaaicteristics on Apparel Fit Preferences

Because fit preferences can vary so much, the effect of body shape perception, BMI
category, and clothing size was evaluated in this resed@sterall, many of the respondents
preferred semiitted apparel, regardés of physical bodyelated characteristics. However,
Chi-Square tests and resulting post hoc evaluations identified several possible trends,
specifically related to number and &pf respondents who preferred fitiadl loosecasual

tops and dresses.
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Overall, results of the CiBquare tests suggested that body shape significantly affected
the respondent sd f i tPosthocevakatiens af thesexpeabed versuss u a |
observed values suggestedtthespondestwho believed they hadnaore defined waist (i.e.
Hourglass, Spoon, and Top Hourglass) were more likely to prefer closely fitted tops than
respondents with a less defined waist (i.e. Diamond, Oval, Rectangle, and Triangle), who
preferred the loose fitting top.

These findingsgport previous research conducted by Anderson et al. in 2001 that
also considered the effect of body shape perception on the fit preferences of college
undergraduate students. Their research showed that respondents who indicated that they
were Hourglass shape preferred more fitted clothing, while those who considered
themselves Inverted Triangle shapes preferred looser fitted clothing. Their findings are
similar to the results shown in this research: respondents who considered their waist to be
moredefined chose fitted clothing, possibly to enhance their bodies, while respondents who
considered themselves to be larger or with a less defined waist chose loose clothing, possibly
to conceal perceived figure flaws.

Mostrespondents, regardless of BMitegory,alsopreferred semifitted casual
pants, tops, skirts, and dresses. However3gjuiare tests indicated a significant effect of
BMI category specifically on the fit preferences for casual tops and dresses. Post hoc
evaluations within these twagnent categories suggested that Underweight / Normal
respondents were morikely than expected to choose fittealsual tops and dressedyile
Obese respondents warerelikely than expected to choosmse fitting casual tops and

dresses This trend &early suggests that largsized respondents were more likely to select
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loosely fitted tops and dresses, possibly to conceal perceived figure flaws. Underweight /
Normal respondents, on the other hand, were more likely to select closer fitting tops and
dresses, possibly to enhance their figures rather than conceal them.

The trends highlighted in this research related to BMI category and fit preference
support previous research by Chattaraman and Rudd in 2006. In the 2006 study, researchers
reported tharespondents of a larger size tended to prefer garments with greater body
coverage and looser silhouettes. The current research supports these findings by showing
that (at least for casual tops and dresses) Obese respondents were more likely thah expecte
to prefer loosely fitted clothing.

Results also showed thabst respondents, regardless oftlting size, tended to prefer
semtfitted pants, tops, skirts, and dresses. HoweverSgjuiare tests showed that clothing
size significantly affected th@easmp | e6s f it preferences for cas:
garment categories, respondents in the smaller clothing size categories typicakylselec
fitted gaments more often than expectadd as clothing size increased, respondents were
more likelythan expectetb prefer loosgarments.

When the effects of these three physical boglgted characteristics are considered
together, a deite pattern emerges. Whilemifitted garments were the clear preference
for most MexicarAmerican females stied, regardless of physical body characteristics,
Chi-Square testing indicated a significant effect of body shape on fit preferences for casual
tops, and significant effects of BMI and clothing size on fit preferences for casual tops and
dresses. Post b@valuations suggested that respondents form their fit preferences for these

garments based on their perceived body shape and size. Loosely fitted garments seem to be
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more favored by those who are larger in shape or size, possibly to conceal pergered fi
issues. On the other hand, closely fitted garments seem to be more favored by those who
have narrow waists and smaller body sizes. These respondents may be more likely to choose
fitted garments in order to conform to their shapes and sizes aed fihegir smaller bodies.
Effect of Ethnic Characteristics on Apparel Fit Preferences
Though the ethnic factor of subculture was held constant through the use of screening

guestions, the effect afcculturation level and generational statnsapparel fit peferences
was analyzed. Overall, many of tlespondents appeared to prefemsfitted apparel,
regardless of ethnic characteristics. Though significant portibtie sample also preferred
fitted and loosg@arments, ChEquare testing revealed norsigcant effect of either
acculturation level or generation on apparel fit preferences. Thus, the ethnic factors analyzed
in this study did not appear to influence th
tops, skirts, or dresses.
Effectof Demographic Characteristics on Apparel Fit Preferences

As discussed, screening questions used in the survey held the demographic variables of
gender, age, and geographic region constant for all respondents. Hdaheetfect of
additional demograpb factors including educationdével, income, and occupati@m
apparel fit preferences was evaluatethis research objective

As discussed in the methodology, recruitmfenthe online study primarily focused on
colleges and universities, coftniting to a final sample composed predominantly of students
with relatively low income levels. This concentration of respondents complicated Chi

Square testing to assess the impact of income and occupation on apparel fit preferences. In
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both cases,thedeact or s di d not appear to significant
casual pants, tops, skirts, or dresses. To verify this finding, further research, in which a
greater variety of income levels and occupations are represented, is certaiatyted

While income and occupation did not appear to significantly impact apparel fit
preferences,Cbquar e tests showed a significant eff
preferences for casual pantSpecifically, espondents with lower educatal levels (i.e.
high school graduates and those who have completed some college) were more likely than
expected tondicate their preference for fittezhsual pants. Respondents with higher
educational levels were leskdly than expected to prefettéd pants and more likely to
prefer loosdits instead. Whilghis significant effect was only noted for pants fit
preferencessimilar trends were also apparent in the remaining garment categories. This
suggests a possible effect in which respondeiitslawer educational leve were more
likely to prefer fittedgarments than respondents with higher educational levels,eeno s
more likely to prefer the loodd level.

ResearclObjective 4

To explore the practical applications of gathered market information and product
preferences for apparel product development processes.

To achieveRO4, results from the previous research objectives were reviewed and
synthesized in order to determine how they may best be used in apparel product development
processs. Most apparel companies do not have the time or resources to implement radically
new or different product development pro@ssfer each market they attempt to target.

Instead, it is more practical to figure out the best way to apply customer iportaaket
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information to welknown product development processThis was the approach utilized
to respond tahis final research objective
As shown in the conceptual frameworkRigure3, customer involvement and input in
the product development mess ensures that the end product is well matched to customer
needs and preferenceshis frameworkshows direct and indirect methods in which
customers may be involved in the product development proCass of the ways that
customers can be involvedtime process is by providing direct input in the form of apparel
evaluative criteria preferences, such as those obtained and analyzed in this research. This
section will discuss how thesealuative criteria and figreferences may be incorporated into
the apparel produaevelopment process (see Figures 1 gndrd how the functions
performed in these steps may be affected by this input. In this way, the information gathered
in this research could potentially be used to improve targeted product deeeloior
MexicanAmerican women between the ages of 18 and 25 from the Southwestern US.
Figure 28shows the sisteps defined by Mallumlee and Little in their 2006 apparel
product development process mqaeld the application @pparel evaluativeriteria
preferences aniit preferenceso the steps in this processhe red arrows connecting the
evaluative criteria and fit preferences are used to indicate the product development steps to
which this information may best be applied. The solid reols are used to represent
instances ofjreater appliability, while the dashed arrows are used to represent a lower
degree of applicabilityThe box showing evaluative criteria preferences lists the attributes
that were considered important in the pash of casual pants, tops, skirts and dresses. To

be included on the list, the attribute must have receavmedian rating of at leastid the 5
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point scale used to assess importance. The attributes are listed in order from highest to
lowest, using meian ratings first, and then mean ratings to rank the attributes in cases in
which the medians were tied. The attributes shown in red were the top three most
determinant attributes specified by respondents in the online survey. The box showing the fit
preferences indicates the preference level cited most often in the sample across all four
garment categories.

As shown in Figure 2&he evaluative criteria and fit preference information gathered
in this research is primarily applicable in the fremid ofapparel product development,
including line planning and research, design and concept development, and design
development and style selection. However, certain findings are also useful in the latter stages
of product development, and even if the infonimrais not directly applicable (as in the line
optimization step), the entire process is impacted in different ways by this informatios.
section will discuss the majanplications of this research for apparel product development,
including a discusion of any specific considerations that may be needed to target individual
submarkets segmented according to the physical body characteristics, ethnic factors, or
demographic variables studied in this research. Most of the suggestions regaldiagket
considerations focusn the fit preferenceesults due to the concentration of evaluative
criteria ratings toward the higdnd of the rating scale used to assess importance and the
resulting low number of significant relationships uncovered due to @iysdy perception,

ethnicity, or demographics.
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Information Input by Customer Apparel Product Development Proces

Line Planning and Research
Marketing plans, sales goals developed

Evaluative Criteria Preferences Customer research performed

Pants Tops Skirts Dresses ¢
Fit / sizing Fit / sizing Fit / sizing Fit / sizing
Appearance Appearance Appearance Appearance Design / Concept Development
Comfort Styling Styling Styling Line conepts generated (color stories and
Price Color / pattern Comfort Color / pattern product groupings)
Styling Beauty / attractiveness Color / mttern Beauty / attractiveness
Color / pattern Price Beauty / attractiveness Comfort '- ¢
Beauty / attractiveness Comfort Fashionability Fashionability . .
Quality Quality Price Individuality / uniqueness " Design Developmené& Style Selection
Suitability for the individual Fashionability Promotes high self esteem Promotes high self esteem " Preliminary fit patterns created
Versatility with existing wardrok Versatility with existing wardrobe Individuality / uniqueness Quality " Prototypes constructed and tested
Fashionability Individuality / uniqueness Quality Price 1 Line is adopted
Promotes high self esteem Promotes high self esteem Versatility with existing Suitability for the individual 1 ",
Ease of care Suitability for the individual wardrobe Sexy v ¢
Individuality / uniqueness Ease of care Suitability for the individual Ease of care T . .
Sexy Sexy Fiber content / fabrication ~ f < Marketing the Line
Ease of care Appropriateness for end use Samples marketed to buyers/retailers

y

Pre-production
Producton patterns created

Fit Preferences Patterns graded for size range

Pants Toos Skirts Dresses Quality, production, and process standards
Semifitted Semifitted Semifitted Semffitted firzlizee

¢

Line Optimization
Line balanced based anders and forecasts

Figure 28 Apparel Product Development for MexicanAmerican women(ages B to 25 from the Southwestern Uy

Note: Figure created by the auth@009)b ut pr ocess dadcaptrevch | f rcorheffrdant |l y phase product devel opme
Plumlee and T. Little, 1998, International Journal of Clothing Science and Technology, 10(5),-Bp4342
*** Evaluative criteria preferencegpw the most important attributes in the purchase of each garmergatlypgributes in théist receivedat least a median rating of.4The

lists are ordered from highest to lowest in terms of median and mean ratings (meamwerinuged to differetiate betweelndenticalmedian ratings). The three most
determinant criteria are shown in refit preferenceshow the most reportdi preference level for the entire sample.
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The results of this research partially satisfy some of the common fasgeyformed
in Line Planning and Researdly reporting customer preferenicdormation(see Figure
28). Specifically, this research indicates that the Mexiarerican women in the subgroup
studied conduct compleappareburchase decision processes,sdaring a mix of intrinsic
and extrinsic attributes important, if not critical, in their purchasesasual pants, tops,
skirts, and dresseverall trends suggest that intrinsic attributes were considered relatively
more important than most extringtributes (with the notable exception of Pric&his
trend was apparent across garment categories, thbeghlative importance rankings
suggest thatespondents consider the attributes in a different order of importance depending
on garment categoilyefer toVersatility with existing wardrobe as an example). This has
particular implications for apparel product development for different garment types.

In Line Planning and Researctirms typically perform a variety of customer and
market researcto identify market opportunities and provide basic direction. This step is
important in any development process, but is particularly crittb@in very little is known
about a certain consumer group or when stere
prefaences. The current research revealed useful information that pievelgtable
introduction to the Mexicah me r i ¢ a n {28 pear$ adddfom thelS®uthwestern US)
evaluative criteria preferences. For instance, results showed that a high gttiisn
market desnot wear casual skirts or dresses, but do heavily wear casual topasrasd
This is useful insight into the casual clothing preferences of the market and helps in line
planning decisions. In addition, analysis of evaluative critemmortance yields useful

information for future product development steps, but also shows where additional research
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may be needed to clarify preferences. Many attributes were clearly considered important, but
a simple knowledge of this importance is hkasufficient forspecific product development
decisions. Apparel firms need to know additional information such as specific color and
styling preferenceqjody shape and size information, and price constraints in order to satisfy
the needs expressed tne market. Furtheesearch is also necessary to allow respondents to
explain the importance attributéal certain extrinsic attributes, whichay be highly personal
and difficult for apparel firms to understand. This would allow them to create psoalitict
features that satisfy internal motivations for individualityfauility, and high self esteem.

This dissertation research provides a clear indication of the importance of a variety of
attributes in apparel purchases, and illustrates areag flvdrer explanation is needed.
This customer research can be used to dbestgn / Concept Developméduanctions, in
which line concepts are generafsde Figure 28 Applying current research resylegpparel
firms targeting MexicatAmerican femals (1825 years oldfrom the Southwestern US)
should focus on developing apparel products that provide, first and foremost, good fit, given
the importance and determinance of this attribute. In addition, these individuals desire
garments at a good pridesatt provide a combination of comfort, quality, and coordbmat
with their existing wardrobe. The garments should also enhance appearance-esieaelf
and be attractive and unique. Clearly, apparel product design is ganated process for
this market, with firms needing to balance multiple preferences and provide products that
satisfy varying aesthetic, functional, brand, and expressive needs.

