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CHAPTER I 

I NTRODUCTION 

De cember 1974 was a low point in consumer confidence. 

Th e recovery since then has been unusual ly slow be cause, 

though willingness to buy has improved, people still want 

to s ave . The trauma caused by the recession, an overriding 

lack of confi dence in the government 's ability to achieve 

economic recov ery a n d the constant worries 0f inflation a re 

th e main reas ons for this slow recovery process . The 

result has been that impulse buying, so necessary to the 

hea lth of reta iling , has been affected adversely . Consumers 

are .uch n.ore carefu l about ways they spend their money 

tode.y ( 4 ). 

Du e t o consumer awareness, off-price retailing is 

flo urish i ng in this country . ·Jhi le other types of retail­

ers ar e f a cing fina1cial difficulties t hrough the recession 

off - pric e re tail ers are prospering . Manag ement Horizons , 

a re tail consulting firm based i n Ohio , pla ces 1979 off­

price retail apparel s ales at approximat ely three billion 

dollars , ro~e ly four t o f i ve percent of total apparel 

Q ale~ . E~ron a~t r 1 the firm ' s president , _rojected an 

annual ~rowth r at e of 25 percent t o 30 per e~t f or off­

pr:i_ce retailing . 7-Ie a lso predic-L8d that by 1985 , off - >rice 

-; 



retailing will account for fully 10 to 13 percent of apparel 

retail s ale s (19). 

There are basically two types of off-price retailing 

.establishment s found in the United States today: discount 

houses, both chain and independent (such as Tar get and 

K- La rt), a n d factory and independent outlet stores~ _··_ dis-

count sto~e is a limi ted -service, mas s-merchandise reta il 

firm that sells g oods below usual retail prices (20). ! ­
.. c\. 

tru e ou tlet store is a retail store where one buys prcd-v.cts 

directly fro :1: t h e man ufacturer at prices that are close to 

1holesale (8 ). Discount h ouses take small markup s to h old 

p rices do·.,,n , ,r~oreas the off - p rice retail ers take full 

mar1n .p s o e .. c ept ional market buys of brand-name 

apparel (1 ~ )w Con cerning fashion, there is a fine line 

draw ~ bet1een discount houses and off-price apparel stores. 

Discount s t ores often off er go od buys on "hard goods" s u c h 

as s a ll appliances, b ook s and records. Th ey often c a~ 

be disti n&u ish ed fr o ou t l ets by the quality of clo thes 

t!1e- s 1 1 . Discount h ou ses mo .... t often stock lo 1-quali t y 

appar el , whi e off-pri c e retailers t en d to merchandise 

mo d erate- ~ o - etter - quality lines , i nclud i n g designer 

o_pparel ( 1 ) • 

Off- pric e retailing is a t wentieth century development . 

Orisin.4.lly , t·1e t rm " di counter a pplied only t o retai 1ers 

1h o stocLed dura le g oods and old this , e."chandi.se below 

2 



manufacturer's list prices. At that time, the procedure 

was considered illegal, although the Fair Trade laws in 

most s tates have since been changed (20). 

These discount operations offered few cus t omer ser­

vices. The stores were situated i n out-of- the-way loca­

tions where rent and real estate taxes were low. A minimum 

of fixtures were used. Sales were managed by a central 

c a s h ier , elimi nat i ng the nee d for a s a les s taff . These 

reta ilers ' adver t ising dep ended mainly on word-o f-mou t h 

p romot ion . As a result , t h e low over h ead al lowed t h ese 

reta i lers t o offer their good s at less than u sual reta il 

prices . 

During t h e lat e 19 50's, many of the e a rly hard g oo d s 

d iscount ers b egan add i ng limited lin es of soft g oods and 

fashi on goo ds t o their durable g oods offering s. In t h e 

l a s t two d e ca des , many of the o ld line discount or gani za­

tions have expanded their f a s h ion assortments s ub s tantially , 

i mproved h ousekeeping and servi ces, modernize d facilities 

and f i xturing , and upgr a ded advertising and display i n an 

effor t to establ ish a defi ni te fa s h ion i mage (20). 

Vhile the organizat ion o f bu y i ng a n d merch andi s i ng 

in d i scount s tar .s is general l y centralized , the o l' _~; .:;.n i za­

t ion i n off- p ice a parel stores i . qu ite di ffe1ent ~ A 

true fa ctory ou tlet of"ers good dire ctl ' fr o m t h e 

. 1a~1ufa c: turcr · h o s ... o n sorc:< t h e retai 1 s t o ·e . Some 

3 
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manufacturers operate outlets that sell their own products, 

as well as similar maj or-brand products at varying discounts. 

Independent off-price apparel stores -- those not associated 

.with any particu~ar manufacturer -- buy overruns; canceled 

ord ers; last years ' leftovers ; and millends from many 

d i f ferent co mpanies ( 8 ). Sometimes the i ndependent off­

price 2.pparel s t ores operate in chains su ch a s Loehrnann ' s 1 

·,:ar gj_ e ' s , and ;· ,~arshall 's. 

~ecause off - price apparel stores often buy odd-lots 

o£ mer chandis e , their assortments are often quite shallow, 

while ou tlet s t ores g enerally carry better-quality cloth es. 

rany out lets stock strictly des i gner label clothes , while 

a ny carry both d esi gner and lower qual i ty merchandis e . 

