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FACTORS INFLUENCING THE STORE PATRONAGE

OF A SELECTED GROUP OF WOMEN EMPLOYED IN

MANAGERIAL AND PROFESSIONAL OCCUPATIONS
IN NORTHERN LOUISIANA

Charlene Hughes Hagan. Texas Woman's University. Denton,
Texas. August 1987. Ph.D. in Textiles and Clothing. Dr.
Marian Jernigan, Major Professor.

The purpose of this study was to examine the patronage
motives of career women employed in managerial and profes-
sional specialty occupations in northern Louisiana. This
study investigated career women's demographic characteris-
tics, shopping behaviors and store preferences in order to
develop a shopper profile.

The sample consisted of 232 career women who completed
a questionnaire developed by the researcher. The question-
naire was mailed and returned directly to the researcher
for analysis of data.

The questionnaire consisted of 20 questions per-
taining to shopping behaviors, store preferences and demo-
graphics. A null hypothesis was developed for each
question.  Frequency and percentage distributions were

performed on all questions for descriptive purposes. The



participants were grouped into three categories; (1)
executive, administrative and managerial, (2) professional
specialty, and (3) teachers. The Kendall's coefficient of
concordance W was used to test for significant differences.
All questions were crosstabulated using the chi-square
goodness-of-fit test to look for significant differences
among the responses within the three groups of occupations.

Most of the career women were married, aged 36 to 45
years, had a salary range -of $15,000 to $24,999 and a
household income of over $55,000. The majority had
completed a graduate degree and worked 31-40 hours per
week.

The clothing source shopped most often was the depart-
ment store, followed by the specialty store/boutique and
mail order catalog. No significant difference was found in
the clothihg source shopped most often among the three
groups of career women. The career women specified that
the return policy of a store was the most important store
attribute. Highly significant differences were found in
the most important store attribute and shopping in a
department store, a specialty store/boutique and a mail
order catalog. Highly significant differences were

revealed in the most important choice of store inventory

(selection of merchandise in the career woman's size) and
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shopping in a department store and a specialty store/bouti-
que. No significant difference was found in the most
important choice of store inventory and shopping by mail

order catalog.
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CHAPTER I

INTRODUCTION

Because of the highly competitive nature of re-
tailing, retailers must identify their market segments.
Retailers are aware that a distinct market segment of
working women has developed and is becoming stronger.
Segmentation of working women by occupation results in
distinct groups of consumeré with similar socio—-economic
backgrounds, values and comparable incomes. Working women
as a whole are not a homogeneous group. Retailers are
faced with the probability that different segments have
different preferences and shopping behavior patterns
(Working Women, 1980).

A study done by Joyce and Guiltinan (1978) found that
professional women differ significantly from housewives
and from women with nonprofessional jobs in terms of
variety of shopping attitudes, activities and behavior.
This distinction would appear to be highly significant and
useful to retail strategists. Employment status has an
effect on personal clothing consumption (McCall, 1977).

According to the Bureau of Labor Statistics (1987), women
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comprise 44.1% of all people employed in professional/
technical occupations, and 41% of all people employed in
managerial/administrative occupations (Employment and
Earnings, 1987).

Professional, managerial or administrative occupa-
tions customarily require more than average education and
yield more than average income and prestige. Because
their specialized training represents a large investment
of time and money, professionals and managers usually view
their work as a career, rathér than just a job (Spain and
Nock, 1984).

Results of a study by Celanese Fibers Marketing
Company (1980) showed that women involved in career situa-
tions have a set of shopping imperatives, and retailers
must seek to satisfy the needs of these target customers.
In order to capitalize on the market segment of career
women, a better understanding of this market's patronage
motives 1is needed. Patronage motives, which may be
rational or emotional, can explain why a consumer
purchases products from one retail store rather than from
another (Bohlinger, 1983). A better understanding of why
shoppers select one store over another and what factors
generate store loyalty is a vital concern among retailers.
With the growing number of career women, retailers neéed to
know why career women select one store over another and

what patronage motives affect their clothing purchases.
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Women apparel consumers represent a market that is
powerful in numbers and purchasing power. Designing
effective retail strategies for specific segments of this
market will be imperative and will require retailers to
understand the changing needs of their markets and how
well they are meeting these needs. Therefore, retailers
must give attention to marketing research which provides
information on which to build successful retailing strate-

gies (Forsythe, 1985).

Justification for Study

One of the fastest grbwing segments in today's retail
market is career women. As the ranks of women in manage-
ment and professional positions increase, so does the need
for appropriate clothing. Several researchers have looked
at working(women as a segment different from nonworking
women. As consumers, career women have distinctive needs
and limited time to satisfy their needs. An understanding
of the merchandise, store facilities and store services
that influence career women's patronage will be beneficial
to retailers. If retailers can get a better understanding
of the patronage motives of career women, they will be
able to better satisfy shopping needs which should, in

turn, increase sales.



Statement of Purpose
The purpose of this study was to examine the patron-
age motives of career women employed in managerial and
professional specialty occupations. This study investi-
gated career women's demographic characteristics, shopping
behaviors and store preferences in order to develop a

shopper profile.

Objectives of the Study
The main objective of the study was to determine the
type of retail clothing source most often shopped by
career women. Specific objectives were as follows:

1. To identify the demographic characteristics of caréer
women;

2. To identify which store attributes are most important
to career women;

3. To ideﬁtify which store inventory variable is most
important in attracting career women to patronize a
store;

4. To identify the factors used most often by career
women when purchasing clothing;

5. To identify the types of special services or store

sponsored events used by career women.

Hypotheses '
In order to complete the objectives of the study the

following hypotheses were tested.
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11.

Shopping Behavior

There is no significant difference in shopping fre-
quency and store patronage.

There is no significant difference in sale shopping
and store patronage.

There is no significant difference in choice of
shopping time and store patronage.

There is no significant difference in use of credit
and store patronage. )

There is no significant aifference in choice of store
location and store patronage.

There is no significant difference in use of compari-
son shopping and store patronage.

There is no significant difference in store loyalty
and store patronage.

There is no significant difference in choice of
factors used when purchasing clothing and store
patronage.

Store Preferences

There 1is no significant difference in type Qf
clothing sources most often shopped and store
patronage.