Once line concepts have been generated according to customer preferences, product

development can ctinue withDesign Development and Style Selectighich involves the
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development of preliminary patterns and prototypes. Both the evaluative criteria and fit
preferences uncovered in this research are applicable in thiss&epigure8), especially
considering the importance and determinaoicéhe Fit/ sizingpt t r i but e f or t hi s
apparel purchasesn addition, body shape and sizing information (both perception and
actual) is needed in this steWhile stereotypes often suggest that Hispambmen tend to
prefer closely fitted garments, this seems to be a broad assumption not supported by this
research. Based on the findings from this study, apparel firms should focus on a moderate fit
that is neither fitted nor loose in order to reachléngest majority of Mexicamerican
women. However, specialized strategies may be needed for women with different body
sizes/shapes or occupations. For instance, if targeting-simgpel women in this group,
firms may also need to consider developiagngents with a looser fit. On the other hand, if
targeting smallesized women or students, firms may also need to provide garments with a
closer fit. An understanding of these unique needs (and the contradiction dioneld
stereotypes) supports truigrgeted apparel product development and enables the
development of product lines wetlatched to the MexiceA mer i can womands nee
preferences.

Apparel firms that commit to developing product lines based on actual customer
informationimprove theirchances of success whilarketing the Lingo buyers and
retailers. Product concepts are more closely aligned with customer needs and characteristics,
which can certainly provide a competitive advantage in market knowledge that would be
favored by retadrs. A specific result from this research that is relevant in this step was the

finding tha respondents did not consid&rand name / store name important in their apparel
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purchases. This finding not only contradicts previous research and markelyptsebut is

also particularly powerful considering the high importance attributed to the large majority of
attributes tested in this researdhalso implies that apparel product developers may have
some flexibility in marketing the lines they develop this market to brands and retailers,
since brand and store name does not appear to be important.

After retailers are identified, product development movesknésproduction which
involves the development of production patterns and process stan8aweral evaluative
criteria preferences and apparel fit preferences are also applicable in this development step
(see Figure 28 Most directy, the overall preference foesHfitted garments is important
for the development of final production gatis. However, the trends suggested by this
research in which largesized women were morikély than expected to prefer loofs,
while smalle-sized women preferred fitteghrments also has important implications for
pattern grading. Since fit pre@nces seem to vaspmedepemling on body size
(perception), firms should accommodate these variances gvhdimg base pattermsr the
entire size range offered a product line Evaluative criteria ratings suggest that Mexican
American women (125 years old, from the Southwestern US) consRtere andQuality
(construction, durability, workmanship) important in appatechases, but do not consider
Country of origin important. These findings have important implications for sourcing and
productionconsiderations, encouraging some flexibility in sourcing locationiglso a
consideration of production quality and costs.

The final product development stepne Optimizationis an opportunity to complete

the product line by reconciling orders withrécasts andnsuring that product is made
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available to end consumers. While the preferences uncovered in this research may not be
directly applicable in this final step, the success of this final step is no less dependent on this
type of customer informen. As discussed, evaluative criteria and fit preference
information can be used to streamline product development and focus efforts toward actual
customer preferences. It can also be used to direct further research to enable richer, more
complex custmer understanding and optimize the ultimate product line developed. Thus,
the market and product information revealed in this study has many practical applications to
improve targeted apparel product development processes for Méiearican women.
Suggestions for Future Research

As discussed in the previous section, this research really represesutisng point for
understanding the evaluative criteria and fit preferences of one subgroup of the massive US
Hispanic market (MexicaAmerican womerbetween the ages of 18 and 25, from the
Southwestern US). This study has identified many opportunities for future research, which
should keep researchers in this field busy for many years to come:

e The concentration of evaluative criteria ratings towaedhighend of the rating scale
suggested that this group considered almost all of the intrinsic and extrinsic attributes
studied at least somewhat important in apparel purchases. Because this trend may
have been partially due to the study methodology (iseghich respondents rated
pre-selected criteria), future research could be performed using alternative
methodologies. @ne ideas could includesking respondents about their preferences
during the actual purchase decision, or usirsgirvey approackhat simulates the
actual purchase decision.

e As discussed in the presentatiorRiM results, some of the findings of this research
encourage further research for clarification or explanation. For instance, future
research could be performed to idensipecific color and style preferences, or to
describe expressive / symbolic needs. Qualitative research methods such as focus

groups could be used to promote ample respondent participation and allow the
researcher to delve further into true consumer midna.
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e Since respondents in this study selported their physical body shape, height and
weight, and clothing size, the physical body characteristics studied in this research
reflect consumer perception rather than actuality. A future study could gathe
physical body measurement data to define actual body shape and calculate BMI in
order to determine if evaluative criteria and fit preferences are affected by actual
physical body characteristics.

e The evaluative criteria measure incorporated into theesuvas not randomized, and
respondents rated their preferences for the attributes in the purchase of pants, tops,
skirts, and dresses (in this order) every time. To validate the wear patterns observed in
this study (and to eliminate the possible effdatespondent fatigue), future studies
could randomize this portion of the survey.

e The original fit assessment scale utilized one body to demonstrate the three fit levels
(fitted, semifitted, and looseacross garment categories. Because fit is often
demastrated differently depending on body shape or size, future research could
employ a range of body shapes or sizes to assess fit preference. In addition, the
developing technology &D virtual avatar development and fit assessment could be
used to demonmsate varying fit levels and evaluate fit preference.

e This study focused on the sampleds eval uaj
clothing items. Future research could be performed to assess these preferences for
business or formal attire, adiétermine if there are any differences (or similarities) in
attribute importance or fit preference for different types of clothing.

e Because this study focused on one particular subgroup within the Hispanic market (and
suffered from some limitations due sampling strategies), future research could focus
on employing the methodology developed for this studgntlyzeadditional markets:

o Within the same submarket (of MexicAmerican women between the ages of
18 and 25 from the Southwestern U&)yiderrange of respondents could be
recruited to more completely analyze for the effects of the demographic factors
of ethnicity, educational level, income, and occupation.

o Within the overall US Hispanic market, other subcultural groups, genders,
ages, and geogphies could be studied to assess the effect of these variables
(held constant in this study) on evaluative criteria and fit preferences.

o Future research could also study the evaluative criteria and apparel fit

preferences of other ethnic groups, to datee how (or if) Hispanics may
differ from other markets.

Opportunities for future research abound in this area. While this research did not

solve all methodological and sampling concerns that make the study of the US Hispanic
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market so complex, it didemonstrate the impact that customer input in the form of apparel
evaluative criteria and fit preferences can have in apparel product development processes.
This research also recognized and confronted some of the leading deficiencies of some of the
information (possibly stereotypes) that previously existed for this market, and provided a
clear case for the need for better market understanding in targeted apparel product

development for US Hispanics.
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APPENDIX A i Engel, Blackwell, & Miniard Consumer Decision Process
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Engel, Blackwell, & Miniard Consumer Decision Process (1995)
Note: FromConsumer Behavip8" edition by J.F. Engel, R.D. Blackwell, and P.W

Divestment

Miniard, 1995, Fort Worth: The Dryden Press.

38¢



APPENDIX B i Sampling Method Information: Colleges/Universities/National Organizations

Institution / Organization Contact Information

New
Arizona California Mexico Texas
o . Hispanic
Instltutlon,\cl)arm?égamzatlon In?g{:iinogn? Title C?)?]ttzitsetd D%g:tfai?d Reply
No Fashion Journalism Club 4/29/2009 5/6/2009
No President, Adelante 4/29/2009 5/6/2009
President, Association of Latino Professionals in
No Finance and Accounting 4/29/2009 5/6/2009
No President, Chicano/Latino Law Student Assaociation 4/29/2009 5/6/2009 | failed
No El Concilio 4/29/2009 5/6/2009
No Gamma Alpha Omega Sorority 5/1/2009 5/6/2009 | failed
No Gamma Alpha Omega Sorority 4/29/2009 5/6/2009
No Hispanic Business Students Association 4/29/2009 5/6/2009
No Las Hermanas de HMDP 4/29/2009 5/6/2009
No Latin American Initiative Student Organization 4/29/2009 5/6/2009
No M.E.Ch.A. 4/29/2009 5/6/2009
No Society of Hispanic Professional Engineers 4/29/2009 5/6/2009
President, Society of Mexican American Engineers

No and Scientists 4/29/2009 5/6/2009

Arizona State University No President, Spanish Language and Culture Club 4/29/2009 5/6/2009
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No President, Students Identifying Multiracial & Biracial 4/29/2009 5/6/2009
No Kappa Delta Chi Sorority, Inc. 4/29/2009 5/6/2009
No Multicultural Greek Council 4/29/2009 5/6/2009
No Theta Nu Xi Multicultural Sorority Inc. 4/29/2009 5/6/2009
No President, Associated Students of ASU West 4/29/2009 5/6/2009
No President, USG 4/29/2009 5/6/2009
Yes Multicultural Programs Coordinator 2/26/2009 3/20/2009
Yes Student Services Administrative Assistant 3/20/2009 5/6/2009
Yes Interim Associate Dean of Campus Life 3/20/2009 5/6/2009
Yes President, Student Government Association 3/20/2009 5/6/2009
Yes President, International Team 3/20/2009 5/6/2009
Arizona Western College Yes Adviser, International Team 3/20/2009 5/6/2009
Yes Contact person for MEChA 3/20/2009 5/6/2009
Yes Contact person for MEChA 3/20/2009 5/6/2009
Central Arizona College Yes Student Leadership Coordinator 3/20/2009 5/6/2009
Rejected due to IRB
application - cannot forward
Yes Cultural Events Director 2/26/2009 emails
Rejected due to IRB
application - cannot forward
Yes Cultural Events Director 2/28/2009 emails
Rejected due to IRB
application - cannot forward
Cochise College Yes Dept. Chair, Interpretation & Translation 2/26/2009 emails
part of Maricopa Comm.
College District - IRB not
Yes Adviser of M.E.C.H.A. 2/26/2009 3/20/2009 | approved
part of Maricopa Comm.
College District - IRB not
Estrella Mountain Community Yes Director, Student Life and Leadership Office 3/20/2009 approved
College Yes Adviser, EMCC Fashion Club 3/20/2009 failed
No Director, Multicultural Student Center 4/29/2009 5/6/2009
No Gamma Alpha Omega Sorority 5/1/2009 5/6/2009
Northern Arizona University No Contact, Gamma Alpha Omega 4/29/2009 5/6/2009
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No President, Gamma Alpha Omega 4/29/2009 5/6/2009
No President, Gamma Alpha Omega 4/29/2009 5/6/2009
No Adviser, Gamma Alpha Omega 4/29/2009 5/6/2009
No President, Hispanic Honor Society 4/29/2009 5/6/2009
No Adviser, Hispanic Honor Society 4/29/2009 5/6/2009
No President, Kappa Delta Chi 4/29/2009 5/6/2009
No President, Kappa Delta Chi 4/29/2009 5/6/2009
No Adviser, Kappa Delta Chi 4/29/2009 5/6/2009
No Adviser, Kappa Delta Chi 4/29/2009 5/6/2009
No Co-Chair, M.E.Ch.A. 4/29/2009 5/6/2009
No President, M.E.Ch.A. 4/29/2009 5/6/2009
No Adviser, M.E.Ch.A. 4/29/2009 5/6/2009 | failed
No Adviser, M.E.Ch.A. 4/29/2009 5/6/2009
No President, International Club 4/29/2009 5/6/2009
No Adviser, International Club 4/29/2009 5/6/2009
No Coordinator, Office of Student Life 4/29/2009 5/6/2009
Northern Arizona University, Yes Spanish Faculty Member 2/26/2009 3/20/2009
Yuma Branch General University Contact 3/20/2009 5/6/2009
Southwest/Chicano Studies Founder & Adviser; retired; gave new contact,
Yes Adviser of M.E.Ch.A. 2/26/2009 below
part of Maricopa Comm.
College District - IRB not
Yes referred by Pete Dimas 3/2/2009 approved
Yes Co-Adviser of M.E.Ch.A. 3/20/2009 failed
part of Maricopa Comm.
College District - IRB not
Yes M.E.Ch.A. 3/20/2009 approved
part of Maricopa Comm.
College District - IRB not
Yes M.E.Ch.A. 3/20/2009 approved
Yes Adviser of A.L.E. 3/20/2009 forwarded
part of Maricopa Comm.
Phoenix College Yes Adviser of A.L.E. 3/23/2009 College District - IRB not
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approved

part of Maricopa Comm.
College District - IRB not

Yes Adviser, Latin Dance Club 3/23/2009 approved
part of Maricopa Comm.
College District - IRB not
Yes Adviser, Latin Dance Club 3/23/2009 approved
part of Maricopa Comm.
College District - IRB not
Yes Director, Office of Student Life and Leadership 3/23/2009 approved
part of Maricopa Comm.
College District - IRB not
Yes Student Services Specialist 2/26/2009 3/23/2009 | approved
part of Maricopa Comm.
South Mountain Community College District - IRB not
College Yes Director of Student Life and Leadership 3/23/2009 approved
No Director, Chicano/Hispano Student Affairs 4/29/2009 5/6/2009
Association of Latino Professionals in Finance and
No Accounting 4/29/2009 5/6/2009 | failed
No Contact, Chi Upsilon Sigma National Latin Sorority 4/29/2009 5/6/2009
No Chi Upsilon Sigma National Latin Sorority 5/1/2009 5/6/2009
No Contact, Destino Latino Fellowship 4/29/2009 5/6/2009
No Contact, Diversity in Action Club 4/29/2009 5/6/2009
Contact, Family and Consumer Sciences Education
No Ambassadors 4/29/2009 5/6/2009
No Gamma Alpha Omega Sorority 5/1/2009 5/6/2009
No Contact, Gamma Alpha Omega 4/29/2009 5/6/2009
No Contact, Grupo Folklorico Miztontili 4/29/2009 5/6/2009 | forwarded
No Contact, Hispanic Business Student Association 4/29/2009 5/6/2009
No Contact, Hispanic Scholarship Fund 4/29/2009 5/6/2009
No Contact, Kappa Delta Chi Sorority 4/29/2009 5/6/2009
Contact, Latino Association of Graduate Students
No in Engineering and Sciences 4/29/2009 5/6/2009
The University of Arizona No Contact, Latino Law Student Association 4/29/2009 5/6/2009