Off- pri ce apparel stores oft en remove the ori gina l labels 

f ro m garments , causing difficu lty in det er mi n ing the br and. 

Cus tomer service in off-price apparel stores is oft en 

pratical l y non-existent . Mos t of these stores do not 

a cc ept ma jor credi t card s and s ome requ ire that one buy 

g oods in bulk . Generally , re turns are not accepted and 

frills s uch a s dress i ng r ooms and s a leshelp are often eli. ; li­

na-t.ed altogether . Oth er consune r i nconvenien ces are: off­

pric e ~pparel store s are often loca te d i n i n conveni ent , 

·"arav:;ly places , so et i mes have unco n ;ent ion ---1 s na ppi ng 

!-10"L.:c , and shopni e conditions a.r e often cro~JdocJ (8) . 

: e~..,~ .:.rtheless , off- rrice ·Pi)arel stores a.re h.::~.vc::ns for ',.;ary 



customers because goods are offered at 25 percent to 75 

percent below department store pri c es (13). 

5 

The promo t ional activities of off-pri c e apparel stores 

.- are limited. l·flos.t re1y on wo:r·d--.o f' - mouth for adverti sing 1 

h owever , the larg er off-price apparel store chains use some 

ne ·J s paper a.nd direct mai 1 a dvertising .. 

Some new trends i n off-price retail i ng inclu de factory 

outlet malls and mai l order catalogues~ Real es tat e 

devel opers a re developing the nearly 10,000 factory outle t s 

i n the United States i nt o s hopping malls . The malls are 

built strictly wi th no frills and cos t on l y 1 5 percent t o 20 

percent more to build than pure industrial s pace and produce 

gross incoo e 35 percent h i gher than pure industrial 

spa ce ( 13 ). 

Consumers are also finding some mail order catalogues, 

especially in the area of cosmet ics (American Boutique, In c. 

and Beauty Vi sions, Inc. for examp le) that offe r nat ional ly 

advertised goods for less than usual r etail. Another 

indicator of the growi ng s trength of the off-price retail 

business is the growing number of guide books published 

that focus on t he se outlets to h elp co nsul 10rs in t h eir 

searcn for a bargain~ 

Off - price retail ing is on the upswing in this country 

v1it . the ever- tiGhteninG econo m.i_r: c onditions 

r:tust be better educated in ord er to .1 i n d a ntru c" ba.rtjain, 



but with a little effort there are many wise buys to 

be found. 

Statement of the Problem 

The purpose of this study was to investi gate the 

patronage and buying practices of female shoppers in off-

6 

p rice apparel stores in order to develo p a co n s umer profile. 

Also, rel a t ionship s b etween social statu s, the a g e of the 

res p onden ts , and whe ther the respon den ts have children and 

s elected buyi ng practices were examined. 

Si gnificance of the Pro b lem 

The ph enomenal growth of t h e off-price apparel reta il 

bus i ne ss is too great to i gnore. More and more off-pri ce 

retai ling is being recognized as legitimat e comp etition by 

i ncreasing numb ers of traditional retailers. A search of 

li t eratur e has revealed limited research conducted in this 

a r e a . Th e results o f this s tu dy cou ld aid off-price apparel 

reta i lers in planning marke t s trategy . 

·obje c t i ve s 

In order t o pro f i le t h e female s h opp ers in off-pric e 

·apparel stores , th e f o l lowing objec tives ;ere establish ed: 

1 . 1 o de t eroi ne the so c i a l s tatus o f femal e s h oppers 
.h o pa ·s roni ze off - priCe apparel s t ore s 

2 . To d e ter :n i :ne t h e buy in £S nra cti ces o f shopp F~r s •iho 
patron ize o f f price apparel s ·Lores 

3 . To de t e rmine shonpers t satisfac t io n and /or 



dissatisfaction with merchandise available in 
off-price appa rel stores 

4. To determine t h e brand name awareness of female 
shoppers who patronize off -price apparel stores 

5. To det~rmine the nrice consciou s ness of fe male 
shoppers who patr~nize off-price a p parel stores 

6. To de t ermi n e s hoppers' satisfaction and/or 
dissat is f action with the service available in 
off-price a pparel stores 

Li mitations 

This s tudy vras i nh erent l y limited by the followi ng : 

7 

1 . Th e ins t r um ent u sed in inve s t i ga ting t h is resea rch 
wa s a l i mi ting fa c t or b eca u se t h e surv ey w2 s 
condu c ted o n a perso n al i n t erview basis. 

2 . The type of s t ores (off-price app a rel stores) u sed 
i n t h is s tudy Has a limiting factor . 

Delimi tatio n s 

The author l i mited t h e s tudy to the following : 

1 • 

2 . 

3. 

Th e samp le co nsisted o f women on ly b e tw een the 
a g e s of 18 a n d 65 . 

Th e partici pant s resided in th e Da llas 
Metro p oli t an area 1. 

T·h e pa r t icipant s have patroniz ed off-price 
a pparel s t ores .. 

1 Dal l a s .. !etro poli t a n area : d e f i n ed a s t h e ci t i es of 
Dalla s , Garland, I rvi n g , Richardso n , -t ddiso n , Ca r oll t on, 
Farm er s Br an ch , and Pl a no. 