There is no significant difference 1in shopper's
choice of store attributes and store patronage.'.
There is no significant difference in choice of store

inventory and store patronage.
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There is no significant difference in use of special

services and store patronage.

Demographics

There is no significant difference in marital status
and store patronage.

There is no significant difference in age and store
patronage;

There is no significant difference in salary and
store patronage.

There 1is no significant difference 1in household
income and store patronage.

There is no significant difference in level of educa-
tion and store patronage.

There is no significant difference in number of hours
worked per week and store patronage.

There is no significant difference in the number of
children and store patronage.

There is no significant difference in occupation and

store patronage.

Limitations
This study was limited to women employed in career
positions who reside in northern Louisiana.
Career positions in this study were limited to:|

managerial and professional specialty occupations as
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listed in the 1980 United States Summary of the Census of

the Population (Bureau of the Census, 1980).

Assumptions
The following assumptions were made for this study:
Career women are considered an important market

segment for retailers.

2. Retailers are interested in the patronage motives
of career women.

3. Retailers are interested in the shopping behavior
of career women.

4. Retail stores that sell clothing have different
and perceivable characteristics.

5. The services and facilities offered by retail stores
that sell clothing influence store choices of career
women.

Definition of Terms
Career women. Women employed in managerial and profes-

sional specialty occupations as listed in the 1980
United States Summary of the Census of the Population
(Bureau of the Census, 1980). Occupations listed
under the heading of managerial include the
following: executive, administrative and managerial
occupations, including officials and administrators,
public administration and management related occupa-

tions. Occupations listed under professional
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specialty occupations include the following:
engineers, health diagnosing occupations including
assessment and treating, teachers, librarians, and
counselors.

Department store. A store which offers both hard and soft

lines of merchandise, employs at least 25 people, and
is organized into a number of individual departments
selling a great variety of merchandise including
men's, women's and children's ready-to-wear and home
furnishings.

Discount department store. A store which offers merchan-

dise at prices below the recognized market level;
generally offers less service and the emphasis is on
price.

General merchandise chain store. A store that sells a

wide variety of hard goods and soft goods; they mass
produce and market much of their own merchandise.

Market segment. A portion of a total market, the members

of which have a particular characteristic in common.

Northern Louisiana. The area located in the northern part

of Louisiana which includes the major cities 6f
Shreveport, Bossier City, Ruston, and Monroe. The

boundaries include west to the Texas state line, and
north to the Arkansas state 1line, east to the
Mississippi state line and south to 60 miles south of

Interstate 20.
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Off-price. A store that sells name brand merchandise at

less than "regular" prices by purchasing manufac-

turers surplus stock, overcuts, distress merchandise,
closeouts and job lots.

Patronage motives. Those motives that explain why a

consumer purchases products or services from one
retail store rather than another (Bohlinger, 1983).

Special services for women. Services or store sponsored

events offered to women by retail stores which may
include any or all of ‘the following: 1) private
wardrobe consultations, 2) fashion show luncheons, 3)
seminars on wardrobe planning, beauty, or fitness, 4)
personal shopper services.

Specialty store. An enterprise with a product mix

narrower than a department store and broader than a
single-line store. The specialty store has a clearly
defined market segment as its target.

Store attributes. The features a store has to offer to

its customers which can include any or all of the
following: 1) store services including alterations,
gift wrapping, phone-in orders, package mailing, 2)
return policies, 3) credit availability, 4) layaway
availability, 5) preferred customer services.

Store image. The personality or character the store

presents to the public, complex of meanings and

relationships serving to characterize the store for
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people and the total conceptualized or expected
reinforcement that an individual associates with a
particular store.

Store inventory. Factors that might attract shoppers to

shop in a certain store which may include any or all
of the following: 1) merchandise prices, 2) number
and quality of the brands of merchandise carried, 3)
the selection of merchandise in assorted sizes, 4)
the selection of merchandise to fit customer 1life-
styles. |

Store patronage. The act of shopping in one particular

store over other stores.

Target market. A submarket segment consisting of poten-

tial users of a product or service.



CHAPTER II

REVIEW OF LITERATURE

The review of 1literature pertinent to the store
patronage of career women was divided into four areas:
(1) the market segmentation of career women, (2) shopping
behavior, (3) factors influencing purchases, and (4)
retailer response.

Marketers who want to‘ take < women seriously as
consumers must first abandon their traditional thinking.‘
There are several kinds of female consumers, defined not
simply by whether or not women work outside the home, but
also by their attitudes and lifestyles (Joyce & Guiltinan,
1978).

According to Rena Bartos, author of the book The

Moving Target: What Every Marketer Should Know About

Women, there are two groups of working women - those to
whom work "is just a job" and those who think of them-
selves as having a career. These ﬁwo groups of working
women have distinct demographic profiles, and the women in
each group hold unique attitudes about themselves, their
families, their work and their buying habits. Through

studying working women, Bartos found that career women had

11
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a median age of 35, b55% graduated from or attended
college, and 50% had children under 18 years of age.

An important need exists for clothing retailers to
understand career women. Segmentation of working women by
occupations results in distinct groups of consumers with
similar socio-economic backgrounds, values, and comparable
attitudes and interests. Additional key determinants in
purchasing apparel are 1linked to occupation. These
determinants include self-image, aspiration 1level, and
fashion orientation. Other influences which are secondary
to requirements of occupation include marital status,
husband's income and occupation, social class, peer group,
personal, and community interests and activities (Walsh,

1982} .

Market Segmentation of Career Women

Target market and market segmentation are two key
words in retail management. A target market is defined as
that particular segment of a total population on which a
particular retail store focuses its merchandising in order
to accomplish the profit objectives of the store. Market
segmentation is defined as a process of identifying and
categorizing consumers into mutually exclusive groups or
segments that have relatively homogeneous responses to

controllable marketing variables. Market segmentation has
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long been considered one of the most fundamental concepts
of modern marketing (Marquardt, Makers & Roe, 1983).

Besides being one of the major ways of operating a
part of the marketing concept, segmentation provides
guidelines for a firm's marketing strategy and resource
allocation among markets and products (Wind, 1978).
Because of the different markets, a firm following a
market segmentation strategy wusually can increase the
expected profitability.