No Contact, Latino Medical Student Assaciation 4/29/2009 5/6/2009
No Contact, Mexican American Student Association 4/29/2009 5/6/2009 | forwarded
No Contact, M.E.Ch.A. 4/29/2009 5/6/2009
No Contact, Multicultural Business Student Association 4/29/2009 5/6/2009
suggested | contact Mexican-
American and Latin American
No Contact, Ritmos Latinos 4/29/2009 5/6/2009 | studies
Contact, Second Language Acquisition & Teaching
No Student Association 4/29/2009 5/6/2009
Professor, Mexican American Studies and
No Research Center 5/4/2009 5/6/2009
Director, Mexican American Studies and Research
No Center 5/4/2009 5/6/2009
No Contact, Sigma Lambda Gamma 4/29/2009 5/6/2009
Contact, Society of Hispanic Professional
No Engineers 4/29/2009 5/6/2009
No Contact, Theta Nu Xi Multicultural Sorority 4/29/2009 5/6/2009
The University of Arizona South Yes President, Associated Students 3/23/2009 5/6/2009
Yes Spanish Instructor, Spanish Club Adviser 2/26/2009 3/23/2009
email policy at university
Yes Student Activities Program Assistant 2/26/2009 3/23/2009 | doesn't allow listserve use
Yes Adviser, Club Candela 3/23/2009 5/6/2009
Allan Hancock College Yes Vice President, Student Services 3/23/2009 5/6/2009
Yes Adviser of MECHA 2/26/2009 3/23/2009
Yes President, Student Government Association 2/26/2009 3/23/2009
Yes Adviser, Maize 3/23/2009 5/6/2009
Yes Adviser, Maize 3/23/2009
Yes Adviser, Maize 3/23/2009 5/6/2009
Adviser, Hispanic Organization Promoting
Bakersfield College Yes Engineering & Science 3/23/2009 forwarded
Yes Professor and ITAA member 4/10/2009 5/6/2009
Cal Poly Pomona Yes Director, Diversity & Compliance 2/26/2009 3/23/2009
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Yes President, AS| Student Government 3/23/2009 5/6/2009
Yes Director, Office of Student Life and Cultural Centers 3/23/2009 5/6/2009
Yes Office of Student Life 3/23/2009 5/6/2009
Division of Student Affairs, Office of the Vice
Yes President 3/23/2009 5/6/2009
Coordinator, Cesar E. Chavez Center for Higher
Yes Education 3/23/2009 forwarded
Yes President, Diversified Greek Council 3/23/2009 5/6/2009
Yes Alpha Pi Sigma 3/23/2009 failed
Yes Chi Omega 3/23/2009 5/6/2009
Yes Sigma Kappa 3/23/2009 5/6/2009
Assistant Professor, Apparel Merchandising and
Yes Management 5/4/2009 requested IRB application
Department Chair and Professor, Apparel
Yes Merchandising and Management 5/4/2009
Yes President, Zeta Tau Alpha 3/23/2009 5/6/2009
Yes Historian, Zeta Tau Alpha 3/23/2009 5/6/2009
Yes President, Panhellenic Council 3/23/2009 5/6/2009
Yes Adviser of M.E.Ch.A. & more clubs 2/26/2009 3/23/2009
Adviser, Associated Students, Inc. and Director of
Yes Student Activities & Greek Life 3/23/2009 5/6/2009
Co-Adviser, Associated Students, Inc. and
Yes Activities Coordinator 3/23/2009 5/6/2009
Yes Vice President, Student Affairs 3/23/2009 5/6/2009
Yes Theta Sigma Chi 3/23/2009 5/6/2009 | failed
Yes Theta Sigma Chi 3/23/2009 5/6/2009
Yes President, Phi Sigma Sigma 3/23/2009 5/6/2009
Yes Phi Sigma Sigma 3/23/2009 5/6/2009
California State University - Yes Kappa Delta Nu 3/23/2009 5/6/2009
Bakersfield Yes President, Kappa Delta Nu 3/23/2009 5/6/2009
California State University - Yes Coordinator of Multicultural Affairs 3/2/2009 3/24/2009
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Channel Islands

Yes Student Government 3/24/2009 5/6/2009

Yes President, Student Government 3/24/2009 5/6/2009

Yes President, M.E.Ch.A. 3/24/2009 5/6/2009 | failed

Yes Adviser, M.E.Ch.A. 3/24/2009 5/6/2009

Yes President, El Club de Espafiol 3/24/2009 failed

Yes Adviser, El Club de Espaol 3/24/2009 forwarded

Yes Adviser, El Club de Espaol 3/24/2009 5/6/2009

Yes Assistant to the VP for Student Affairs 3/24/2009 5/6/2009

Yes Coordinator, Multicultural Center 3/2/2009 3/24/2009

Yes Associate Vice President for Student Life 3/24/2009 5/6/2009

Yes Circle K International 3/24/2009 5/6/2009

Yes Hermandad de Sigma lota Alpha, Inc. 3/24/2009 5/6/2009

Yes Phi Sigma Sigma 3/24/2009 5/6/2009

Yes President, Associated Students, Incorporated 3/24/2009 5/6/2009

Cultural Programs Coordinator, Associated

California State University - Yes Students Incorporated 3/24/2009 failed
Dominguez Hills Yes Associated Students, Incorporated 3/24/2009 5/6/2009

Yes Coordinator, Women's Resource Center 3/2/2009 3/25/2009

told me to contact the

Yes Adviser, Trabajadores de la Raza 3/25/2009 president of the organization:

Yes President, Trabajadores de la Raza 3/29/2009 5/6/2009

Yes Adviser, Trabajadores de la Raza 3/25/2009 5/6/2009

Yes President, United Sorority & Fraternity Council 3/25/2009 5/6/2009

Yes President, Panhellenic Council 3/25/2009 unable to assist
California State University - Yes President, Panhellenic Council 3/26/2009 5/6/2009
Fresno Yes President, Associated Students, Inc. 3/25/2009 forwarded

Yes Chicana & Chicano Resource Center 3/2/2009 5/6/2009

Yes Director of Diversity and Equity 3/2/2009 5/6/2009

Yes Program Director, Student Diversity Program 3/25/2009 forwarded
Cal State Fullerton Yes MEChA 3/25/2009 5/6/2009
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Yes Coordinator, Women's Cultural Resource Center 3/25/2009 5/6/2009

Yes ASI Executive Vice President 3/25/2009 5/6/2009 | failed

Yes Latino Business Student Association 3/25/2009 5/6/2009

Yes Director of the Multicultural Center 3/2/2009 3/25/2009

Yes Chair, Chicano/Latino Studies Student Association 3/25/2009 5/6/2009

Yes President, Ethnic Teacher Association 3/25/2009 forwarded

Yes President, Grupo Folklérico Mexica 3/25/2009 5/6/2009

Yes Chair, Hermanas Unidas 3/25/2009 5/6/2009

Yes Secretary, La Raza Student Association 3/25/2009 5/6/2009

Yes Lambda Theta Alpha Latin Sorority, Inc. 3/25/2009 5/6/2009

Yes Latino Student Union 3/25/2009 5/6/2009

Yes Movimiento Estudiantil de Teatro y Artes 3/25/2009 5/6/2009

Yes Mexican American Engineers and Scientists 3/25/2009 5/6/2009

Yes Sigma Lambda Gamma 3/25/2009 failed

President, Society of Hispanic Professional

Yes Engineers 3/25/2009 5/6/2009

Yes Professor, Fashion Merchandising & Design 3/25/2009 5/6/2009

Yes Professor, Fashion Merchandising & Design 3/25/2009 5/6/2009
California State University Long Yes Professor, Fashion Merchandising & Design 3/25/2009 5/6/2009
Beach Yes Secretary, United Migrant Student Association 3/25/2009 5/6/2009

Yes Department Chair, Chicano Studies 3/2/2009 5/6/2009

Yes Lambda Theta Nu 3/26/2009 5/6/2009

Yes Lambda Theta Alpha 3/26/2009 5/6/2009

Assistant Professor, Department of Chicano

Cal State Los Angeles Yes Studies; Adviser, MALCS 3/26/2009 5/6/2009

Yes Director, Chicano Studies Division 3/2/2009 3/26/2009

Yes Student Activities Office 3/26/2009 5/6/2009

Yes Co-Chair, Multicultural Greek Council 3/26/2009 5/6/2009
California State University Co-Chair, Multicultural Greek Council; Contact for
Monterey Bay Yes Lambda Theta Nu 3/27/2009 5/6/2009
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Yes Contact for Lambda Sigma Gamma 3/27/2009 5/6/2009
Yes Contact for Lambda Sigma Gamma 3/27/2009 5/6/2009
Yes Contact for Lambda Theta Nu 3/27/2009 5/6/2009 | failed
Yes Contact for Sigma Omega Nu 3/27/2009 5/6/2009
Yes Contact for Sigma Omega Nu 3/27/2009 5/6/2009
Yes Contact for Sigma Theta Psi 3/27/2009 forwarded
Yes Contact for Sigma Theta Psi 3/27/2009 5/6/2009
Yes Contact for The Gathering 3/27/2009 5/6/2009
Yes Contact for Chicano-Latino Graduation Association 3/27/2009 5/6/2009
Yes Contact for Chicano-Latino Graduation Association 3/27/2009 5/6/2009
Yes Contact for Danza Azteca 3/27/2009 5/6/2009
Yes Contact for M.E.Ch.A. 3/27/2009 failed
Yes Contact for M.E.Ch.A. 3/27/2009 5/6/2009
Yes Contact for Mujeres De Maiz 3/27/2009 5/6/2009
Yes President, Associated Students 3/27/2009 5/6/2009
Yes Professor and ITAA member 4/10/2009 5/6/2009
Yes Professor and ITAA member 4/10/2009 5/6/2009
directed me to Student
Yes Director, Equity and Diversity 3/2/2009 Affairs:
Associate Vice President for Student Affairs &
Yes Dean of Students 3/3/2009 3/30/2009 | requested IRB application
Yes President, Associated Students 3/30/2009 5/6/2009
Yes Alpha Pi Sigma Sorority 3/30/2009 5/6/2009
Yes Aztlan Graduation and Scholarship Committee 3/30/2009 5/6/2009
Yes Ballet Folklorico Aztlan de CSUN 3/30/2009 5/6/2009
Yes Chicano/a Studies Graduate Student Association 3/30/2009 5/6/2009
Yes Chicanos for Community Medicine 3/30/2009 5/6/2009
Yes Hermanas Unidas de CSUN 3/30/2009 5/6/2009
California State University Yes Kappa Omicron Nu 3/30/2009 5/6/2009
Northridge Yes Lambda Theta Alpha 3/30/2009 5/6/2009
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Yes Lambda Theta Nu Sorority 3/30/2009 5/6/2009
Yes Language, Unity, Ideology, and Friendship 3/30/2009 forwarded
Yes Latino Business Association (LBA) 3/30/2009 5/6/2009
Yes MEChA 3/30/2009 5/6/2009
Yes Multicultural Psychology Association 3/30/2009 5/6/2009
Yes Phi Lambda Rho Sorority, Inc. 3/30/2009 5/6/2009
Yes Sigma Lambda Gamma, Lambda Beta 3/30/2009 5/6/2009
Yes Sigma Omega Nu 3/30/2009 5/6/2009
Yes Society of Consumer Affairs Professionals 3/30/2009 5/6/2009
Yes Society of Hispanic Professional Engineers 3/30/2009 5/6/2009
Yes TRENDS 3/30/2009 5/6/2009
California State University, San
Marcos No Interim Director, NLRC 5/4/2009 5/6/2009
Adviser, LULAC (League of United American
Yes Citizens) 3/3/2009 3/30/2009 | forwarded
Yes Chair, Department of Ethnic and Gender Studies 3/3/2009 3/30/2009
Yes ASI President 3/30/2009 5/6/2009
Yes President, College Panhellenic Association 3/30/2009 5/6/2009
Yes President, LULAC 3/30/2009 5/6/2009
Yes President, MEChA 3/30/2009 5/6/2009
Yes President, Phi Lambda Rho Sorority 3/30/2009 forwarded
Yes President, Sigma Omega Phi, Multicultural Inc. 3/30/2009 5/6/2009
California State University Yes President, Teatro Los Hijos Del Campo 3/30/2009 5/6/2009
Stanislaus Yes President, Upsilon Kappa Delta 3/30/2009 5/6/2009
California State University, San
Bernardino Palm Desert
Campus Yes Vice President, Associated Students, Inc. 3/30/2009 5/6/2009
Yes Vice President of Student Services 3/30/2009 failed
Yes ASCC President 3/30/2009 failed
Cerritos College Yes Director of Student Activities 3/30/2009 5/6/2009
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Adviser, Salsa Club and Foreign Language