Assumptions 

In this study the following assumptions were made: 

1. A questionnaire can be developed to elicit 
informati on relative to the objectives. 

2. Social status is a recognizable phenomenon in 
American soci ety. 

3. Social status can be measured. 

Definitions 

The following terms are used throughout the study : 

1. Social s tat u s-- refers to the position the 
i nd i vidual occupies in the status stru cture of 
ou r society. 

2. Euyin~ practices -- refers to the consumers' 
behav1or 1n t n e market place. 

3. Off- nrice apuarel stores -- factory a nd 
i ndepend ent ou tlet s t ores selling brand-name 
apparel be low u s ual retail prices. 

8 



CHA PTEH II 

REV IEW OF I1ITERATURE 

Off-price retailing is a new phenomenon in retailing 

t o day . A search of literature has revea led t hat research 

in thi s a rea is extremely limited. 

A study was conducted by Henry (10) to determine 

whether a significant r elation ship exists b etween t he level 

o f expenditure f or selected items of women's clothing and 

the selected soci o ec on omic variables of i n come , husband 's 

occu pation , hu s band's self-employed status, wi fe's level 

of education, and number and age s of ch ildren. A relation­

s h ip was al so sought between the typ e of clo thing worn by 

an e mp loy ed woman and the level of sp ending for the clothing 

items chosen for s tudy i n thi s research. Th e author 

collected informat ion on wo men's expenditures for daytim e 

and dressy blou ses ; dayti me skirts; dayt ime and dressy 

dresses ; daytime , dressy, and sporty s hoes; and winter 

coats~ Th e survey method was u sed t o collec t th e desire d 

inforrati oTJ fro .1 311 '10. en in Centre Cov_nty , Pennsylvania. 

~ esu l ts revealed that the number of children a woman had wa s 

the lr.oct si gni ficant variabl e in explai n i ng the varia.nce i n 

the amount of oney a voma spent on selected clothing 

9 



items for herself for three of five income levels and the 

second most significant in the other two categories. The 

more children the respondent has, the less she spends on 

.clothing for hersBlf. Based on the data gathered, the 

author concluded, also, that adolescent children do not 

si gnificantly affect t h e total a mount of money a woman 

10 

s p ends on herself for selected clothing items. A significant 

relationship was fo und between the type of husband's occu­

pat ion within the s am e income group and total a mount spent 

for selected i t e ms of women's clothing . The higher the 

husband 's occupat ion level within a given income, the more 

mon ey the wo man was likely to spend on her clothing . 

Results also revealed that the more u rban the respo n d­

ent's · dwelling location, the more the woman was likely to 

s p end for her cloth i ng . Ur ban dwellers tended to shop more 

widely , that is, in more than one location and travel gr eater 

distan c es t o mak e pu rchases. Th e hypothesis that the 

responden t 's age level is related to her clo thing expendi­

ture s when hus band 's occupation and income level a re h eld 

constant was confirmed based on h i ghly significant 

relati on s hips . Th e results indicated, as predicted by t h e 

author , that the more highly edu cated th e wo man , the more 

::-: 0~18-.' s~!e .as likely t o s pend for selected c l o th i ng i tems .. 

~ study ~as conducted by Doran (6 ) to ob t ain i nfer- · 

mP ~ icn concerning dis count store cu stomers ' s epping 



1 1 

patterns for apparel and household soft goods. The sample, 

limited to females 18 years of age or over who were shopp­

ing in the discount stores at the time of sampling , was 

.. dravm from two se.lected discount stores in Syracuse, New 

York. Results revealed that the edu cational background of 

the cu stomers surveyed was quite hi gh . Si ghty percent of 

t h e respond ent s had completed h i gh school, wh ile 10 percent 

were colleg e graduates. Twenty-five percent of the resp ond­

ents' husbands were professionals, executives or medium-to­

lar g e business owners while 37 percent were classified as 

s killed , semi-sk illed, or unskilled employees using t h e 

occupati onal scale developed by Hollingshead . Social class 

o£ the respondents was determined u sing the Hollingshead 

Two-Fa c t or Index of Social Position. Result s rev ealed that 

one-half of t h e respondents were clas sified in the two 

l ower classes, close to one-fourth of the families were 

c lassi f i e d in the middle cla ss, and the remainder of t h e 

fami l i e s were in the upp er class . Only five percent of the 

respondents had n o ch ildr en and a s ubstantial number had 

large famili e s -- 22 percent o r more had five or more 

children . Th e ma jority of t he resp on dent s had at leas t one 

chiJ~ under six years of age . 

Concerni n g the ty:pe of s al esh elp s h oppers wanted 

~h en purchasine v a ri ou s s oft g oods itemo , re sul t s i ndicat ed 

a sicni f ica nt relat ionshin b et 1een t h e i tem and the type o f 



saleshelp desired. The majority wanted some form of 

salesclerk service for coats, s u its, and dre~ses, sports­

wear, women's undergarments and infants' a n d children's 

12 

.. wear. For hosiery and household soft goods, the respondent s 

indicated a :preference for self-service. Re spondents were 

ask ed to indicate which soft goods they usually purchased 

on sale and v1hich they purchased as the need arose. Fifty­

tWD per cent of the respondents indicated they usually 

purchas ed h ou seh old soft goods on sale, while more than half 

generally purchased und ergarments, hosiery, and men 's 

s h irts, socks, and underwear as they needed them and did 

n o t wait f or sales. Sportswear and infants' and childrens ' 

cloth es were purchased both during s a les and as the need 

arose . 