In a world where lifestyles are rapidly changing, no
lifestyle has been altered faster than that of women in
the work force. Traditionally, segmentation studies have
distinguished only between working and nonworking women
in assessing the impact of occupational status on buying
behavior. A study done by Joyce and Guiltinan (1978)
found that professional women differ significantly from
housewives and from women with nonprofessional 3jobs in
terms of a variety of shopping attitudes, activities and
behavior; and this distinction would appear to be highly

significant and useful to retail strategists.

Segmentation Variables

The ability of retail executives to develop and
implement successful marketing and promotional strategies
depends upon an understanding of the segmentg;ion

variables and behavioral correlates applicable to the
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competitive environment of their retail institution.
Through a logical comparison of frequently used segmenta-
tion variables and individual consumer characteristics,
the retail practitioner should be able to assess which
dimensions will be most useful in explaining and
describing the process underlying consumer patronage deci-
sions (Bearden, Teel & Durand, 1978). A retailer must be
able to formulate effective marketing strategies. An
understanding of why shoppers select one store over
another and what factors generate store loyalty is criti-
cally important to this task (Bellenger, Steinberg &
Stanton, 1976).

One of the most important buying behaviors for retail
market segmentation is store selection. A study done by
Bellenger, Robertson and Hirschman, (1976-77) found that
age and education were key correlates of store selection
for female shoppers. Consumer variables such as age,
education and income are superior segmentation variables
for some retail markets. Bellenger, Robertson and
Hirschman, (1976-77) further stated that as a basis for
effective retail strategy the retailer needs to investi-
gate customer expectations relative to convenience, store
atmosphere, merchandise, prices, information and service.

Segmentation of working women by occupation results
in distinct groups of consumers with similar socié—

economic backgrounds, values and comparable incomes.
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Working women as a whole are not a homogenous group.
Retailers are faced with the probability that different
segments have different preferences and shopping behavior

patterns (Working Women, 1980).

Demographic Information

Many changes have occurred in the working world of
women. In 1940, 27.4% of all women worked and in 1985,
54.5% of women were working (Shortridge, 1987). They
constituted more than two-fifths of the total labor force.
Working women are no longer the exception, they are the
rule. The changing demographics of women have a great and
growing significance for marketing management.

One large change for women during the decade of the
1970's was their increased representation among execu-
tive, administrative and managerial major groups. Whereas
in 1970, oﬁly about 18% of managers were women, a rise in
the female percentage twice that for the overall 1labor
force occurred during the decade. The United States
Bureau of Labor Statistics reported in March 1987, that
24.8% of all women were employed in managerial and
professional specialty occupations (Employment and
Earnings, 1987). Professional, managerial or administra-
tive occupations customarily require more than average
education and yield more than average income and prestige.

Professionals and managers view their work as a career,
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rather than "just a job." In the past, the majority of
professionals have been men, but women are increasingly
well represented in these occupations (Spain & Nock,
1984).

Since 1970, nearly half of the increase in the female
labor force has been among women age 25 to 34. Today one
out-of-four women workers is in this age group (Women at
Work, 1983). Department stores claim that career women in
the 25 to 45 age bracket are their preferred customers in
the market segmentation of working women. More than 30%
of the population falls into this group which makes 37%
of the apparel purchases in the United States.

The rising educational attainment of women may be the
greatest reason women are more 1likely to be pursuing
careers now than in the past (Spain & Nock, 1984).
According to Laser and Smallwood (1977), the factor most
directly related to all female labor force participation
is the level of educational attainment. The more educa-
tion a woman has the more likely she is to go to work. 1In
1986, 51.7% of all persons enrolled in college were womep
(Minor, 1987).

The best educated women are in the work force. Today
more women are going to college and more graduate.
Because of the increased enrollment of women in graduate

and professional schools, a significant growth in the
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number of women holding professional and technical
positions is expected.

The number of married women in the labor force more
than doubled between 1960 and 1986. Future predictions
show a substantial increase in the number of single-female
households, as well as an increase in actual number of
marriages. Having children in the home is no longer a
deterrent to working. Almost an equal proportion of
working and nonworking women have children under the age
of 18 (walsh, 1982). Half of married women with children
younger than age 3 are working according to the 1985
Current Population Survey.

A survey completed in 1984 by Newsweek found that the
younger the woman, the more likely she is to prefer work
in which she can advance, rather than opting for a low-
pressure job. Younger women have higher career expecta-
tions, in part because they are better educated than their
older counterparts. Newsweek found 38% of working women
who were aged 21 to 24 were college graduates, compared
with only 19% of women aged 55 and older.

Bartos (1982) reported that almost all of the quanti-
tative difference between the number of working and non-
working women is accounted for by age differences. Almost
one-in-four nonworking women is over 65 years old. On the
other hand, women between 18 and 25 years of age aré

significantly more likely to have jobs rather than to stay
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at home. The median age of all working women is 38.5,
while the median age of all nonworking women is 46. 3.
Spain and Nock (1984) stated that dual-career couples
are more likely to be in the mid-career years, than at
younger or older ages. According to the Census Bureau's
1984 Population Reports, two-earner families outnumbered
one-earner families by more than two-to-one among families
with an income of $30,000 or more. In 1984, the Census
Bureau reported that 26 million households had both
spouses working. Of the couples with two earners, 14%
qualified as dual career, meaning that both spouses had a
professional, managerial or administrative position.
Although most high-income women are professionals and
managers, most professional women earn less than $25,000 a
year. Even though women's earnings are low, their money
has become an increasingly important component of total
household income. The incidence of working wives rises
with family income. Less than one-third of wives were
employed in married couples with annual incomes of $10,000
to $15,000. In the $30,000 to $35,000 salary range the
proportion was over 60% and in the $40,000 to $50,000
range it exceeds 70% (Townsend, 1985). Households where
the wife is employed have become the single most important
segment of the nation's market. According to a Newsweek

survey, (Abend, 1985) 56% of working women earn less than
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$15,000, 33% earn between $15,000 and $24,000 and 10% make
$25,000 or more. |

The women who earn $25,000 or more are considered to
be an elite group and an important consumer market because
they have more money to spend. Compared to all working
women, this group of women is twice as likely to have a
college education and almost twice as likely to be in
professional or managerial occupations. Because their
median age is 38, this group is predicted to be a rapidly
growing market for the next decade.