Yes Instructor 3/30/2009 5/6/2009
Clear Lake Community College,
Yuba Yes Adviser of the Associated Student Body 3/3/2009 3/30/2009
Yes Adviser, Spanish Club 3/3/2009 3/30/2009
Yes President, Associated Students 3/30/2009 5/6/2009
Yes Director, Student Activities 3/30/2009 5/6/2009
Chaffey College Yes Dean of Institutional Services 3/30/2009 failed
Yes Student Activities Supervisor 3/30/2009 5/6/2009 | forwarded
Yes ASCC President 3/30/2009 failed
Yes ASCC Secretary 3/30/2009 failed
Citrus College Yes Vice President of Student Services 3/30/2009 5/6/2009
Yes Adviser, M.E.Ch.A. 3/3/2009 forwarded
Yes Adviser, Latina Leadership Network 3/3/2009 3/30/2009
Yes Director, Student Life 3/30/2009 5/6/2009
unable to assist - no students
fitting the criteria are in the
College of the Desert Yes Adviser, International Club 3/30/2009 club
Yes Adviser, MECHA 3/3/2009 3/30/2009
Yes Adviser, MECHA 3/3/2009 3/30/2009
Yes Adviser, Fashion Club 3/30/2009 5/6/2009
Yes Student Life and Leadership Coordinator 3/30/2009 forwarded
Yes ASB President 3/30/2009 5/6/2009
Yes Adviser, Alpha Gamma Sigma 3/30/2009 5/6/2009
College of the Sequoias Yes Adviser, Alpha Gamma Sigma 3/30/2009 5/6/2009
Yes Adviser, MECHA 3/3/2009 3/30/2009
Yes President, MECHA 3/30/2009 5/6/2009
Yes President, MECHA 3/30/2009 5/6/2009
Crafton Hills College Yes President, FBLA 3/30/2009 5/6/2009
Yes Chairperson, Spanish Language Department 3/3/2009 3/30/2009
East Los Angeles College Yes Adelante Director 3/30/2009 not interested in participating
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Yes Director, Office of Staff and Student Diversity 3/3/2009 3/30/2009
El Camino College Yes Adviser, Student Development Office 3/30/2009 unable to assist
Evergreen Valley College Yes HSI Project Director 3/3/2009 3/30/2009
Contact person for CAKE (Cultural Awareness and
Yes Knowledge Enrichment) 3/30/2009 5/6/2009
Yes Contact person for Student Activities 3/30/2009 5/6/2009
Yes Club Commissioner 3/30/2009 5/6/2009
Yes Office of Student Life 3/30/2009 5/6/2009
Fresno Pacific University Yes President of Student Government 3/30/2009 5/6/2009
Yes Student Affairs Coordinator 3/3/2009 4/1/2009
Yes President of the Associated Students 4/1/2009 5/6/2009
Yes Vice President, Campus Organizations 4/1/2009 5/6/2009
Yes Student Affairs Administrative Assistant 4/1/2009 4/30/2009 | requested IRB application
Glendale Community College Yes President, Alpha Gamma Sigma 4/1/2009 5/6/2009
Yes Adviser, Latina Leadership Club 3/3/2009 4/1/2009
Yes Adviser, Latina Leadership Club 3/3/2009 4/1/2009
Yes President, Circo 4/1/2009 5/6/2009
Yes President, Latina Leadership Club 4/1/2009 5/6/2009
Hartnell College Yes Adviser, Associated Students 4/1/2009 5/6/2009
Yes Spanish Instructor 3/3/2009 4/1/2009 | blocked by university
Associate Dean, Student Affairs & Adviser,
Yes Associated Student Government 4/1/2009 blocked by university
Yes Associated Student Government President 4/1/2009 blocked by university
Yes Vice President, Student Services 4/1/2009 blocked by university
Yes Adviser, Business Club 4/1/2009 blocked by university
Yes Adviser, National Student Nurses Association Club 4/1/2009 blocked by university
Yes Adviser, Student Support Services Club 4/1/2009 blocked by university
Imperial Valley College Yes Student Services Specialist 4/1/2009 blocked by university
Yes Student Body 3/3/2009 4/1/2009
La Sierra University Yes President, Student Association 4/1/2009 5/6/2009
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ASB Cabinet / Student Senate / Cultural Affairs

Yes Adviser 3/3/2009 4/1/2009
Yes Student Life Clerk, Liberal Arts Campus 4/1/2009 5/6/2009
Yes Student Activities Adviser 4/1/2009 5/6/2009
Long Beach City College Yes Student Life Clerk, Pacific Coast Campus 4/1/2009 unable to assist
Yes Adviser, Latino Student Union 3/3/2009 4/1/2009
Yes Adviser, Latino Student Union 3/3/2009 4/1/2009
Yes President, Latino Student Union 4/1/2009 5/6/2009
Yes President, AHEAD 4/1/2009 5/6/2009
Los Angeles City College Yes Adviser, AHEAD 4/1/2009 5/6/2009
Los Angeles Harbor College Yes A.S.O. President 4/1/2009 5/6/2009
Yes ASO President 4/1/2009 5/6/2009
Yes Counselor, Student Support Services 4/1/2009 5/6/2009
Yes Program Coordinator, Student Support Services 4/1/2009 5/6/2009
Los Angeles Mission College Yes Adviser, ASO 4/1/2009 5/6/2009
Yes Vice President, Student Services 3/3/2009 4/1/2009
Yes President, Associated Students Organization 4/1/2009 failed
Los Angeles Trade Tech College Yes Department Chair, The Fashion Center 4/1/2009 5/6/2009
Yes Dean of Enrollment Management 3/3/2009 4/1/2009
Yes Adviser, Associated Student Organization 4/1/2009 5/6/2009
Yes Commissioner of Student and Social Affairs 4/1/2009 5/6/2009
Yes Vice President of Student Services 4/1/2009 5/6/2009
Associate Dean of Student Services and Adviser,
Los Angeles Valley College Yes Associated Student Union 4/1/2009 5/6/2009
Yes Coordinator, Student Life Office 3/3/2009 4/1/2009 | forwarded
Yes Puente Coordinator 4/1/2009 5/6/2009
Yes Contact for Puente 4/1/2009 5/6/2009
Yes Contact for La Raza 4/1/2009
Yes LMCAS President 4/1/2009 5/6/2009
Los Medanos College Yes Director, Student Life Office 4/1/2009 5/6/2009
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Loyola Marymount University No Lambda Theta Alpha 5/4/2009 5/6/2009
Yes Women's Leadership Staff 3/3/2009 4/1/2009
Yes Contact for Latinas Unidas 4/1/2009 failed
Yes Contact for Kappa Delta Chi 4/1/2009 5/6/2009
Yes Contact for Alpha Tau Delta 4/1/2009 5/6/2009
Mount St. Mary's College Yes Assistant Director of Women's Leadership 4/1/2009 failed
Yes M.E.Ch.A. 3/3/2009 4/1/2009
Yes M.E.Ch.A. 4/1/2009 5/6/2009
Mt. San Antonio College Yes President, Associated Students 4/1/2009 5/6/2009
Yes Chair, Team Leader of the Diversity Program 3/4/2009 4/6/2009
Yes Enrollment Services 4/6/2009 5/6/2009
Mt. San Jacinto College Yes Associated Student Body President 4/6/2009 5/6/2009 | unable to assist
Yes Vice President, Student Services 3/12/2009 4/6/2009
Yes Coordinator of Student Life 4/6/2009 5/6/2009
Adviser, Ballet Folklorico and Club Hispano
Yes Americano (CHA) 4/6/2009 5/6/2009
Yes Adviser, Club Hispano Americano (CHA) 4/6/2009 5/6/2009
Yes Adviser, Puente 4/6/2009 5/6/2009
Adviser, Society for the Advancement of Chicanos
Yes and Native Americans in Science (SACNAS) 4/6/2009 5/6/2009
Adviser, Society of Hispanic Physics and Engineers
Yes (S.H.P.E) 4/6/2009 5/6/2009
Napa Valley College Yes Public Relations Officer, Associated Student Body 4/6/2009 5/6/2009
Yes Assistant Registrar 4/6/2009 5/6/2009
Contact for the Translation and Interpretation
Yes Program 4/6/2009 5/6/2009
Yes Contact for the General Education Program 4/6/2009 5/6/2009
Yes Contact for the Business Administration Program 4/6/2009 5/6/2009
Yes Contact for the Computer Science Program 4/6/2009 5/6/2009
Yes Contact for the Early Childhood Education Program 4/6/2009 5/6/2009
The National Hispanic University Yes Contact for the Liberal Studies Program 4/6/2009 5/6/2009




Contact for the Department of Mathematics and

Yes Science Program 4/6/2009 5/6/2009

Yes Advisement Coordinator, Teacher Education 4/6/2009 5/6/2009

Yes Intercultural Community Center 4/13/2009 5/6/2009

Yes Contact, MEChA and ALAS 4/13/2009 5/6/2009

Yes Alpha Lambda Phi Alpha Sorority 4/13/2009 failed

Yes Contact, Circulo de Mujeres 4/13/2009 5/6/2009

Yes Contact, Community and Culture Club 4/13/2009 failed

Yes Contact, Compadres 4/13/2009 5/6/2009

Yes Contact, the Fashion Club 4/13/2009 5/6/2009

Yes Contact, Greek Council 4/13/2009 5/6/2009

Yes Contact, Latino Graduation Association 4/13/2009 5/6/2009

Yes Contact, Sigma Lambda Gamma 4/13/2009 5/6/2009

Yes Contact, Student Activities Center 4/13/2009 5/6/2009
Occidental College Yes Co-Chairs, ASOC General Assembly 4/13/2009 5/6/2009

Yes ASG President 4/13/2009 5/6/2009

Yes Contact, Ballet Folklorico Mestizo and ESL Club 4/13/2009 5/6/2009

Yes MEChA 4/13/2009 5/6/2009
Oxnard College Yes 10C Chair 4/13/2009 5/6/2009

Student Services, Adviser of the Associated
Palo Verde College Yes Student Body 4/13/2009 5/6/2009
Office of Student Affairs; Adviser, Associated

Yes Student Government 4/13/2009 5/6/2009

Yes President, Associated Student Government 4/13/2009 5/6/2009

Yes Vice President, Associated Student Government 4/13/2009 forwarded

Yes Fashion Club 4/13/2009 5/6/2009
Palomar College Yes Contact, MECHA 4/13/2009 5/6/2009

Yes Student Affairs Adviser 4/13/2009 5/6/2009
Pasadena City College Yes President, Associated Students 4/13/2009 5/6/2009
Pierce College Yes Chair, Diversity Committee 4/13/2009 5/6/2009
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Yes ASO President 4/13/2009 5/6/2009
Yes Contact, United Latin-Americans (ULA) 4/13/2009 5/6/2009
Yes Associated Student Body President 4/13/2009 5/6/2009
Contact, BroCHA and Chicanos/Latinos for
Yes Community Medicine 4/13/2009 5/6/2009
no longer affiliated with
Porterville College Yes Contact, M.E.C.H.A. 4/13/2009 MECHA
Yes President of Academic Senate 4/15/2009 5/6/2009
Student Senate Representative for Rio Hondo
Rio Hondo College Yes College at SSCCC 4/15/2009 5/6/2009
Yes Dean of Student Services, Norco 4/15/2009 requested IRB application
Riverside Community College Yes Dean of Student Services, Moreno Valley 4/15/2009 5/6/2009
District Yes Dean of Student Services, Riverside City 4/15/2009 5/6/2009
Director of Student Life, Adviser of the Associated
Yes Student Body 4/15/2009 5/6/2009 | unable to assist
Yes Adviser, M.E.Ch.A. 4/15/2009 5/6/2009
Yes Adviser, Puente Club 4/15/2009 forwarded
Yes Adviser, Spanish Club 4/15/2009 5/6/2009
Student Senate Representative for San Bernardino
Yes Valley College at SSCCC 4/15/2009 5/6/2009
Yes President, Associated Students 4/15/2009 5/6/2009
San Bernardino Valley College Yes Student Organizations Director 4/15/2009 5/6/2009
Yes Professor and ITAA member 4/30/2009 forwarded
No La Raza Student Organization 5/4/2009 5/6/2009
San Francisco State University No Adviser, La Raza Student Organization 5/4/2009 5/6/2009
Yes President, Associated Student Body Government 4/15/2009 5/6/2009 | failed
San Joaquin Delta Community Yes Secretary, Student Activities Program Services 4/15/2009 5/6/2009
College Yes Interim Supervisor of Student Activities 4/15/2009 5/6/2009
San Jose City College Yes Interim Dean, Language Arts Department 4/16/2009 5/6/2009
San Jose State University No Lambda Theta Alpha 5/4/2009 5/6/2009
Santa Clara University No Contact, Ballet Folklorico Los Potrillos 4/29/2009 5/6/2009
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Contact, Chicanos & Latinos in Engineering &