Respondents were also asked to rank the advantages 

of shopping in discount stores. Results indicated that the 

resp ond ents felt t hat price was the main advantage of 

shopping in discount stores, while convenient h ours and con­

venient parki ng r anked next , followed by larg e.variety of 

mer chandise . Self-service ranked fifth . Wh en asked to 

compare pri c es and quali ty of discount store solt goo ds 

vith similar Jerchandise sold in depar tment stores, the 

ma jority of the respondent s i ndicated that discount stores 

offe1cd lo1cr prices i n all categories of soft goods, but 

not necessari l for the same quality . More than half of 



t h e sample felt t hat discount stores offered a wide selec­

tion in all soft goods categories except undergarments. 

I n determinin g the sh opping behavior o f cu s t omers o f 
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. discount stores, .resu lts revealed t hat clos e to t hree­

fourth s of t he resp on dent s s h o p i n t heir f avorite discount 

store at lea st severa l times a month . There wa s a tend ency 

f or the mos t f requent s hoppers to be among t h e y oung er a g e 

groups. Resul t s r evealed a si gnificant relat ion s h i p 

b e tween th e typ e of item a n d th e a mount pu rchased in 

disc ount s t ores. Sev enty- f ou r percent of t h e respon dents 

purch ased hal f o r mo r e of their inf a nts ' a n d ch ildrens' 

wear i n discou nt s t or es. Approximately 60 percent purchased 

half o r mor e of t h e i r s port swBar a n d h ou seh o l d sof t goods , 

wh il e almost 50 p e r cent bou ght hal f or more of t h eir under­

garments and men 's s h irt s, sock s, a n d underwe a r in 

d i scount s t ores . Vfu en compa r e d wi th the mid dle a n d upper 

s oci a l cla sses , a gr eat er pro p ortion of t h e lower-cla ss 

resp ond ents purchase d hal f or more of all so f t g oods i tems 

i n discount stor es~ 

Rich ( 16 ) c ond ~ c t ed a s t u dy of women shopp ers in a 

l arge metropoli tan ar ea . Re s u l t s indicated t hat downt own 

s h opping tended t o i n crea se a s i n c oQe ros e . Women 40 y e a r s 

old or over did more downt own s h oppi ng t han th e younger 

women . However , r e gar dl es s o f ag e , t he women with out 

c h ildren did nore do ·Jnto .'n s h o ppi n g than thos e with ch il dren . 



Those women who did one-half or more of their shopp­

ing at the discount stores were in the low and middle 

income groups. However, more than one-half of the high 
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.. income group of w.omen did shop ping in discount stores. A 

larg e proportion of low income women did not shop at the 

discount s t ores, which may be due to the poor, less mo bile 

shoppers going to the s maller low-priced neighborhood stores. 

The youn g er wo men patron ized discount stores more 

than did older wo men. The women with children, both old 

a n d y oung , did more discount shopping than did t h ose with­

out ch j_ldren . 

Th e eff ect of income level on types of items bou ght 

in discount stor e s was qu ite evident. Purchases of all 

soft g oods ·l ines decrea sed as income increased. Ladies 

coa ts and b etter dresses, where style and qu ality were 

i mp o r t ant were am ong t h e items pu rchased least often i n the 

di s count s t or es. Price a n d self-service were t h e ma j or 

a ttrac t ion s of t he discount s t ores wh en compared with 

qua l i ty of merch and ise, s hoppi n g convenience, a n d servi ce 

of t h e d epartment s t ores. 

In a simi l a r s tudy of women s h oppers condu c t ed by 

Rich and Jai n (1 5 ) th e f r equ en cy wi th wh ich women sh opp ed 

dur inG t h e )ear v a s si gni f ica nt l y associ a ted wi th soc i a l 

c las c-. . C01 ;1 pared 1i th 24 per c ent of t h e wo men i n th e lo -.rer 

c l a ...... s
9 

38 perc ent i n the upper c lass a n d 34 · ercen t i n the 



middle class shopped 52 or more times a year. Although 

the presence of children was not significant, the results 

showed that younger women shopped more often than older 

women. 

The importance of shopping quickly increased as did 

social clas s. Thirty-nine percent of upper class women 

regarded shopping quickly as always important although 

30 p ercent in the lower class and 34 percent in the middle 

class regarded shopping quickly as always important. 

Wo men wi th children , regardless of age, put more stress 

on quick shopping than did those without children. 
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A study of college women's buying practices by 

Dent on ( 5 ) revea led that there were no significant rela­

tionships between clothing interest and type of preferred 

store or the location of the store and reason for selecting 

the store patronized. The quality of merchandise and the 

selection or amount of merchandise were checked by the 

majority for the specific store most often patronized. 

Acco~ding to Standard and Poor's Industry Surveys (14) 

off - price apparel stores cater most oft en to middle-to­

upp e r inco e shopp ers , well versed in brand names , who are 

custo rs of the traditi ona l department stores. Results 

of t e 1972 -1973 U. S . Consumer Expenditure Survey con duct ed 

by the Bureau of the Census (10) revealed that the annual 

average expenditure s per consumer unit for clo thing 
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were $466.56. 