Demographically, American women are becoming an
increasingly fragmented market. Demographic factors such
as divorce, changing family size, education, later
marriage, and employment which affect women's social life
make it difficult for marketers to target this ever-

changing market.

Shopping Behavior

Professional career women are now a much discussed
and powerful marketing target. They are major consumers
with enormous purchasing power. A number of researchers
(Bearden, Teel & Durand, 1978) have attempted to relate
purchases of product types or specific brands to person-
ality traits of the purchasers. Researchers have advanced
the basic hypothesis that individuals who consume in a

certain manner will also manifest certain common
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personality characteristics, 1leading to prediction of
consumer behavior (Bearden, Teel & Durand, 1978).
According to Smali (1975), the continuing quest for appro-
priate retail segmentation variables stems not only from
the abundance of available criteria but also from the
frequent attempts by researchers to classify store patrons

arbitrarily across situations and competitive environ-

ments.

Professional Career Women As Consumers

Consumption is an important reflection of a person's

lifestyle. To be a consumer one must be a decision
maker. The consumer is faced with a multiplicity of
choices available in the marketplace. Retailers have

attempted to provide consumers with products and informa-
tion to meet their needs or facilitate the decision
process. An understanding of what will satisfy consumers
in terms of a given need can be developed if knowledge 1is
available about various internal and external factors that
influence the individual. In the case of clothing
consumption, consumer need may be influenced by social
factors and personal values and interests, as well as
economic and other considerations. Rabolt (1984) found
that a woman's occupation had a definite influence on

clothing consumption of a particular group of career-
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oriented women. Segmentation by women's occupations might
be of considerable value to a retailer.

According to Jenkins and Dickey (1976), evaluative
criteria are specifications or standards used by consumers
in comparing and assessing alternatives and play a promi-
nent role in the decision process. Evaluative criteria
were described as concrete manifestations of the
consumer's underlying values and attitudes, stored infor-
mation, experience and various psychological, sociologi-
cal, and economic influences. These variables are thought
to be a key concept in understanding consumer choices.

Consumers seeking similar benefits may be potential
market segments. Once segments are identified, descrip-
tive profiles of the segments can be developed using demo-
graphics, volume of consumption, attitudes, interests and
numerous other variables. Bellenger et al. (1976-1977),
indicated that retailers need segmentation variables which
are useful in order to serve as input for the retailer in
terms of identifying and profiling fashion market
segments, in selecting product 1lines and merchandising
approach, and in designing and targeting the entire retail
presentation to specific market segments. The value of
any segmentation strategy depends upon its ability to
classify consumers into segments meaningful to a firm's

overall communication plan (Mochis, 1976).
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The role of the consumer is one of the many activi-

ties career women perform during their lifetimes. Several
studies (Joyce & Guiltinan, 1978; Tweten, 1980; Working
Women 1980-1985) have found that professional women differ
significantly from housewives and from women with non-
professional Jjobs in terms of a variety of shopping atti-
tudes, activities, and behavior; and this distinction
would appear to be highly useful to retail strategists as
the proportion of women in the professional career group

increases.

Buying Power of Career Women

Demographics often reveal the real dollar power of
career women. According to a study completed by the
Celanese Fibers Marketing Company in 1980, professional
career women represented 23% of the population of working
women and éontributed 39% of apparel sales. The working
woman population holds a considerable amount of buying
power which could be the main reason why the professional
career woman has grown in importance to the retailer. The
professional career woman is the fastest growing market
segment in terms of purchasing ability. Celanese found
that this group spent $4.3 to $5.2 billion a year for
apparel. Professional career women spend the highest per

capita on apparel than any other group of working women.
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High income women spend money more freely than women
who earn less. Townsend (1985) reported that upscale
women workers spend an average of $1,000 per year on
fashion which was double the average for all working
women. Higher income women are more likely to wear busi-
ness suits and dresses to work than those with lower
incomes (Russell, 1982). They pay the price for perceived
quality, offering the retailer potential for high margins.
The professional career woman shopper can be characterized
by a strict dress code and overriding concern with repre-
senting a professional image. Members of this group wish
to convey occupational status at work and in nonwork acti-
vities and can be considered investment dressers. Their
major fashion concern 1is professional image (Rabolt,
1984).

A study done by Associated Merchandising Corporation
showed that career women earning over $15,000 accounted
for an estimated $128 billion in earning income in 1981.
According to this study, career women are the best
customers for dresses, suits, skirts, leather boots and
shoes, and precious Jjewelry. Career women are highly
fashion conscious and want the sense of personal confi-
dence that comes with the assurance that they are
appropriately dressed and they have money to spend for
professional apparel (Career women wanted, 1982). Sproles
(1979) stated that women's occupational roles had a big

impact on wardrobe management and that a person's
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profession can become the central criterion which wardrobe
decisions and fashion selections are made.

The figures on women's financial power are impres-
sive. In the late 1970's, the gross national product
generated by working women in the United States was larger
than the total gross national product of any other country
and, in 1981, constituted nearly 44% of the entire
United States gross national product. This earning power
contributed, in turn, to women's enormous buying power.
According to the United States Department of Commerce,
women control the spending of 80% of all consumer dollars
which amounts to $1 trillion a year. The goods and
services working women purchase with their earnings keep
the economy rolling. Working women are a central part of
the American economy (Bryant, 1984).

Retail patronage as customers. Research on women's

attitudes toward shopping (Russell, 1982) shows a correla-
tion between attitudes, occupation, and type of store
patronized. The marketing study done by the Celanese
Fibers Marketing Company (1980) found that women in
professional career positions shopped most frequently in
department stores in the better to moderate range.
According to Celanese, professional women prefer depart-
ment and specialty shops and are loyal to those retailers
who meet their needs. The women in the Celanese study

shopped and purchased clothing once a week and shopped a
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limited number of stores due to time constraints. They
purchased classic apparel with contemporary styling. They
looked for gquality and versatility in a garment. Profes-
sional career women purchased clothing according to their
occupational status, and conformity to a dress code
affected clothing selection. These women stated that
physical attractiveness was very important when selectihg
a garment for purchase.