No Sciences 4/29/2009 5/6/2009 | failed
No Contact, CHE 4/29/2009 5/6/2009
No Contact, Hermanas Unidas Inc. 4/29/2009 5/6/2009 | failed
No Contact, Latino Business Student Association 4/29/2009 5/6/2009
No Contact, M.E.Ch.A. 4/29/2009 5/6/2009
No Contact, Retail Studies Association 4/29/2009 5/6/2009
Yes Associated Students Counselor, ICC Adviser 4/16/2009 5/6/2009
Yes Associated Students President 4/16/2009 5/6/2009
Yes Director of Student Services 4/16/2009 5/6/2009
told me to contact the Latino
Yes ICC Chair 4/16/2009 Student Union and ALAS
Association of Latin American Students (ALAS)
Yes (from Vicky) 4/22/2009 5/6/2009
Association of Latin American Students (ALAS)
Yes (from Vicky) 4/22/2009 5/6/2009
Association of Latin American Students (ALAS)
Yes (from Vicky) 4/22/2009 5/6/2009
Adviser, Association of Latin American Students
Yes (ALAS) 4/16/2009 requested IRB application
Yes Latino Student Union (From Vicky) 4/22/2009 5/6/2009
Yes Latino Student Union (From Vicky) 4/22/2009 forwarded
Yes Adviser, Latino Student Union 4/16/2009 5/6/2009
Santa Monica College Yes Adviser, MECHA 4/16/2009 5/6/2009
No President, MEChA 4/29/2009 5/6/2009
Sonoma State University No President, Lambda Theta Nu Sorority, Inc. 4/29/2009 5/6/2009
Taft Community College Yes Adviser, Associated Student Body 4/16/2009 5/6/2009
Yes Professor and ITAA member 4/30/2009 5/6/2009
Yes Professor and ITAA member 4/30/2009 5/6/2009
No Contact, M.E.Ch.A. 4/29/2009 5/6/2009
UC Davis No Contact, CHE 4/29/2009 5/6/2009
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No Contact, CHE 4/29/2009 5/6/2009
No Program Coordinator, Danzantes del Alma 4/29/2009 5/6/2009 | forwarded
No Contact, Sigma Lambda Gamma 4/29/2009 5/6/2009 | failed
No Contact, La Raza Pre-Law Student Association 4/29/2009 5/6/2009
No President, MALCS 4/29/2009 5/6/2009
No Contact, Yi'kal Kuyum 4/29/2009 5/6/2009
No Contact, La Familia 4/29/2009 5/6/2009
No Adviser, Latino Greek Council 4/29/2009 5/6/2009 | forwarded
No President, Latino Greek Council 4/29/2009 5/6/2009
No President, Sigma Lambda Gamma 4/29/2009 5/6/2009
No Sigma Lambda Gamma 4/29/2009 5/6/2009
No Adviser, Interfraternity Council 4/29/2009 5/6/2009
UCLA No Office of Fraternity and Sorority Relations 4/29/2009 5/6/2009
Yes Coordinator of Intercultural Programs 4/16/2009 5/6/2009
Yes Contact, Ballet Folklorico de UC Merced 4/16/2009 5/6/2009
Yes Contact, Kappa Delta Chi / Pink Ladies 4/16/2009 5/6/2009
Yes Contact, Latino Students de UC Merced 4/16/2009 5/6/2009
Yes Contact, M.E.Ch.A. de UC Merced 4/16/2009 5/6/2009
Yes Contact, Quiero Bailar 4/16/2009 5/6/2009
Yes President, Associated Students 4/16/2009 5/6/2009
Yes Director of Student Activities 4/16/2009 failed
Coordinator for Volunteer Services and Clubs and
University of California, Merced Yes Organizations 4/16/2009 5/6/2009
Yes Director, Chicano Student Programs 4/16/2009 5/6/2009
Yes Associated Students 4/16/2009 5/6/2009
Yes Executive Director, Associated Students 4/16/2009 5/6/2009
Yes Alpha Pi Sigma Sorority, Inc. 4/16/2009 failed
Association of Latino Professionals in Finance and
University of California, Yes Accounting (ALPFA) 4/16/2009 5/6/2009
Riverside Yes Chicano/Latino for Community Medicine (CCM) 4/16/2009 5/6/2009
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Yes I AM 4/16/2009 5/6/2009

Yes Contact, Alpha Pi Sigma Sorority, Inc. 4/16/2009 5/6/2009

Yes Contact, Chicano/Latino for Community Medicine 4/16/2009 5/6/2009

Yes Contact, | AM 4/16/2009 5/6/2009

Yes Contact, Lambda Sigma Gamma 4/16/2009 5/6/2009

Yes Lambda Sigma Gamma Sorority 4/16/2009 5/6/2009

Yes Lambda Theta Alpha Latin Sorority, Inc. 4/16/2009 failed

Yes Contact, Lambda Theta Alpha Latin Sorority, Inc. 4/16/2009 5/6/2009

Yes Contact, Lambda Theta Nu Sorority, Inc. 4/16/2009 5/6/2009

Yes Lambda Theta Nu Sorority, Inc. 4/16/2009 failed

Yes President, Latin American Student Association 4/22/2009 forwarded

Yes Chicano Student Programs 4/22/2009 5/6/2009

Yes Contact, Latin American Student Association 4/16/2009 unable to assist

Yes Latinic Societas Unitas (LSU) 4/16/2009 failed

Yes Contact, Latinic Societas Unitas (LSU) 4/16/2009 5/6/2009

Yes Contact, Latinic Societas Unitas (LSU) 4/16/2009 5/6/2009

Yes Contact, Latino Business Student Association 4/16/2009 5/6/2009

Yes Latino Business Student Association 4/16/2009 5/6/2009

Yes Latino Union 4/16/2009 failed

Yes Contact, Latino Union 4/16/2009 5/6/2009

Yes Contact, Latinos in Science 4/16/2009 5/6/2009

Yes Latinos in Science 4/16/2009 failed

Yes MEChA 4/16/2009 5/6/2009

Yes Contact, MEChA 4/16/2009 5/6/2009

Yes Contact, Mujeres Unidas 4/16/2009 5/6/2009

Yes Mujeres Unidas 4/16/2009 5/6/2009

Yes Contact, the Multi-Cultural Greek Council 4/16/2009 5/6/2009
Contact, Organizacion Estudiantil Universitaria de

Yes Espanol 4/16/2009 5/6/2009

Yes Organizacion Estudiantil Universitaria de Espanol 4/16/2009 5/6/2009
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Yes Raza Assembly 4/16/2009 5/6/2009
Yes Sigma Pi Alpha Sorority 4/16/2009 5/6/2009
Yes Contact, Sigma Pi Alpha Sorority 4/16/2009 5/6/2009
Yes Contact, Sigma Pi Alpha Sorority 4/16/2009 5/6/2009
Yes Society of Hispanic Professional Engineers 4/16/2009 5/6/2009
Contact, Society of Hispanic Professional
Yes Engineers 4/16/2009 5/6/2009
Yes Contact, Thread and Design 4/16/2009 5/6/2009
Yes Coordinator for Student Organizations 4/16/2009 requested IRB application
Student Organization Adviser for Fraternities and
Yes Sororities 4/16/2009 5/6/2009
Yes Student Organization Adviser 4/16/2009 5/6/2009
Yes Director, Multicultural Student Affairs 4/16/2009 5/6/2009
Yes President, International Student Organization (ISO) 4/16/2009 failed
Yes Adviser, International Student Organization 4/16/2009 5/6/2009
Yes President, Latino Student Forum 4/16/2009 forwarded
Yes Associated Students 4/16/2009 unable to assist
Yes President, ASULV 4/16/2009 forwarded
Yes Campus Activities Board 4/16/2009 5/6/2009
Yes Office of Greek Life 4/16/2009 5/6/2009
University of La Verne Yes Interim Director of Student Life 4/16/2009 5/6/2009
Department Chair, American Ethnic Studies and
Yes Chicano Studies 4/16/2009 5/6/2009
Ventura College Yes Associated Students 4/16/2009 failed
Victor Valley College Yes Associated Student Body President 4/17/2009 5/6/2009
Yes Administrative Assistant to the President 4/17/2009 5/6/2009
West Hills College Coalinga Yes M.E.Ch.A. 4/17/2009 5/6/2009
Yes Administrative Assistant to the President 4/17/2009 5/6/2009
Yes EOPS Counselor & MEChA Adviser 4/17/2009 failed
Yes Contact, International Heritage Club 4/17/2009 failed
West Hills College Lemoore Yes President, Student Government Association 4/17/2009 5/6/2009
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Associate Dean and Associated Students

West Los Angeles College Yes Organization Adviser 4/17/2009 5/6/2009
Yes President, Hispanic Student Association 4/17/2009 5/6/2009
Yes Co-president, Hispanic Student Association 4/17/2009 5/6/2009 | failed
Yes Director of the Cultural Center 4/17/2009 requested IRB application
Yes Director of the Ortiz Programs 4/17/2009 forwarded
Yes M.E.Ch.A. 4/17/2009 5/6/2009
Yes Office of Student Activities 4/17/2009 5/6/2009 | unable to assist
Whittier College Yes Inter-Society Council 4/17/2009 5/6/2009
Coordinator of Student Involvement and
Yes Leadership 4/17/2009 5/6/2009
Yes Adviser, Common Threads 4/17/2009 5/6/2009
Yes Adviser, Sigma Omega Nu 4/17/2009 5/6/2009
Woodbury University Yes Adviser, Omega Psi Delta 4/17/2009 5/6/2009
Woodland Community College Yes Contact for the Associated Student Body 4/17/2009 5/6/2009
Yes Contact for M.E.Ch.A. 4/17/2009 5/6/2009
Contact for the Society of Hispanic Professional
Yes Engineers 4/17/2009 5/6/2009
Yuba College Yes Contact for the Associated Student Body 4/17/2009 5/6/2009
Central New Mexico Community Yes Student Activities Office 4/18/2009 5/6/2009
College Yes Director of Student Life 4/18/2009 failed
Yes Contact for the Hispanic Student Association 4/18/2009 5/6/2009
Yes Adviser, Campus Activities Board 4/18/2009 5/6/2009
Clovis Community College Yes Cultural Arts Director 4/18/2009 5/6/2009
Yes Hispanic Affairs 4/18/2009 5/6/2009
Multicultural Affairs Director & Adviser, International
Yes Students Club 4/18/2009 5/6/2009
Yes Adviser, AHORA and BESO 4/18/2009 5/6/2009
Eastern New Mexico University Yes Associated Students 4/18/2009 5/6/2009
New Mexico Highlands
University Yes Adviser, MECHA 4/18/2009 5/6/2009
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Yes Coordinator, Intramurals/Student Activities 4/18/2009 5/6/2009
Administrative Secretary, Associate Dean of
New Mexico Junior College Yes Students 4/18/2009 5/6/2009
Yes Faculty adviser for the Student Government 4/18/2009 5/6/2009
Yes Faculty adviser for the Student Government 4/18/2009 5/6/2009
Yes Faculty adviser, Foreign Languages Club 4/18/2009 5/6/2009
New Mexico State University, Yes Faculty adviser, Foreign Languages Club 4/18/2009 5/6/2009
Alamogordo Branch Yes Student Services Administrative Office 4/18/2009 5/6/2009
New Mexico State University, Coordinator, New Mexico Alliance for Minority
Carlsbad Yes Participation (AMP) 4/18/2009 5/6/2009
New Mexico State University,
Grants Yes President, Associated Student Government 4/18/2009 forwarded
Yes Chicano Programs 4/18/2009 forwarded
Yes President, Hispanic Council 4/18/2009 5/6/2009
President, Association of Latino Professionals in
Yes Finance and Accounting 4/18/2009 5/6/2009
Yes President, CAMP 4/18/2009 5/6/2009
Yes President, DESTINO 4/18/2009 5/6/2009
Yes President, Hispanic Business Students Association 4/18/2009 failed
Yes President, Kappa Delta Chi 4/18/2009 5/6/2009
Yes Chi Upsilon Sigma National Latin Sorority, Inc. 5/1/2009 5/6/2009
Yes President, LATINOS FOR EXITO 4/18/2009 5/6/2009
Yes Co-Chair, L.U.C.H.A. de M.E.C.H.A. 4/18/2009 5/6/2009
Adviser, Mexican American Engineers and
Yes Scientists 4/18/2009 forwarded
Yes President, PACE 4/18/2009 5/6/2009
President, Society of Hispanic Professional
Yes Engineers (SHPE) 4/18/2009 5/6/2009
Yes Department of Family and Consumer Sciences 4/18/2009 5/6/2009
New Mexico State University Yes Department of Family and Consumer Sciences 4/18/2009 5/6/2009
Northern New Mexico College Yes President, Student Senate 4/18/2009 5/6/2009
Santa Fe Community College Yes Fashion Designers Club 4/18/2009 5/6/2009