Eccher (7) examined the influence of brand names on 

the perception of product values. The perceived value of 

.. shirts influenced_ ·by brand name identification was studied. 

One hundred students in two sections of a marriage course 

taught in the Department of Family Relations and Child 

Development at Oklahoma State University were chosen as 

the sample for the actual test situation. The research 

design was in the form of a survey. The measurement of 

the influence of brand name on the perception of product 

value was achieved through the use of a semantic differ-

ential. Th e results sho':Jed that th~ _ P?._r. cej~v~_d _ ::~~ll~~ ~.!:__a 

product varies directly with _brand name identification. 

Ji' or example, the "Arrow" brand was always rated highest, 

while the "Penney's" brand ranked in the middle rang e, and 

the "Medalist" brand consistently received the lowest 

rating of the differential. The Wi lcoxin r .. ~at ched Pairs 

Si gned-Ranks Test was used to determine if two shirts of 

different values were similarly perceived when identified 

with the s ame brand n ame. The resu lts of this test revealed 

that the shirts o f different value, ident ified with the 

" Arro~ " and " f·1e d2.list " brand . names , were si milarly per-

ceived by the entire sample . dhen the shirts were 

id entified with " P enney ' s" brand name , the value rating s 

diff e r ed . 



Bogart , and Lehman (2) conducted a study of unaided 

brand recall by female household heads and examined some 

factors related to brand salience. The respondents were 
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.asked to name al~ the brand names they could recall in a 

four-minute period. The respondents named 1,860 brand 

names, an average of 28 each. The researchers found a high 

relati onship between purchase frequen cy and brand mentions 

in a product class. Th ey also found a strong correlati on 

between th e number of product mentions and the size of the 

produc t category's advertising investment: products w~ ose 

brands were fao iliar usually had a lot of advertising 

behi nd them . 

A s tudy conducted by Bail (1) examined t h e effect o f 

labels on apparel selection. F i n dings indicated t hat 80 

percent of the parti cipant s lis ted prices as the pri mary 

factor which influen ced t h em in purchasing garments. Fifty­

nine Dercent were influenced by brand . 

A s tudy by Ramire z (12) involved the knowledge and 

use of desi gner brand names in apparel selection. Fi ndings 

indicated that more than half of the respondents snecified 

that they "s eldom " or "never" plac ed emphasis on the 

designer label when purchasing such apparel on s ale . In 

a sal e si tuation emphasis was placed on obtaining a 

argain . 

Concerning the relationshi p b etween socio e cono 1ic 



status and designer knowledge results revealed a negative 

relationship between knowledge of designer names as linked 

to locality and socioeconomic status. Implications were 

.. that an individual's preference of name brands in apparel 

selection is by no means influenced by socioeconomic 

statu s. Results of Friedman's Rank Order Test showed that 

usefulness. and cost were ranked as the most important 

rea sons for selecting apparel. 
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Chance, French, and Williams (3) conducted a study 

to determine price-quality relation s h ips. The subjects 

were midwest housewives and the products studied were food 

pro du c t s and convenien ce goods. The researchers found 

that h ousewives' p erception s of quality differences among 

b r a n d s in a produ ct cat egory appear to be related to their 

i nco me level . Th e resea rch ers also found that when house­

wive s n e~ceive wide v ariat ions in t h e quality differentials 

am o ng a product category they tend to choose the higher 

pr i c t ; d brc:~~d . Resu lts revealed that wh en there was a high 

p ercei~ed quality difference am on g brands the housewives 

fro m t he higher income group tended to take advantage of 

the p rice cue more than did those fr om the lower income 

group . 

I n a revi e ' of research on price , f''Ion ro e (9) cit ed a 

stn dy condu c t ed by Gabor 2.nd Gra n g er on pri ce conscious-

ness . rhe resea cher s s ur v ey ed 640 hou s ewives t o de t ermine 
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their awareness of grocery prices last paid. Eighty-two 

percent of grocery prices were remembered (regardless of 

correctness) by the respondents. The researchers also found 

. that price consc~ousness was inversely correlated with 

social class with the exception of the poor, and that price 

consciousness was lower for branded items. In the second 

measure, 57 percent of the prices were named correctly. 

In the subsample of 184 incorrectly named prices, 52 percent 

of the prices differed from the correct price by not more 

than 10 percent. 

Shapiro (1 8 ) investigat ed t h e effect of price on 

purchas e behavior for unbran ded g oods. Prices of actual 

it ems were evaluat ed relative to variou s attributes: 

quality , durability , "worth-th e-rnoney 11 , likelihood of 

purchase f or personal use, and likelihood of purchase for 

gift g iving . 

Results s h owed that likelihood of purchase was 

primarily infl u enc ed by the "·worth-th e-money" variable for 

all pro duct categ ories. Perceived quality and attitu de 

t oward urice also cont ributed to likeliho od of purchase. 

The likelih ood o f pur chase f or g ift giving differe d fr om 

the likel ihood o f purchase for personal u se. Wh en buying 

a g i ft , the resp ondents vieJed the quality of the product 

as n. ore j_Jllportant and the price as less i mportan t than wh e n 

buvin~ a product fo r persona l u se. 
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Results o£ experiments conducted in consumer classes 

revealed that there was extreme difficulty in judging the 

exact prices of expensive garments as contrasted with those 

.. in the noderately priced rang e. The great variety of 

apparel available in mass markets gives consumers the 

opportunity to find attractive clothes in almost any price 

rang e a n d with a desired brand n am e (17). 