Albertson (1981) stated that with the massive influx
of working women into the business sector, their potential
buying power becomes of considerable importance to
retailers. The purpose of Albertson's research was to
investigate the organizational image of the working woman
and the utilization of clothing in satisfying this image.
Career apparel availability and acquisition problems also
were examined. Based on the results of this investiga-
tion, suggestions for future research included a) the
importance of clothing in career advancement, b) investi-
gation of types of services and assistance provided for
working women regarding apparel, and c¢) the problems
working women encounter in fulfilling the requirements of
company imposed images and ways of solving them.

Brewster (1985) measured attitudes toward the ward-
robe management practices of professional women. She also

investigated the needs for wardrobe assistance and
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services. Her sample consisted of five groups of profes-
sional women employed in the following areas: a) finance,
b) fashion, c) management, d) marketing, and e) communica-
tions. More than 90% of the women in all of the groups
indicated that fashionable apparel was important to
portray the profeésional image of their positions. These
professional women felt that fashionable apparel helped
them to portray a professional image as was expected by
their employer. The largest percentage of all the profes-
sional groups indicated that they were purchasing better
guality apparel because of their positions. More than
one-half of the women in the professional groups said they
shopped 1less because their time was so limited. A
majority of each group, ranging from 66.66% of the
marketing group to 81.40% of the communications group,
stated they purchased more items of apparel because of
their work. A large proportion of the women in all five
of the professional groups indicated that they preferred
to shop at a particular store and purchased most of their
clothes there.

The importance of image dressing was stressed by
Bryant (1984). She felt that "impression management" is
particularly important for professional women. Executives
who wear upper-middle-class business clothes are more
likely to succeed than those who do not. She reported

that properly dressed executives find it easier to deal
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with associates and subordinates. Dress-for-success and
its importance is illustrated by all the personal
shoppers, image consultants and how-to-dress authorities
who offer services to professional career women.

Rogers (1982) investigated the perceptions of apparel
appropriateness for selected groups of employed profes-
sional women. Chi-square distribution results revealed a
highly significant difference between the apparel percep-
tions of the selected professional groups when choosing
apparel appropriate for their own profession.

Cathcart (1979) researched the preference of profes-
sional women relative to fashionable and authoritative
dress suitable for female executive positions. Findings
indicated that women who want to gain authority should
look at their wardrobe as an investment for future growth
in the company.

Today's working women are aware of the needed image
that must be portrayed in the varying levels of employ-
ment. These women realize that appropriate apparel can
aid in their advancement. Professional women are inter-
ested in top management positions, and apparel appropri-
ateness is a major concern to them. According to Brewster
(1985), the wardrobe becomes an important investment to
the professional woman. As an increasing number of
professional women enter the work force, retailers must

focus more attention on this important market segment.
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Retail Week (1981) stated that department stores are
able to meet the needs of a broad épectrwn of women by
offering wide assortments and price ranges. The one-stop
shopping available in department stores appeal to many
working women as a means of making the most of limited
shopping time.

McCall (1977) found that the working woman has a
distinct profile in the selection of clothing for herself.
The women studied by McCall had a higher probability of
accepting self-service than the housewife. She was much
more likely to shop in the evenings and to use the same
store for all her clothing purchases. She was more likely
to purchase in a department store than a specialty shop
which suggested that the convenience of one-stop shopping
was of prime importance. The purchasing of clothing by
these working women showed considerable concern for how
flattering the clothing was or how suitable it was for
work, and these factors took precedence over the price of
the clothing. McCall found that of the demographic
factors observed age, education, and income were consider-
ably important in predicting the quantity and variety of
services used and the use of credit cards. The amount of
the combined family income was found to be the major
criterion. Higher incomes revealed higher mobility, which

produced exposure to a greater number of stores and types



29
of products. Also the higher income women were the most
negative of all in their reaction to advertising messages.

Fortenberry (1976) analyzed the clothing buying
practices of a selected group of professional women. She
found that most preferred shopping alone in department
stores and specialty stores. The study indicated that
professional women were impulse buyers.

Krebs (1975) determined significant apparel pur-
chasing patterns of women in a metropolitan area. Depart-
ment stores were found to be the type of store most
frequently patronized by the majority of women for all
types of apparel except shoes. Age and employment status
were found to be significantly related to retail
establishments patronized by the women participants.

Stemm (1980) found that working women most often
shopped for work apparel in department stores, but shopped
in specialty stores for special occasion apparel. Her
study revealed that department stores catered more to the
needs of career women than did chain and discount stores.
Career women were willing to pay more for a garment for
work than lower level working women.

Spence (1969) investigated certain factors that
influence the wardrobe planning and purchasing of career
women. Her sample consisted of working women who were
grouped into the following categories: a) professional, b)

skilled, and c¢) semi-skilled. She found that the

t
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department store was the major establishment preferred by
shoppers of all groups, followed by the specialty shop and
high fashion store. Twenty-one percent of the semi-
skilled group and 17% of the skilled group purchased
clothing through mail order and volume chain stores, while
only 3% of the professional group patronized establish-
ments of this type. Less than 4% of the professional
career women admitted buying major items of apparel
through chain stores and mail order firms. Percentage
analysis revealed the desire for clothing that is suitable
and becoming to the individual as the primary influencing
factor in wardrobe planning and purchasing for all three
groups. The three other most frequently preferred factors
in order of preference were as follows: a) clothing
acceptable to the working environment, b) comfortable fit,
and c) fashions becoming to the individual.

Albertson (1981) asked working women whether or not
retailers provided special services for working women.
Results showed a significant relationship existed between
the occupational levels and the special services provided
by retailers. The executive level group produced the
largest percentage of affirmative responses. A relation-
ship between occupational levels of the women and the
percent of salary spent on career apparel was found to be

highly significant. She found that the largest percentage
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shopped in a department store. Shopping on weekends was
the preferred time to shop.

Studies by Robertson (1970) and Wells (1974) found
that employed women tend to shop more during evening hours
and on Friday and Saturday. According to a study reported

by Chain Store Age Executive (1978), 52% of working women

shopped for planned purchases and these women were less
price resistant than nonworking women, and they preferred
investment quality apparel which fit into their existing
wardrobes. Flattering and suitable clothing for work has
been found to be more important to the working woman than

clothing prices.

Factors Influencing Purchases

A retailer's success is said to be tied to his market
position. Retailers need to understand which factors
influence the career women to purchase in their stores.
They must give these customers a legitimate reason to shop
in one particular store over another, and one of the ways
to do this is to look at the customer's needs and wants.
Retailers need to examine such basics as what they offer
the career woman in the way of time, service, selection,
quality, value and confidence.