Yes El Club Nuestra Herencia 4/18/2009 5/6/2009
Yes Spanish Bilingual Club 4/18/2009 5/6/2009
Yes Academic and Student Affairs Coordinator 4/18/2009 5/6/2009
Yes Coordinator, Student Activities/Student Leadership 4/18/2009 5/6/2009
HESO, Hispanic Engineering and Science
Yes Organization 4/18/2009 5/6/2009
Yes Director, Latin American & Iberian Insitute 4/18/2009 5/6/2009
Yes President, SOLAS 4/18/2009 5/6/2009
Yes President, SOLAS 4/18/2009 5/6/2009 | forwarded
Yes President, Student Government 4/18/2009 5/6/2009
Yes Fraternity and Sorority Life 4/18/2009 5/6/2009
Yes President, Hispanic Business Student Association 4/18/2009 5/6/2009
President, Hispanic Engineering and Science
Yes Organization 4/18/2009 5/6/2009
Yes President, Kappa Delta Chi Sorority, Inc. 4/18/2009 5/6/2009
Yes President, Lambda Theta Alpha Latin Sorority, Inc. 4/18/2009 5/6/2009
President, Mexican American Law Student
Yes Association 4/18/2009 5/6/2009
Yes President, Mexican Student Association 4/18/2009 5/6/2009
Yes Co-Chair, MEChA 4/18/2009 5/6/2009
Yes Co-Chair, MEChA 4/18/2009 5/6/2009
Yes President, Multicultural Greek Council 4/18/2009 5/6/2009
Yes Co-Chair, Raza Graduate Student Association 4/18/2009 5/6/2009
Yes Co-Chair, Raza Graduate Student Association 4/18/2009 5/6/2009
University of New Mexico Yes Student Activities Center 4/18/2009 5/6/2009
University of New Mexico Taos Yes Student Government 4/18/2009 5/6/2009
University of New Mexico
Valencia Yes President, Student Government 4/18/2009 5/6/2009
Yes Director of Multicultural Affairs/Student Activities 4/18/2009 5/6/2009
Western New Mexico University Yes Sponsor, MEChA 4/18/2009 forwarded
Austin Community College Yes Campus Activities 4/22/2009 failed
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Yes President, Student Government Assaciation 4/22/2009 5/7/2009
Minority Student Senator, Student Government
Yes Association 4/22/2009 5/7/2009
Yes Clubs and Organizations 4/22/2009 5/7/2009
Yes Diversity Outreach 4/22/2009 5/7/2009
Yes Latin Club 4/22/2009 5/7/2009
Yes Director, El Centro 4/22/2009 failed
No Professor and ITAA member 4/10/2009 5/6/2009
No Professor and ITAA member 4/10/2009 forwarded
Baylor University No Professor and ITAA member 4/10/2009 forwarded
Yes Multicultural Center 4/22/2009 5/7/2009
Yes Contact, Hispanic Heritage Club 4/22/2009 5/7/2009
Yes Contact, Hispanic Heritage Club 4/22/2009 5/7/2009 | forwarded
Yes Contact, Hispanic Heritage Club 4/22/2009 5/7/2009
Yes Contact, Hispanic Heritage Club 4/22/2009 5/7/2009
Brookhaven College Yes Contact, Hispanic Heritage Club 4/22/2009 5/7/2009
Cedar Valley College Yes Adviser, Latin American Student Organization 4/22/2009 forwarded
Student Governemnt Association Adviser, Beeville
Yes Campus 4/22/2009 5/7/2009
Yes Contact, SGA at Kingsville 4/22/2009 5/7/2009
Yes Contact, SGA at Alice Campus 4/22/2009 5/7/2009
Coastal Bend College Yes Adviser, Spanish Club, Beeville Campus 4/22/2009 5/7/2009
Yes Student Activities Office 4/22/2009 5/7/2009
Del Mar College Yes Student Activities Office 4/22/2009 5/7/2009
Yes Program Specialist, Student Life Office 4/22/2009 5/7/2009
Yes Program Specialist, Student Life Office 4/22/2009 5/7/2009
Adviser, Council of Latin American Students
Eastfield College Yes (CLAS) 4/22/2009 forwarded
Director of SPAR and Sponsor, Student
Yes Government Association 4/22/2009 5/7/2009
El Centro College Yes Sponsor, Fashion Society of ECC 4/22/2009 5/7/2009




Yes Sponsor, Fashion Society of ECC 4/22/2009 5/7/2009
Yes Sponsor, Fashion Society of ECC 4/22/2009 5/7/2009
Sponsor, Latino Organization of Mentors and
Yes Scholars 4/22/2009 5/7/2009
Sponsor, Latino Organization of Mentors and
Yes Scholars 4/22/2009 5/7/2009
Yes Sponsor, Organization of Latin American Students 4/22/2009 5/7/2009
Yes Sponsor, Student Government Association 4/22/2009 5/7/2009
Yes Sponsor, Student Government Association 4/22/2009 forwarded
Yes International Student Center Student Specialist 4/22/2009 5/7/2009
Yes Director, Campus Life 4/22/2009 requested IRB application
Yes Contact, Ballet Folklorico 4/22/2009 failed
El Paso Community College Yes Contact, Fashion Conglomerate 4/22/2009 forwarded
Coordinator for Student Activities/Athletic Adviser,
Yes and SGA Adviser 4/22/2009 5/7/2009
Yes Student Activities Specialist 4/22/2009 5/7/2009
Yes Adviser, Hispanic Student Organization 4/22/2009 5/7/2009
Yes Adviser, Hispanic Student Organization 4/22/2009 5/7/2009
Galveston College Yes President, Student Government Association 4/22/2009 5/7/2009
Yes Student Life Coordinator, Southwest College 4/22/2009 5/7/2009
Yes Adviser, Northwest College Student Association 4/22/2009 5/7/2009
Adviser, International Student Organization,
Yes Northwest College 4/22/2009 5/7/2009
Yes Adviser, M.A.Y.O. 4/22/2009 5/7/2009
President, Northeast Student Government
Yes Association 4/22/2009 5/7/2009
Yes Student Government, Northeast 4/22/2009 5/7/2009
Yes Adviser, Northeast SGA 4/22/2009 5/7/2009
No Secretary, Fine Arts Department 5/4/2009
Houston Community College Yes Adviser, Northeast SGA 4/22/2009 7138640549
Midland College Yes Contact, International Student Club 4/22/2009 5/7/2009
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Yes Student Activities Coordinator 4/22/2009 5/7/2009
Yes SPAR 4/22/2009 5/7/2009
Contact, League of United Latin-American Citizens
Yes (LULAC) 4/22/2009 5/7/2009
Yes Contact, XI DE TEXAS, SIGMA DELTA NU 4/22/2009 failed
Contact, Student Government Association and
Yes Director of Student Programs and Resources 4/22/2009 5/7/2009
Mountain View College Yes Adviser, English as a Second Language 4/22/2009 5/7/2009
Yes Contact, L.U.L.A.C. Council 4/22/2009 no longer an active club
North Lake College Yes International Student Specialist 4/22/2009 5/7/2009
Yes Director of Campus Activities 4/22/2009 5/7/2009
Yes College Assistance Migrant Program (CAMP) 4/22/2009 5/7/2009
Yes Director, Biliterate Certificate Program 4/22/2009 5/7/2009
Director, Center for Mexian-American Studies and
Our Lady of the Lake University Yes Research 4/22/2009 forwarded
Palo Alto College Yes Student Government Association 4/22/2009 5/7/2009
Yes Contact, African American/Latino Students Alliance 4/22/2009 5/7/2009
SGA Adviser and Director of Student Programs and
Yes Resources 4/22/2009 5/7/2009
Yes International Advising Staff 4/22/2009 5/7/2009
Yes International Advising Staff 4/22/2009 5/7/2009
Yes International Advising Staff 4/22/2009 5/7/2009
Yes International Advising Staff 4/22/2009 5/7/2009
Yes International Advising Staff 4/22/2009 5/7/2009
Richland College Yes Adelante Program Coordinator 4/22/2009 5/7/2009
Sam Houston State University No Professor and ITAA member 4/10/2009 5/6/2009
Yes Contact, International Students Association 4/22/2009 5/7/2009
Contact, Mexican American Engineers and
Yes Scientists 4/22/2009 5/7/2009
San Antonio College Yes Contact, Student Government Association 4/22/2009 5/7/2009
San Jacinto College Yes Coordinator, Student Life Central 4/22/2009 requested IRB application
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Yes Coordinator, Student Life North 4/22/2009 requested IRB application
Yes Coordinator, Student Life South 4/22/2009 5/7/2009
Contact, Student Activities Center and Adviser,
Yes Student Government Association 4/22/2009 5/7/2009
Yes Contact, Student Activities/Center 4/22/2009 5/7/2009
Yes Adviser, Hispanic Student Organization 4/22/2009 5/7/2009
Yes Adviser, Hispanic Student Organization 4/22/2009 5/7/2009
Yes Adviser, Hispanic Student Organization 4/22/2009 5/7/2009
Adviser, Hispanic Student Organization and
International Club; also Multicltural Services
South Plains College Yes Coordinator 4/22/2009 5/7/2009 | unable to assist
Yes Assistant Director, Diversity and Multicultural Affairs 4/22/2009 forwarded
Assistant Director, Organizational Development
Yes and Student Government Association 4/22/2009 5/7/2009
Yes Executive Director, Student Leadership Team 4/22/2009 5/7/2009
Yes Executive Coordinator, Student Service Council 4/22/2009 5/7/2009
President, Academic Society for the Advancement
Yes of Minorities in Medicine (ASAMM) 4/22/2009 5/7/2009
Yes President, Bilingual Education Student Association 4/22/2009 5/7/2009
Yes Adviser, Bilingual Education Student Association 4/22/2009 5/7/2009
Yes President, Hispanic Business Students Association 4/22/2009 5/7/2009
Yes Adviser, Hispanic Business Students Association 4/22/2009 failed
Yes President, Student Government Association 4/22/2009 5/7/2009
Yes President, El Circulo de Espaiol 4/22/2009 5/7/2009
Yes Adviser, El Circulo de Espafiol 4/22/2009 5/7/2009
Yes President, Hispanic Student Association 4/22/2009 5/7/2009
Yes Adviser, Hispanic Student Association 4/22/2009 5/7/2009
Yes President, International Student Organization 4/22/2009 forwarded
Yes Adviser, International Student Organization 4/22/2009 failed
St. Edward's University Yes Student Organizations 4/22/2009 5/7/2009
St. Mary's University Yes Chapter President, Beta Sigma Phi 4/22/2009 5/7/2009
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Yes President, Beta Sigma Phi 4/22/2009 5/7/2009
Yes Chapter President, Kappa Delta Chi 4/22/2009 5/7/2009
Yes CPC President and Student Organization Specialist 4/22/2009 5/7/2009
Yes Greek Life Adviser 4/22/2009 5/7/2009
Yes President, Student Government Association 4/22/2009 5/7/2009
Yes President, Alpha Sigma Tau 4/22/2009 5/7/2009
Yes Adviser, Alpha Sigma Tau 4/22/2009 5/7/2009
President, League of United Latin American
Yes Citizens (L.U.L.A.C.) 4/22/2009 5/7/2009
Adviser, League of United Latin American Citizens
Yes (L.U.L.A.C.) 4/22/2009 5/7/2009
Yes President, Mexican Student Association 4/22/2009 5/7/2009
Yes Adviser, Mexican Student Association 4/22/2009 forwarded
President, Society of Hispanic Professional
Yes Engineers 4/22/2009 5/7/2009
St. Philip's College Yes Interim Director of Student Life 4/22/2009 5/7/2009
Stephen F. Austin State
University No Professor and ITAA member 4/10/2009 5/6/2009
Yes President, Student Government Association 4/23/2009 5/7/2009 | forwarded
Sul Ross State University Yes Adviser, Student Government Association 4/23/2009 5/7/2009
No Professor and ITAA member 4/10/2009 5/6/2009
Tarleton State University No Center for Diversity Initiatives 5/4/2009 5/6/2009 | failed
No Contact, Mexican Student Association 4/30/2009 5/6/2009
No Student Activities 5/4/2009 5/6/2009 | failed
Chapter Orientation Adviser, Lambda Theta Alpha
No Latin Sorority, Inc. 5/4/2009 5/6/2009
Texas A&M University No Chi Upsilon Sigma National Latin Sorority, Inc. 5/1/2009 5/6/2009
Yes President, Student Government 4/23/2009 5/7/2009
Yes President, Campus Activities Board 4/23/2009 5/7/2009
Texas A&M International Yes President, Club de Espanol Siglo XXI 4/23/2009 forwarded
University Yes President, Club Alma Gitanna 4/23/2009 failed
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Yes President, Ballet Folklorico Club 4/23/2009 5/7/2009
Yes President, Association of International Students 4/23/2009 5/7/2009
Yes President, Alpha Psi Lambda National, Inc. 4/23/2009 5/7/2009
President, Delta Psi Alpha Multicultural Co-ed
Yes Fraternity 4/23/2009 5/7/2009
Yes President, Kappa Delta Chi Sorority, Inc. 4/23/2009 5/7/2009
President, Sigma Nu Delta Multi-Cultural Co-ed
Yes Society 4/23/2009 5/7/2009
Yes Lambda Theta Alpha Latin Sorority, Incorporated 4/23/2009 5/7/2009
Yes President, Campus Activities Board 4/23/2009 5/7/2009
Yes Contact, Sigma Lambda Gamma 4/23/2009 failed
Texas A&M University, Corpus Yes President, Islander Cultural Alliance 4/23/2009 5/7/2009
Christi Yes Islander Cultural Alliance 4/23/2009 5/7/2009
Yes Instructor 5/4/2009 5/6/2009
Yes Professor and ITAA member 4/10/2009 forwarded
Yes Student Body President 4/23/2009 failed
Yes Campus Activities Board 4/23/2009 5/7/2009
Yes Greek Life 4/23/2009 failed
Yes Ballet Folklorico 4/23/2009 5/7/2009
Yes Kappa Delta Chi Sorority, Inc. 4/23/2009 5/7/2009
Minorities in Agriculture, Natural Resources, and
Yes Related Sciences 4/23/2009 5/7/2009
Yes Society of Hispanic Professional Engineers (SHPE) 4/23/2009 5/7/2009
Texas A&M Kingsville Yes Women of Diversity 4/23/2009 5/7/2009
No Professor and ITAA member 4/10/2009 5/6/2009
Texas Christian Univerisity No Professor and ITAA member 4/10/2009 5/6/2009
Texas State San Marcos No Professor and ITAA member 4/10/2009 forwarded
Yes Student Government Assaociation 4/23/2009 5/7/2009
Texas State Technical College Yes Student Life 4/23/2009 5/7/2009
Texas Tech University No Professor and ITAA member 4/10/2009 forwarded