Summary 

The revi ew of literature s h ows that there is a need 

for research in the ar ea of off-price retailing . Off-price 

retailing is fast becoming a viable part of the retailing 

business. Research would provide off-price retailers with 

the i nformat ion they need to better serve their customers. 



CHAPTER III 

PROCEDURE 

Selection of Sample 

The sample consisted of 55 women in the Dallas Metro­

politan area who patronize off-price apparel stores. The 

s urvey was condu cted in three off-price apparel stores in 

this area with approxi mately 20 shoppers interviewed in two 

s t ores, and 15 interviewed in t h e third store. A j u dgm ental 

s a mp le was selected dependent upon the research er to obta in 

a representative s a mple of women patrons of off-price 

apparel s t ores. 

Data Gatherin g Technique 

A questionnaire, developed by t h e author, was used to 

obta in t h e necessary data from the female s h oppers. Th e 

questi onnaire consisted of two parts. The first part 

elicited socio economic and p ersonal data . Th e second part 

e l ici t e d informati on relative to the s h opper's buying 

pr a ctic e s , s a tisfa ction and/or dissatisfaction wi th mer­

chand i se , brand name a waren ess , pri ce consciou sness, and 

attitudes r egard i ng the s ervices and store p oli ci es of 

off- price apparel s t ore s . 
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Administration 

The questionnaire was administered to selected female 

shoppers in off-price apparel stores in the Dallas Metro-

.. p 0litan area. Th~ questionnaire, condu cted on a personal 

interview basis, was administered in the late spring 

o£ 198 1. 

Analysis of Data 

This research was an exploratory study limited to the 

Dallas 1etropolitan area. Social status was determined 

by classifying occupation by Alba Edward's socioeconomic 

status scale, by classifying education, source of income, 

and annual h ou seh old i n come into five categ ories. 

Spearman a nd Pearson correlation analysis, and Kruskal­

Wallis one-way analysis . of variance were used to determine 

relationship s between variables at t h e .05 level of 

significance. Frequ en cy and percentag e distribution for 

each answer were calculated t o s h ow de~criptive data. 



CHAPT ER IV 

PRESENTAT ION AND DIS CUSSION OF RESULT S 

The purpose of this study was to investigate the 

patronage and buying practices of female s h oppers in off­

price apparel stores in order to develop a consumer profile. 

Relationshi ps between social status, a ge of the respondents, 

respondent s with or without ch ildren, and selected s hopp­

i ng habit s were also examine d. Resu lts are present ed 

u nd er the maj or headin gs of: personal data ; s h opping habits; 

off-price a ppa rel store consumer profile; and relat ion s h i p s 

o f social s tatu s, a g e, and ch ildren wi th selected s hopping 

h a bits . 

Personal Data 

Information con cerning a g e, mari tal statu s, and 

n umber and a g es o f ch ildren was obtained. Information 

o b t a i n e d concern ing occupati on of the main wage earn er, 

s ource of i n come , level of edu cation attained, and annual 

h ou seh old income 1a s u sed t o determi n e social s tatus. 

Age 

Table 1 s h ows th e percentag e distribu tion of the 

par ti ci pant s by age , which range d fro m 18 to 65 y ears. 

Slightly more than one- third (3 6 . 3 p ercen t ) o f t he s ample 
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were 26 to 35 years of age. The next largest age category 

( 29.1 percent) were 46 to 55 years of a g e. 

TABLE 1 . -- Percentag e Dis t ribution of Partici pants by 
Age Category 

Age Number Percent 

18. - 25 9 16.4 

26 - 35 20 36.3 

36 - 45 9 16.4 

46 - 55 16 29.1 

56 - 65 1 1. 8 

TOTAL 55 1 oo.o 

Hari t a T Statu s 

Infor mat ion con c er ni ng th e ma ri tal s t a tus of th e 

par t i c i pant s was ob tai ned. Sli ght l y over t wo- thi r ds were 

married ; 21. 8 p erc ent were sin g le; a n d 10. 9 p ercen t were 

d i v o r c e d . 

·Jumber a nd Ages of Ch ildren 

Table 2 s h o 1s th e percentag e dis t r i bu t ion of t h e 
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sample by th e number a n d ag e s o f ch ildren .. ~he ma j or i ty o f 

the pa r t icipant s (63 . 6 perc ent ) had children ; wh i l e 36. 3 



percent had no children. 

TABLE 2. -- Percentage Distribution of Particinants by 
Number and Ages of Children · 
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Number of Number Ag es of , Number Percent 
Children Children 

0 20 0-5 12 14.5 

1 10 6-12 9 10.8 

2 10 13-18 19 22.9 

3 10 over 18 43 51 .8 

4 3 

5 1 

6 1 

TOTAL 55 TO TAL 83 100.0 

Social St atu s 

Th e social s tatus of ea c h respon dent was determi n ed 

u sin g information o b tai ne d f ro m part I of the qu estionnaire. 

Table 3 s h ows th e p ercent a g e dis t ri but ion of t he part icipant s 

b y so cia l s tat u s g r ou ps . 