Brewster (1985) investigated the importance of
wardrobe services to professional woﬁen. She found that

assistance in the selection and use of accessories was of
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prime importance to the women. Also considered important
was wardrobe planning and coordination service, color
analysis and selection, advice on current fashion trends,
custom fitting and alterations, fabric selection and
garment care, and handbag and shoe repair. The women were
asked to indicate whether or not they thought special
wardrobe services were adequately provided for working
women. More than half of the participants stated that
special services were not adequately provided.

Stores attract customers 1in ways other than the
services they offer. King and Ring (1980) statedxthat the
basic strategic problem confronting the retaiier cénters
on the <classic issue of market positioning. The
retailer's strategic objective is to develop an integrated
marketing program encompassing a wide range of marketing
elements to create a market position within the competi-
tive environment. To establish a market position, the
retailer strives to develop a unique store personality or
image built around the retailer's product/service delivery
capabilities. They further stated that the retailer's
product/service mix should be analytically defined and
designed to appeal to, and be compatible with, the store's
target customers. The store's market position may be
perceived differently by different consumer markets.

Bellenger, Steinberg and Stanton (1976) found that

there is a predictive relationship which exists between
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the correlation of a consumer's self-image and the image a
person has of a store and the loyalty to that store. They
found that the best approach to develop loyal customers
was to foster a store image that was warm, friendly, and
impulsive since customers appeared generally to be more
loyal to this type of store.

Robertson (1970) stated to infer that each individual
would choose the highest quality store is wrong. Every
store has a definite social-class attraction where the
individual feels that he or she belongs. Robertson
found that a customer's image of a store depends on how
well it has met her aspirational 1level with regard to
price, quality and service. He stressed the correlation
between the customer's self-status image and the store's
image.

Lindquist (1974-1975) investigated store image and
developed nine "Store 1Image Attributes" as they con-
tributed to image formation or to favorable/unfavorable
consumer attitudes toward retail outlets of various types.
The attributes included a) merchandise selection or
assortment, b) merchandise quality, «c) merchandise
pricing, d) locational convenience, e) merchandise styling
or fashion, f) clientele, g) service, h) physical
facilities, and i) sales personnel service. The four

dominant attributes were merchandise selection, quality,
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pricing and styling/fashion. He concluded that a store's
merchandise appeared to be the key image factor.

Fisk (1961-1962) presented an easy model to measure
store image. His model used such categories as locational
convenience, merchandise suitability, value for price,
sales effort and store services, congenialty of the store,
and post transaction satisfaction. In the field of busi-
ness, image appears particularly significant because as
different brands of products and services become in-
creasing alike, image is considered more and more vital in
determining what people will buy and where they will buy
it,

Brewster (1985) found that a store's image and repu-
tation had an important influence on the selection of a
store. Results revealed a highly significant difference
between the professional groups of women regarding
shopping at a particular store. A significant difference
between the groups occurred regarding the influence of a
store's image and reputation.

Each consumer has a number of criteria he or she uses
to select where a purchase will be made. Sometimes one of
these choice standards becomes the exclusive determinant,
but generally several of them operate interactively to
influence the decision (Cash & Kleeberg, 1979).

According to Bohlinger (1983), patronage motives,

which may be rational or emotional, explain why a consumer
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purchases products or services from one retail store
rather than another. She lists the following most common
motives: a) price, the value received for merchandise
sold, b) convenience, the 1location of the store, c)
integrity, the store's reputation for fair dealing, 4d)
quality of the merchandise line and assortment of goods
offered, e) services offered, and f) courteous and helpful
personnel.

The question of how to appeal to the executive woman
continues to plague the retailing community. According to

an article in Retail Week (1981), retailers have used a

variety of approaches in marketing to the executive woman.
Stores have found similarities in their strategies.
Retailers are providing services such as personal
shopping, wardrobe consultation, alterations and delivery,
and educational programs that the executive woman's life-
style requires. They are also offering styles and designs
that are appropriate for a business environment and are
stressing quality in the design, make and fabric of the
garments carried.

According to Wallech (1982), service is the touchword
for successful career departments in retail stores. Major
retail stores are offering services in the way of
seminars, clinics and wardrobe consultants. Stores that
value the career woman's business feel that offering

special services will increase store loyalty and
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confidence. Such department stores believe these custo-
mers want confidence. Stores also believe that career
women want well-priced, quality merchandise. One major
store reported that about 70% of merchandise sold was for
working attire and 30% was for evening and casual attire.
Stores that held in-store events found them very effective
for attracting new customers and reinforcing the store's
commitment to the working woman.

Wallech (1987) stated that retailers will attract
this market by offering the services working women want,
along with worthwhile information and special attention.
The working woman is willing to spend more time in one
store if that store will provide her with what she wants.
She further stated that the working woman is willing to
spend more money on higher priced merchandise which makes
the investment of time made by retailers to attract and
keep this customer worthwhile. Stores are acknowledging
the buying potential of this customer and are revitalizing

their merchandise and service strategies.

Retailer Response
The career woman segment has grown in importance to
retail stores. Career women have been recognized as
preferred customers by many fashion retailers. Department
stores such as Marshall Field's and Saks Fifth Avenue are

offering seminars and self-help courses to career women.
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Marshall Field's reported that the average sale to a
career woman in 1982 was $600. At Casual Corner Stores, a
moderate price range specialty chain, the average customer
in 1982 was 28 to 40 years old and her income ranged from
$15,000 to $30,000. According to Casual Corner their
customer wants well-priced, quality merchandise (Wallech,
12982] . National chain stores began to take the career
woman more seriously in the early 1980's. Sears developed
a career clothing collection that proved successful.
Sears looked to broaden its commitment to career clothing
by having a store geared to lifestyle merchandising.

Discounters also took steps in the early 1980's to
pursue the career woman, although not with clothes to be
worn to work. They felt their customer was looking for
casual attire; therefore, they offered the career woman
leisure apparel for weekend wear (Discounter focus,
1982).