414



No Board member at TTU 4/22/2009 5/6/2009
No Professor and ITAA member 4/10/2009 unable to assist
No Professor and ITAA member 4/10/2009 forwarded
No Professor and ITAA member 4/10/2009 5/6/2009
Texas Woman's University No Chi Upsilon Sigma National Latin Sorority, Inc. 5/1/2009 5/6/2009
Yes President, Campus Activities Board 4/23/2009 failed
Yes President, Student Government Association 4/23/2009 5/7/2009
President, Bilingual Education Student
Yes Organization 4/23/2009 5/7/2009
no longer president, will
Yes President, Hispanic Scholarship Fund Scholar 4/23/2009 forward to current president
President, League of United Latin American
Yes Citizens (L.U.L.A.C.) 4/23/2009 forwarded
Yes President, Gamma Alpha Omega Sorority, Inc. 4/23/2009 5/7/2009
Yes President, Kappa Delta Chi Sorority, Inc. 4/23/2009 5/7/2009
Yes President, Sigma Lambda Gamma Colony 4/23/2009 failed
University of Houston-Downtown Yes Director, Student Activities & Events 4/23/2009 5/7/2009
University of Houston Victoria No Contact, Mexican American Student Organization 5/4/2009 5/6/2009
No Professor and ITAA member 4/10/2009 requested IRB application
No President, Lambda Theta Alpha 5/4/20009 5/6/2009
University of Houston, TX No Lambda Theta Alpha 5/4/2009 5/6/2009
Yes Professor and ITAA member 4/10/2009 failed
University of the Incarnate Word Yes Professor and ITAA member 4/10/2009 unable to assist
No Professor and ITAA member 4/10/2009 unable to assist
No Professor and ITAA member 4/10/2009 forwarded
No Professor and ITAA member 4/10/2009 5/6/2009
No Lambda Theta Alpha Latin Sorority Inc. 5/4/2009 5/6/2009 | failed
University of North Texas No Sigma Lambda Gamma National Sorority, Inc. 5/4/2009 5/6/2009 | failed
Yes Student Activities 4/23/2009 5/7/2009
Yes Council of Clubs 4/23/2009 5/7/2009
University of St. Thomas Yes Student Activities Board 4/23/2009 5/7/2009
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Yes Student Government Vice President 4/23/2009 5/7/2009
University of Texas, Arlington No Contact, Lambda Theta Alpha Latin Sorority, Inc. 5/4/2009 5/6/2009
President, Mexican Student Association and
No Internationals 5/4/2009 5/6/2009
No Mexican Student Association and Internationals 5/4/2009 5/6/2009
Chapter Orientation Adviser, Lambda Theta Alpha
University of Texas, Austin No Latin Sorority, Inc. 5/4/2009 5/6/2009
Yes Adviser, Student Government Association 4/24/2009 5/7/2009
Yes SGA President 4/24/2009 5/7/2009
President, Bilingual Student Leadership
Yes Association 4/24/2009 5/7/2009
Yes Adviser, Bilingual Student Leadership Association 4/24/2009 5/7/2009
Yes President, Campus Activities Board 4/24/2009 5/7/2009
Yes Adviser, Campus Activities Board 4/24/2009 5/7/2009
Yes President, Estudiantina Azul y Fuego 4/24/2009 5/7/2009
Yes President, Folklorico 4/24/2009 5/7/2009
Yes Adviser, Folklorico 4/24/2009 5/7/2009
Yes President, Nacional Hispanic Business Association 4/24/2009 5/7/2009
Yes Adviser, Nacional Hispanic Business Association 4/24/2009 5/7/2009
Yes President, Teatro Universitario 4/24/2009 5/7/2009
) ; Yes Adviser, Teatro Universitario 4/24/2009 failed
g?gwglgl\\lliﬁgsgf fTS(;iS at Yes President, Voces y Letras 4/24/2009 forwarded
Southmost College Yes Adviser, Voces y Letras 4/24/2009 5/7/2009
Yes President, Chicano Pre Law Society 4/24/2009 5/7/2009
Yes Adviser, Chicano Pre Law Society 4/24/2009 forwarded
Yes President, The Emeralds 4/24/2009 5/7/2009
Adviser, The Emeralds and Sigma Lambda Gamma
Yes National Sorority Inc. 4/24/2009 5/7/2009
President, Sigma Lambda Gamma National
Yes Sorority Inc. 4/24/2009 5/7/2009
The University of Texas at El President, Jovenes Fronterizos por el Mismo
Paso Yes Sueno 4/24/2009 5/7/2009
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President, Jovenes Fronterizos por el Mismo

Yes Sueno 4/24/2009 5/7/2009
President, Society of Mexican American Engineers
and Scientists & the Society of Hispanic
Yes Professional Engineers 4/24/2009 5/7/2009
Adviser, Society of Mexican American Engineers
and Scientists & the Society of Hispanic
Yes Professional Engineers 4/24/2009 5/7/2009
Yes President, Multicultural Greek Council 4/24/2009 5/7/2009
Yes Adviser, Multicultural Greek Council 4/24/2009 5/7/2009
Yes President, Languages and Linguistics Club 4/24/2009 failed
Yes Adviser, Languages and Linguistics Club 4/24/2009 forwarded
Yes President, Hispanic Business Student Association 4/24/2009 5/7/2009
Yes Adviser, Hispanic Business Student Assaociation 4/24/2009 failed
Yes President, Paso del Norte SACNAS Chapter 4/24/2009
Yes Adviser, Paso del Norte SACNAS Chapter 4/24/2009 forwarded
President, League of United Latin American
Yes Citizens 4/24/2009 5/7/2009
President, National Association of Hispanic
Yes Journalists 4/24/2009 forwarded
Adviser, National Association of Hispanic
Yes Journalists 4/24/2009 forwarded
Yes President, Student Government Association 4/24/2009 5/7/2009 | forwarded
Yes Associate Director of Student Activities 4/24/2009 5/7/2009 | forwarded
Assistant Director of Student Activities for Greek
Yes Life 4/24/2009 5/7/2009
Yes Student Organization Council 4/24/2009 failed
Yes Interested Ladies of Lambda Theta Alpha 4/24/2009 5/7/2009
Yes Kappa Delta Chi Sorority, Inc. 4/24/2009 5/7/2009
Yes Multicultural Greek Council 4/24/2009 5/7/2009
University of Texas at San Yes Student Government Association President 4/24/2009 5/7/2009 | unable to assist
Antonio Yes Campus Activities Board 4/24/2009 5/7/2009




University of Texas Health Yes Director, Office of Student Life 4/24/2009 unable to assist
Science Center at San Antonio Yes Student Life Program Coordinator 4/24/2009 unable to assist
Yes President, Student Government Association 4/24/2009 5/7/2009
Yes Director, Student Center and Leadership Activities 4/24/2009 5/7/2009
Yes Student Organizations Coordinator 4/24/2009 5/7/2009
University of the Incarnate Word Yes President, Hispanic Latino Association 4/24/2009 5/7/2009
Adviser, Student Government Association and
Yes Director of Student Services & Student Activities 4/24/2009 5/7/2009
The Victoria College Yes Adviser, Student Government Association 4/24/2009 5/7/2009
Western Texas College Yes Student Support Services 4/24/2009 5/7/2009
Alpha Pi Sigma Sorority, Inc. No National President 5/1/2009
Delta Tau Lambda No National President 5/1/2009 forwarded
Gamma Alpha Omega No National President 5/1/2009
No National President 5/1/2009
No California North Area 1 Supervisor 5/1/2009
No California South Area 2 Supervisor 5/1/2009 forwarded
No California South Area 3 Supervisor 5/1/2009
Lambda Theta Alpha Latin No Texas Area 1 Supervisor 5/1/2009
Sorority, Inc. No Texas South Area 2 Supervisor 5/1/2009
No Texas Youth State Director 5/1/2009
No California Youth State Director 5/1/2009
No New Mexico Youth State Director 5/1/2009
League of United Latin American No National Youth President 5/1/2009
Citizens (LULAC) No National Youth VP for the Southwest 5/1/2009
No Alta Califas Norte 5/1/2009
No Alta Califas Sur 5/1/2009
No Centro Aztlan 5/1/2009
No Centro Califaztlan 5/1/2009
MEChA No Southeast Tejaztlan 5/1/2009
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Sigma Lambda Gamma No National President 5/4/2009
No Contact, Region 1 5/4/2009 failed
No Contact, Region 1 5/4/2009 failed
Society of Hispanic Professional No Contact, Region 2 5/4/2009 failed
Engineers No Contact, Region 5 5/4/2009 failed




Recruitment Email
Hellodn Ti t | e, Name o,

My name is Beth Newcomb and | am a doctoral student at North Ca&tlteaUniversity's
College of Textiles. My dissertation research involves the study and analysis of apparel
preferences and needs of Mexigamerican women between the ages of 18 and 25. The
apparel industry recognizes the large opportunity that eristés consumer market, but

they have relatively little consumer understanding that is needed for apparel design and
development. My research will hopefully fulfill some of these needs and enable the industry
to create products specifically designedtfer MexicanrAmerican woman's needs and
preferences.

|l am contacting you, as the ATitleo of @An
institution/organizationo, in the hopes t
survey to the students at yauniversity who may be willing to provide us with muckeded

input into their apparel preferences. For your assurance, my study has been reviewed and
approved by NC State University's Institutional Review Board, guaranteeing the anonymity
and privacy okach respondent's answers to the survey. If you are willing to help, | ask that
you forward the following two paragraphs (one in English, and the other in Spanish), so that
the students will know a little more about the purpose of the study and hayitreto take

the survey in their preferred language. If you do indeed send this information out, could you
also reply to me and let me know an approximate count of the number of people to which
you sent the information? Thank you very much in advamcarfy assistance you can

provide for this valuable study!

ame
hat

SURVEY RECRUITMENT PARAGRAPHS ARE BELOW:
English Version:

Hello, my name is Beth Newcomb and | am a doctoral student in the College of Textiles at
North Carolina State University. | am sendthigs email to request your participation in an
online survey about apparel preferences. If you are a MeRingrican female between the
ages of 18 and 25, | would greatly appreciate your input that could improve apparel product
design and development fgou!

This survey will take 15 minutes or less to complete. If you are willing to participate, please
click the following link, and the online survey will be launched.

http://www.surveyqgizmo.com/s/101736/hispanigparelpreferencegnglishversion
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http://www.surveygizmo.com/s/101736/hispanic-apparel-preferences-english-version

Thank you very much for participating!

Sincerely,

Beth Newcomb
PhD Candidate
North Carolina State University, College of Textiles

Spanish Version:

Hola, me llamo Beth Newcomb y soy estudiante doctoral en el departamento de Textiles en
North Carolina State University. Le envio este correo electrénico para solicitar su
participacion en una encuesta acerca de las preferencias de ropa. Si Ud. es una mujer
mexicanaamericana entre las edades de 18 y 25 afios, le agradeceria mucho su opinion, jla
cual podria mejorar el disefio y el desarrollo de productos de ropa para Ud.!

Usted tardard un maximo de 15 minutos en rellenar la encuesta. Si Ud.
esta dispuestaparticipar, por favor, siga el vinculo (link) siguiente, y la encuesta que esta
en internet, se abrira para Ud.

http://www.surveygizmo.com/s/102348¢panicapparelpreferencespanishversion

iMuchisimas gracias por participar!

Atentamente,

Beth Newcomb
Candidata doctoral
North Carolina State University, College of Textiles
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APPENDIX C i Sampling Method Information: Online Advertising

Advertisements

MySpace Advertisements

1. Horizontal Banner Advertisement

Are you an 18-25 year old Mexican-American

female interested in fashion? If so, NC State

University researchers want to hear from you!
(también en espariol)

2. Medium Rectangle Advertisement

Have a say in the clothing

designed for you!

Are you an 18-25 year old Mexican-
American female interested in fashion?,
If so, NC State University
researchers want to hear from you!
(también en espariol)
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Facebook Advertisement

1. Rectangle Advertisement

Hispanic
fashionistas?
Have a say in the

clothing designed
for you!