For discu ss i on pur~ o s es thes e group s were cla ssified 

acc ord i ng t o l ow, middle 1 a n d h i gh social s tat u s. Partici­

pants in t he h i gh s ocia l s tatu s cla ssifi cat ion were those 

i n Gr oups I an d II ; those in the mi dd l e soci a l statu s 
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classification included Groups III and IV; and those classi-

fied as having a low social status standing were Group V. 

Data for determining social status were incomplete for 13 

.- resp ondents. As .may be noted, the social status of this 

sample was comprised of the middle and lower-upper social 

statu s groups. More than one-half of t h e sample comprised 

the hi gh social statu s standing of Group I I; while none of 

t h e participants were classified into the highest and lowest 

socia l sta t us Groups of I and v. Slightly over one-third 

of t h e respondents (35.7 percent) comprised the middle social 

s tat u s Group III and 9.5 percent comprised t h e lower-middle 

social s tat us Group I V. 

TABLE 3. Percen tag e Distribution of Participants by 
Socia l Statu s Groups 

Socio ec onomic Score Range Numb er Percent 
Status Gr oup 

Group I ( 15 - 27) 0 o.o 
Gr oup II (28 - 39) 23 54 . 8 

Group I II ( 40 - 51 ) 1 5 35.7 

Group IV ( 52 - 63) 4 9.5 

Gr ou p v ( 64 - 75 ) 0 o.o 

TOT/ IJ 42 100. 0 
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Shopping Habits 

Information was obtained concerning selected shopping 

habits of females in off-price apparel stores from part II 

of the qu estionnaire. Results are presented under 

designated heading s. 

Dollars Spent Annually on Personal Wardrobe 

The percentag e dis t ri bution of participants by the 

dolla rs s pent a nnually on t h eir personal wardrobe is sho\'/n 

in table 4. Approximately one-quarter (25.9 p ercent) of 

t h e participant s i n dicat ed t hey s p ent 8250 to ~ 400 annually 

on t h eir p er sonal wardrobe. As may b e no t ed, 22.2 percent 

i nd icated t hey s p ent 8550 t o $ 700 annually ; wh ile only 3.7 

percent i ndicated th ey s p en t ~ 100 to S250 annually on t h eir 

p ersonal war drob e. 

Percentage of Clo thing Obtained 
fro m Five Sou rces 

Informati on was obtai n ed con cern i ng t h e percen tag e 

o f c l o t h ing the participant s obtained f rom e a ch of five 

sou rces : off- price apparel s t o r es, depar tm ent stores, 

s pecialty sh ops , dis count h ou s e s, and other sou rces. Th e 

percentag e dis t ribu ti on is s h ovm in table 5. 

· For discu ssion purposes, t h is i nformat ion wa s cla ss i ­

f ied int o two group s : partic ipant s wh o purchas e d on e- ha l f 

or more of their clo thing in a s pecified st ore , and t h ose 

wh o purchased less t h an one- half o f their c l o thing in a 
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specified store. As may be noted, 65.4 percent of the -

sample purchased one-half or more of their personal wardrobe 

in off-price apparel stores; while 41.7 percent purchased 

one-half or more _of their personal . wardrobe in department 

stores. Only 9.0 percent stated they purchased one-half or 

more of their personal wardrobe in specialty shops; and 

1.8 percent purchased one-half or more of their clothing in 

discount houses. Two participants (3.6 percent) obtained 

one-half or more of their clothing from other sources; both 

partici pant s indicat ed this clothing was home sewn. 

TABLE 4 . -- Percentage Di stribution of Participants by 
Dollar s Spent Annually on Personal Wardrobe 

Annual Dollars Number Percent 

less than ~~ 100 3 5 .. 6 

~ 100 to ~. 250 2 3.7 

.~ 250 to ( 400 14 25.9 

$400 t o $550 7 13.0 . 

.v 550 t o 8700 12 22.2 

~~ 700 t o $850 3 5 .. 6 

.;> 850 t o ~~ 1000 8 14.8 

over 81000 5 9.2 

TOTAL 54 -X: 1 oo.o 

*on e respondent did n ot answer 
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TABLE 5. -- Percentage Distribution of Participants by 
Percentage of Cloth ing Obtained from Five Sou rce s 

Percent Purchased 

less t han 50% 

50% or more 

TOTAL 

less than 50% 

50% or more 

TOTA L 

less t han 50% 

50 % or more 

TOTAL 

Number 

Off-Price Apparel Stores 

19 

36 

55 

Depart men t Stores 

32 

23 

55 

Specia lty Sho ns 

50 

5 

5 5 

Percent 

34.6 

65.4 

100.0 

58.3 

41.7 

100.0 

91.0 

9.0 

100.0 



TABLE 5. -- Continued 

Percent Purchased 

less than 50% 

50% or more 

TOTAL 

less than 50% 

50% or more 

TOTAL 

Number 

Discount Houses 

54 

1 

55 

Other Sources 

53 

2 

55 

Percent 

98.2 

1. 8 

100.0 

96 .. 4 

3.6 

100.0 

Type s of Off- Price Retail Stores Shopped In 
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Table 6 shows the percentage distribut ion of partici­

pants by the typ es of off-price retail stores shopped in. 