As the number of career women has grown, department
stores and specialty stores have broadened and expanded
their marketing perspective to offer the kinds of special
events and services that will bring the career women into
their stores and to keep them as steady customers
(Beckman, 1982). Most stores claim that this area will
become increasingly important as more women enter the work
force and resent the time it takes to shop for a wardrobe

(Career women wanted, 1982).
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In response to the vast growth of women in the work-
force, specialty stores catering to the needs of women
executives have begun offering service in the past years.
These stores are run by both independent proprietors and
the large chains. They place a premium on both time and
serice, recognizing that both are precious commodities to
their upscale clientele. Among the benefits offered are
individual and corporate wardrobe counseling; long and
flexible store hours; phones in dressing rooms; extensive
computerized files on customers, including taste and
manufacturer preferences as well as purchase records and
in-store seminars and luncheons featuring top women
executives (Fairchild Fact Files, 1984).

Burggraf (1984) stated that specialty stores fill the
highly specialized needs of women executives by empha-
sizing service. Although these stores vary in their
approach, pricing, and target customer, most share common
characteristics. She further stated that executive women
do not have the time to go from department to dJdepartment
or store to store to get what they need. Specialty stores
offer consistency by being a one-stop shopping place for
the executive woman. .

According to on-going studies by Milliken and
Company, a major segment of the population targeted by
mail order companies is the working woman. The female

labor force is a diverse group, but one characteristic
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applicable to many of these women is that they now have
less time to shop. This group has contributed to the
number of newly affluent two-income households.

The rapid growth of upper-income households, coin-
ciding with the rise of working women, prompted Spiegel to
change its image to one representing fashion and style
(Fairchild Fact File, 1984). Spiegel's target customer is
the career woman between the age of 22 and 50. Featured
in Spiegel's catalog are brands such as Liz Claiborne,
Evan Picone, Ralph Lauren, Calvin Klien, Perry Ellis and
Anne Klien which are focused on career wear for home and
office (Reischel, 1984).

Department stores are targeting busy executive women
by sending out catalogs with increasing selections of
working wardrobes. Customers can shop at their conven-
ience which can save them valuable time (Beckman, 1982).

According to Reischel (1984), one-in-three Americans
buys through the mail, choosing from approximately 6,500
catalogs. One of the reasons for the number of increasing
catalogs is due to the offering of specialty fashion cata-
logs from department stores, boutiques or mail-order
firms. Most frequently cited for the boom in fashion
catalogs is the working woman, specifically the woman of a
two income household who has money to buy clothes, but

little time to shop.



40

Major department stores have broadened their
marketing perspective to offer the kinds of special events
and services that will bring the contemporary shopper into
their stores and keep them as steady customefs. Macy's
New York personal shopper service, called "Buy Appoint-
ment," offers specific help on putting together a working
wardrobe, adding or revamping an existing one within the
price range indicated by the customer. Saks Fifth Avenue
has created a personal shopping service for professional
women (Beckman, 1982).

Carson Pirie Scott, a Chicago based department store
company, has put together a package of merchandise and
services with a look of specialty store atmosphere, and
designed as a one-stop shopping place for the upwardly-
mobile career women. This special department is aimed at
the executive woman and is called the Corporate Level.
Carson's insists that it is their commitment to personal
service that distinguishes the Corporate Level. Every
customer is assigned her own personal fashion consultant
and has her personal tastes and sizes recorded in the
Corporate Level computer. The Corporate ILevel also
offers career women phones and a meeting room while they
shop for their working wardrobes (Bergmann, 1984).

At Sanger Harris in Dallas the Career Lifestyle
department caters to the working woman. With seminars,

clinics, and wardrobe consultants, Sanger Harris offers

!
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the customer the kind of service she wants when she comes
into the store. Sanger Harris sends out a newsletter to
customers with information on dressing hints, trend
reports, news on what is going on in the store, announce-
ments of events and seminars for the working woman and
networking news for women in the Dallas business community
(Wallech, 1982).

Retail stores around the country have confirmed that
the continued influx of women into the work force, parti-
cularly into the executive ranks, has created a source of
business and profits that has caused them to reevaluate
their overall marketing approaches. Some have created
separate departments for this market, while others are
concentrating on the services the working woman requires
to meet the demands of her changing lifestyle (Call it
assertive, 1981).

Career apparel for the woman executive is becoming
increasingly the emphasis of retail stores as these
merchants realize women executives spend more money on
apparel than any other group of consumers. These
consumers, with their own money to spend and a desire to
look professional with a minimum of time and effort, are a
growing constituency and a valuable one for retailers
(Beckman, 1982). Many retailers buoyed by their current
success in marketing to the executive woman, anticipate

further expansion of their efforts in this area. With



42
continued increases in the cost of 1living and greater
acceptance of women's changing roles, they see a growing
market of executive women in the years ahead (Call it
assertive, 1981). Retailers who identify new trends in
the consumption behavior of working women will be better
prepared to develop marketing and promotional strategies

suitable for that market (Forsythe, 1984).

Summary

The review of 1literature identified +the wvarious
aspects of the factors influencing the store patronage of
career women. The literature showed that career women
have new needs and fewer hours to satisfy these needs.
They also have money to spend and represent a large market
for clothing purchases.

Because the retail clothing market is a very competi-
tive field, the need exists for clothing retailers to
understand career women. An understanding of what will
satisfy these women consumers in terms of a given need can
be developed if knowledge is available about various
internal and external factors that influence the indivi-
duals. Several studies (Brewster, 1985; Celanese Fibers
Marketing Company, 1980; Rabolt, 1984) found that a
woman's occupation has a definite influence on clothing
consumption. Segmentation by women's occupations can be

of considerable value to a retailer. Career women
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consumers seeking similar benefits can be a potential
market segment. Once this market segment is identified,
descriptive profiles can be developed by examining the
demographics, shopping behavior and the store preferences

of this highly sought market.



CHAPTER III

PROCEDURE

This study focused on the patronage motives of career
women employed in managerial and professional specialty
occupations. Also investigated were career women's demo-
graphic characteristics, shopping behaviors and store pre-
ferences. 1Included in this chapter are selection of the

sample, instrumentation, and statistical treatment of the

data.