Are you an 18-25 year old
Mexican-American female
interested in fashion? If
so, NCSU researchers
want your input! (también
en espaniol)

Google Advertisement

Mexican-American Females
MCSU researchers want input into
your fashion preferences

wwwd. ncsu. edu/~eanewcom
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Website Developed for Online Advertising Landing Page

@ NCsU Hispanic Researc
He % Dew he

/Researchers at NC State University are
conducting a study of the apparel
preferences of 18-25 year old
Mexican-American females

Please visit the following link to give us your input:

Para una encuesta espafiola:

v Calling
7 all Hispani

Spanish Survey

Done

%’ TACEaTO @) G - rboox (3)-be. [T —— ) Rechibment Approec.... | ) 1RBModatian 49+, | (] Misssott Exce -5l A Tunes Q! 208
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APPENDIX D1 Survey Instrument

English Version
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Hispanic Apparel Preferences: English Version

MNorth Carclina State University
INFORMED CONSENT FORM for RESEARCH

Title of Study: Apparel product development considerations for Mexican-American women in the US: A study of
evaluative criteria and fit preferences of 18-25 year-old females.

Principal Investigator: Beth Newcomb Foculty Sponseor: Dr. Cynthia lstook

What are some general things you should know about research studies?

You are being asked to take part in o research study. Your participation in this study is voluntary. You have the right 1o be
a part of this study. to choose not to participate or to stop participating at any time without penalty. The purpose of
research studies is to gain a better understanding of a certain topic or issue. You are not guaranteed any personal
benefits from being in a study. Research studies also may pose risks to those that participate. In this consent form you will
find specific details about the research in which you are being asked to participate. If you do not understand something
ini this form it is your right to ask the researcher for clarification or more information. A copy of this consent form will be
provided to you_If at any time you have questions about your participation, do niot hesitate to contact the researcher(s)
named abowve.

What is the purpose of this study?

The purpose of this research is to investigate apparel preferences of Mexican-American Hispanic women, ages 13-25.
Specifically, the study aims to provide apparel designers with a clear understanding of the use and importance of
specific apparel attributes in apparel purchase decisions, as well as the fit preferences of Mexican-American female
consumers ocross a variety of product categories.

What will happen if you take part in the study?

If you agree to participate in this study, you will be asked to complete an online survey regarding your apparel fit
preferences and the criteria you consider important in apparel purchases. Only people satisfying study criteria (female,
between the ages of 18 and 25, and Mexican-American) will be able to complete the entire survey. The entire survey will
take approximately 15 minutes or less to complete, and you may complete the survey on any computer with internet
access.

Risks

Since this is an online survey, there are no foreseeable risks or discomforts that you should experience in porticipating in
this study. If you encounter any survey question that you feel is too personal or sensitive and you do not wish to answer,
you may exit the survey at any time.

Benefits

You will not directly benefit by participating in this study. Howewer, this research will indirectly benefit you as a
participant in the form of providing infermation that can be used to improve apparel product development for Mexican-
American women ages 18-25. The knowledge gained os part of this study will hopefully enable fashion designers and
apparel manufacturers to better understand the Mexican-American consumer market and create preducts more suited
to your opparel preferences.

Confidentiality

The information in the study records will be kept strictly confidential. Data will be stored securely in a password-
protected UEL provided by SurveyGizmeo. Only the principal investigator of the research will have access to the data.
Once the data are exported for analysis, data will be stored on a possword-protected storage device only accessible to
the primary researcher. No reference will be made in oral or written reports which could link you to the study. You will NOT
be asked to write your name on any study materials so that no one can match your identity to the answers that you
provide.

Compensation
You will not receive anything for participating in this study.

What if you have questions about this study?
If you hawe questions ot any time about the study or the procedures, you may contact the researcher, Beth Newcomb, ot
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2401 Research Drive, Box 8301 Raleigh, NC, 27495, or [219] 567-2084.

What if you have gquestions about your righls as a research parlicipani?
If you feel you have not been trected according to the descriptions in this form, or your rights as o participant in research

have been vicloted during the course of this project, you may contact Deb Paxton, Regulatory Compliance
Administrator, Box 7514, NCSU Campus (#19/515-4514), or Joe Rabiega, IREB Coordinator, Box 7514, NCSU Campus
(219/515-7515).

Consent To Participate
“I have read and understand the above information. | have received a copy of this form. | agree to participate in this

study with the understanding that | may choose not to participate or to stop participating ot any time without penalty or
loss of benefits to which | am otherwise entitled.”

1. Do you agree to parficipate in this survey?
*

| Agree
| Do Not Agree

Click to Next Page

3§ Take a look under the hood

Hispanic Apparel Preferences: English Version

2, What is your gender? *
Male

Female

Click to Go Back Click to Next Page

3 Toke a look undor the hood




Hispanic Apparel Preferences: English Version

3. Whot is your age group? ¥

Under 18 years of age
18-25years

26-35

36-45

46-55

56-65

Over &5

Click to Go Back Click to Next Page

3§ Take a look under the hood

Hispanic Apparel Preferences: English Version

4, Are you of Hispanic, Lafino, or Spanish origin? *
@ No, not of Hispanic, Latino or Spanish crigin
D Yes, Mexican, Mexican-American, Chicano
Yes, Puerto Rican
Yes, Cuban
Yes, another Hispanic, Latino or Sponish origin

Click to Go Back Click to Next Page

3 Toke a look under the hood
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Hispanic Apparel Preferences: English Version

.1 Do you wear casual pants?

Yes

No, | never wear casual pants

Click to Go Back Click to Next Page

N Toke a look under the hood




Hispanic Apparel Preferences: English Version

6. When shopping for casual pants, indicate how important the following factors are in your product evaluation. The further to
the right, the more important the factor is and the further to the left, the factor is of lesser importance.
*

Not at all

important &=

5
Color / pattern

Styling

Fit [ sizing

Appearance

Beauty / attractiveness

Quality [construction, durability, workmanship)
Ease of care

Comfort

Fiber content [ fabrication

Versatility with existing wardrobe

Price:

Brand name / store name

Country of origin

Appropriateness for end use

Suitability for the individual

Sexy

Fashionability

Individuality / uniqueness

Promotes high self esteem

Pleasing to others

7. Ofthe garment characteristics / affributes above, please rank the three most important affributes in your decision to
purchase casval pants?

1st most important |
2nd most impodun‘fl
3rd most important |

Click to Go Back Click to Next Page
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Hispanic Apparel Preferences: English Version

8*. Do you wear casval fops?

Yes

No, | never wear casual tops

Click to Go Back Click to Next Page

= Toke a look under the hood
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Hispanic Apparel Preferences: English Version

9. When shopping for casual tops, indicate how important the following factors are in your product evaluation. The further to
the right, the more important the factor is and the further to the left, the factor is of lesser importance.
*

Not at all

important & e
1

Color [ pattern

Styling

Fit [ sizing

Appearance

Beauty [ attractiveness

Quality (construction, durability, workmanship)
Ease of care

Comifort

Fiber content / fabrication
Wersatility with existing wardrobe
Price

Brand name / store name
Country of origin
Appropriateness for end use
Suitability for the individual

Sexy

Fashionability

Individuality [ uniqueness
Promotes high self esteem

Pleasing to others

10. Of the garment characterislics / affributes above, please rank the three mostimportant affributes in your decision ta
purchase casval tops?

1st most important |

2nd most importont |

3rd most important |

Click to Go Back Click to Next Page
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Hispanic Apparel Preferences: English Version

11. Do you wear casuval skirts?

*

Yes
No, | never wear casual skirts

Click to Go Back Click to Next Page

N Teke a look under the hood
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Hispanic Apparel Preferences: English Version

12. When shopping for casual skirts, indicate how important the following factors are in your product evaluation. The further to
the right, the more important the factor is and the further to the left, the factor is of lesser importance.
*

Color [ pattern

Styling

Fit / sizing

Appearance

Beauty / attroctiveness

Quality [construction, durability, workmanship)
Ease of care

Comfort

Fiber content / fobrication
Versatility with existing wardrobe
Price

Brand name / store name
Country of origin
Appropriateness for end use
Suitability for the individual

Sexy

Fashionability

Individuality f uniquenass
Promotes high self esteem

Pleasing to others

13. Of the it characterisfics / affributes above, please rank the three mostimportant alfributes in your decision fo
purchase casval skirts? ¥

st most important |

2nd most important |

3rd most important |

Click to Go Back Click to Next Page

434



Hispanic Apparel Preferences: English Version

14, Do you wear casval dresses?
*

Yes

No, | never wear casual dresses

Click to Go Back Click to Next Page

N Take a look under the hood
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Hispanic Apparel Preferences: English Version

15. When shopping for casual dresses, indicate how important the following factors are in your product evaluation. The further
to the right, the more important the factor is and the further to the lefi, the factor is of lesser importance.
*

Coler / pattern

Styling

Fit / sizing

Appearance

Beauty / attractiveness

Quality (censtruction, durability, workmanship)
Ease of care

Comfort

Fiber content / fabrication
Wersatility with existing wardrobe
Price

Brand name / store name
Country of origin
Appropriateness for end use
Suitability for the individual

Sexy

Fashioriability

Individuality / uniqueness
Promotes high self esteem

Pleasing to others

16. Of the garment characteristics / affributes above, please rank the three most important alfributes in your decision to
purchase casval dresses?

15t most important |

2nd most '\mpoﬁurﬂl
3rd most important |

Click to Go Back Click to Next Page
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Hispanic Apparel Preferences: English Version

17. If shopping for the following pair of casual pants, select the fit you would be most likely fo purchase and wear. ¥

Click to Go Back Click o Next Page




Hispanic Apparel Preferences: English Version

18. If shopping for the following casual fop, select the fit you would be most likely to purchase and wear.*

Click to Go Back Click to Next Page

3N Take a look under the hood
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Hispanic Apparel Preferences: English Version

19. If shopping for the following casual skirt, select the fit you would be most likely to purchase and wear.*

WA ee S~ %
yi‘%ﬁ\ h e
A

8% " _3:(-
B8

Click to Go Back Click to Next Page




Hispanic Apparel Preferences: English Version

20. If shopping for the following casual dress, select the fit you would be most likely to purchase and wear. ¥
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Hispanic Apparel Preferences: English Version

21. From the following choices, choose the body shape that you feel most closely matches your actual body shape. *

Bust is small in proportion to waist;
Bust and hips are balanced; waist is well-defined;

walist is well-defined hips are large in proportion to waist

Hips are larger than bust; Bust is larger than hips;
waist is well-defined waist is well-defined

Little to no waist definition; Full figure with a
balanced under arm and hips curved midsection
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A

Upper body is larger than lower Lower body is larger than upper
body, with little to no waist indention body, with little to no waist indention

Full figure with waistline dominating
shape of high full stomach

Click to Go Back Click to Next Page
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Hispanic Apparel Preferences: English Version

22. What s your height? ¥

[ s

in

23. What is your weight? ¥

ks

24. What clothing size would you generally wear in casual pants? ¥

XS (0-2)
S(4-¢)

M (8-10)
L(12-14)

XL (16-18)

OX {16W)

1 {18W - 20W)
2X (22W - 24W)
3K (26W - 28W)

?.‘5. What clothing size would you generally wear in casual fops?

XS {0-2)
S{4-6)

M (8-10)
L(12-14)

XL (16-18)

OX {16W)

1X (18W - 20W)
2X (22W - 24W)
3X (26W - 28W)

26. What clothing size would you generally wear in casual skirts? ¥

XS (0-2)
S(4-4)

M (8-10)
L(12-14)
XL(16-18)

OX (16W)

1X (18W - 20W)
2X (22W - 24W)
3X (26W - 28W)

27. What clothing size would you generally wear in casval dresses? *
XS ({0-2)
S(4-6)
M(8-10)
L(12-14)
XL (16-18)
OX (16W)
1X (18W - 20W)
2X [22W - 24W)
3X (26W - 28W)

Click to Go Back Click to Next Page

2 Toke a look undor the hood
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Hispanic Apparel Preferences: English Version

28. In general, what language do you read and speak?*
Only Spanish
Spanish more than English
Both equally
English more than Spanish
Only English

i?. Whatlanguage do you usually speak at home?

Only Spanish

Spanish more than English
Both equally

English more thon Sponish
Only English

iﬂ. In what language do you usually think?

Only Spanish

Spanish more than English
Both equally

English more than Spanish
Only English

31. Whatlanguage do you usually speak with your friends?
*

Orlly Sparish
Spanish more than English
Both equally

English more than Spanish
Cnly English

32. In which country were you bom?¥
United States
Other |

13. In which country was your father born?

United States
Other |

C;‘. In which counlry was your mother born?

United States
Cther

Click to Go Back Click to Next Page

3 Toke a look undar the hood
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Hispanic Apparel Preferences: English Version

35. What was your tolal income last year? *

Under $25,000
$25,000 - $49.999
$50,000 - $74,999
$75,000 - $99,999
over $100,000
would rather not say

36. Which of the following best d

Less than high school
High school graduate
Some college
College graduate
Post groduate work

37. Which of the following best describes your occupalion? *
Professional / managerial
Office
Crafts
Service [sales
Student
Military
Homemaker
Mot employed

38, In which stale do you currenily reside? ¥
—Please Select - -

Click to Go Back Finished? Submit your Survey

N Take a look under the hood
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Spanish Version
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