Selection of the Sample
The sample consisted of career women employed 1in
managerial and professional specialty occupations in
northern Louisiana. A judgmental sample design was used
to select '500 subjects. Churchill (1983) describes a
judgmental sample as follows:

Judgmental samples are often called purposive
samples; the sample elements are handpicked
because it is expected that they can serve the
research purpose. Most typically, the sample
elements are selected because it is felt that
they are representative of the population of
interest. . .When searching for ideas and
insights, the researcher is not interested

in sampling a cross section of opinion but
rather in sampling those who can offer

some perspective on the research question
(pp. 345-346).

44
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The requirements of the sampling procedure were to
find women who were employed in managerial and profes-
sional specialty occupations. A 1list of prospective
subjects was compiled from the following:

1. Women members of professional organizations as
listed by area Chambers of Commerce and employed in
managerial and professional specialty occupations.

2. Women listed in the Business Telephone Directory
of the Greater Monroe Area and employed in managerial and
professional specialty occupations.

3. Women employed at Louisiana Tech University,
Grambling State University, and Northeast ILouisiana
University in faculty and administrative staff positions.

4, Women known by the researcher who fit the sample
requirements.

A list of professional organizations and clubs was
obtained from area Chambers of Commerce. A letter was
mailed to each club president explaining the purpose of
the research and asking the organization to participate in
the study. Appendix A provides a copy of the letter sent
to club presidents. Members names and addresses were
requested from the club presidents. A mailing list was
compiled from the names and addresses of members provided
by club presidents, and questionnaires were mailed to

these individuals.
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In instances where club presidents were not willing
to provide members' names, questionnaires were mailed to
the president for distribution at a scheduled meeting.
The completed questionnaires were returned individually to
the researcher.

The Business Telephone Directory of the Greater
Monroe Area was used to select specific career women who
fit the sample requirements. A mailing list was compiled
from the names and addresses of women listed as doctors,
dentists, accountants, counselors, business owners and
managers. Questionnaires were mailed to these specific
career women.

Also included in the sample were women employed in
faculty and administrative staff positions at Louisiana
Tech University, Grambling State University, and Northeast
Louisiana 'University. Lists of female employees were
obtained from the personnel offices at Louisiana Tech
University and Grambling State University. The personnel
office at Northeast Louisiana University would not release
female employee names and addresses. The Northeast
Louisiana University Telephone Directory was used to
collect names and addresses of women employed at this
university. Questionnaires were mailed to the home
addresses of the women employed at Grambling State

University and Northeast Louisiana University.
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Questionnaires were mailed by inter-campus mail to the
women employed at Louisiana Tech University.

Questionnaires were mailed to professional women
known by the researcher to fit the sample requirements.
These women were not employed at one of the three univer-
sities, nor were they members of the organizations that
had‘agreed to participate.

All names and addresses were compiled into one
mailing list. Names and addresses were checked for dupli-
cations. Questionnaires were mailed to 500 career women
in northern Louisiana. A total of 236 questionnaires was
returned. Four questionnaires were deleted because
respondents did not meet occupational requirements for the

sample. The final sample consisted of 232 career women.

Instrumentation

A queétionnaire was developed to collect data corres-
ponding to the 20 hypotheses of the study (See Appendix E
for a copy of the questionnaire). The instrument included
three parts. Part I elicited information related to the
shopping behavior of career women. Questions one through
seven provided information concerning the following
shopping behavior variables: (a) shopping frequency, (D)
choice of shopping time, (c) sale shopping, (d) use of
credit, (e) shopping loyalty, (f) comparison shopping, and

(g) store loyalty (See Appendix F for 1listing of

1
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variables). Question eight required respondents to
identify the factors they used when they purchased
clothing. Questions one through eight provided informa-
tion used to test hypothesis 1 through hypothesis 8.

Part II of the questionnaire contained questions
formulated to obtain information pertaining to store
preferences when shopping for clothing. Questions 9
through 12 related to the following variables: (a)
clothing sources, (b) store attributes, (c) store inven-
tory, and (d) special services for women. These questions
provided information used to test hypotheses 9 through 12.

Part III, questions 13 through 20, provided demogra-
phic information about the participants. Demographic
information included (a) marital status, (b) age, (c)
salary, (d) household income, (e) level of education, (f)
number of hours worked, (g) number of children, and (h)
occupation. These questions were used to test hypotheses
13 through 20.

The questionnaire was evaluated by a panel of four
professional women employed in fashion education and
retailing. The panel evaluated the questionnaire for
clarity, ambiguity, and comprehension. Appendix C
provides a copy of the cover letter sent to the panel of
judges.

A pilot test of the instrument was conducted after

revisions were made from recommendations of the panel of
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judges. Purposes of the pilot test were to evaluate any
difficulty in answering the instrument or any misunder-
standing of directions. The instrument was administered
by the researcher at an organizational meeting of 45 women
employed in managerial and administrative positions in
Shreveport, Louisiana. The chi-square test was used to
determine desired qualities of measurement. Question 20

was revised because of misunderstanding and difficulty in

answering.

Instrument Administrétion

Questionnaires were distributed by three methods.
The first method was to send the questionnaires by inter-
campus mail to the women employed at Louisiana Tech
University. A cover letter explaining the purpose of the
study accompanied all mailed questionnaires. Appendix D

provides a‘copy of the cover letter which accompanied all
vquestionnaires. Questionnaires were returned to the
researcher by intercampus mail.

The second method was to méil the number of question-
naires specified by three club presidents. The question-
naires were mailed directly to the club presidents in
April 1987. The questiannaires were distributed during a
May club meeting. A cover letter explaining the purpose
of the study and a stamped, self-addressed envelope
accompanied each questionnaire. The questionnaires were

returned directly to the researcher. :
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Questionnaires were mailed individually to subjects

who were not employed at Louisiana Tech University or did
not receive a questionnaire at a club meeting. Included
with each questionnaire was a cover letter explaining the
purpose of the study, instructions for completion, and a
stamped, self-addressed envelope. Questionnaires were

completed and returned to the researcher during May 1987.

Statistical Treatment of Data

The data collected by the questionnaires were
analyzed for testing the null hypotheses. Frequency and
percentage distribution analysis was utilized for
descriptive purposes. The chi-square goodness-of-fit test
was performed on all data to determine whether the sample
differed in responses due to occupation. Question 20 on
the questionnaire asked respondents to state their title
and kind of work they performed in their position. The
232 respondents were grouped into three classifications
according to the type of position h<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>