The ma jority of the sample (83 .6 percent) indicated that 

they had shop ped in an off - pri ce shoe s t ore; 70.9 percent 

h ad .s h o pp ed in an o ff-price designer clo thi n g store; 69 .1 

p erc ent had shoppe d in an off - price store that stocked some 

comb inat ion of wo men ' s desi gner clothing , dresses, sports­

wea r 1 a nd s hoes. 



TABLE 6. -- Percentage Distribution of Participants by 
Types of Off-Price Retail Stores Shopped In 

Typ e of Off-Price Store 

Designer Clothing Store 

Dress Shop 

Sportswear Store 

Shoe Store 

Dept . Store with some 
~ombination of above 

Children's Cloth ing Store 

I en's Clothing Store 

Dept . Store that stocks 
men's, women's, and 
children's clothing 
and/or s hoes 

Dept. Store that s t ock s 
men's, women's, chi ldren's 
clo thing , s h oes, and 
h ousehold items 

Furniture Store 

App liance Store 

Grocery Store 

Others 

Number 

39 

26 

22 

46 

38 

17 

16 

26 

29 

19 

12 

22 

3 

Percent 

70.9 

47.2 

40~0 . 

83.6 

69.1 

30.9 

29.1 

47.3 

52.7 

34.5 

21.8 

40.0 

5.5 
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Frequency of Shopping in Off-Price 
Apparel Stores 

32 

The percentage distribution of participants by the 

frequency in which they shopped in off-price apparel stores 

is shown in table 1. As may be noted, 37.3 percent sho~ped 

"once a month" in such stores; 29.6 percent of the sample 

shopped "once every two weeks," while only 7.4 percent 

shopped in an off-price apparel store "more than once a 

week ." 

TABLE 7. Percentage Distribu tion of Participants by 
Frequency of Shopping in Off-Price Apparel Stores 

-· 
Frequency of Number Percent 

Shopping 

'core than once a week 4 7.4 

Once every two weel{S 16 29.6 

Once a month 20 37.3 

On ce every t\'JO or 9 16.6 
three months 

Once every six month s 3 5.5 

Once a year 1 1.8 

Oth er 1 1.8 

TOTAL 55 1 oo.o 



Popular Off-Price Apparel Stores 
Aware Of and Shopped In 
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Information was obtained concerning eight popular off­

price apparel stores in the Dallas Metropolitan area the 

participants were aware of or had shopped in. The percent-

a g e distribution is shovm in table 8. 

The majority of the participants (83.6 percent) had 

shopped in Margie's; 52.7 percent had shopped in other off-

price apparel stores not listed on the questionnaire; wh ile 

21.8 percent had s h opp ed in Marshall's. As may be noted, 

most of the resp ondents were aware of the off-price apparel 

stores listed in the questionnaire. 1 inety-eight percent 

were aware of ~argie's; 8 1.8 percent were aware of 

J. Brannam ; and 40.0 percent of the participants were aware 

of Fas hion Sense. 

Other than Personal Purchases 

Information was obta ined concerning other than person-

al purchases of the participants in off-price apparel stores. 

Forty percent of the participants with children had 

pu rchased clothing in off-price apparel stores for their 

children; while 35.5 percent had purchased cloth ing for 

their husband or b oyfriend . Th irteen part icipant s (23. 6 

percent ) had purch ased other type s of clo t h ing in off- price 

apparel stores; all 13 i ndi cated these purch a ses were g ifts. 



TABLE 8. -- Percentage Distribution of Participants by 
Popular Off-Price Apparel Stores Shopped In 

and Aware Of 

Stores 

Loehman 's 

l\"argi e 's 

St. Denise 

Fashion Sense 

Designer's Den 

Designer Shocase 

Narshall's 

J . Brannam 

Others 

Number 

Shopped In Aware Of Shopped 

20 31 36 .. 4 

46 54 83 .. 6 

23 35 41 .. 8 

13 22 .23 .. 6 

23 35 41 .. 8 

22 30 40 .. 0 

12 27 21.8 

24 45 43.6 

29 30 52.7 

Dollars Spent Per Visit in 
Off-Price Apparel Stores 

Percent 

In Aware 

56 .. 4 

98 .. 2 

63 .. 6 

40.0 

63 .. 6 

54 .. 5 

49 .. 1 

81 .8 

54 .. 5 

Table 9 s h ows the percentage distribut ion of the 

parti cipant s by the average dollars s pent per visit in an 

off - price apparel s t ore. Slightly over two-thirds (69.1 

percent) of the sampl e i ndicat ed they s pent an average of 

$20 t o $. 50 per visit and 14 . 5 percent spent an average of 

less than ~ 20 per visit . As may be noted, none of t h e 

partic i pant s indi cat ed they s pent more than an average of 

(~ 1 50 per visit i n s u ch stores. 
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TABLE 9. -- Percentage Distribution of Participants by 
Average Dollars Spent Per Visit 

Average Dollars Spent Number Percent 

Less than $20 8 14.5 

$ 20 to $50 38 69.1 

$ 51 to $100 7 12 .. 8 

$ 101 to $150 2 3 .. 6 

$ 151 to c- 200 0 o.o 

8 201 to 8250 0 o.o 

8 251 to S300 0 o.o 

over •.,) 300 0 o.o 

TOTAL 55 100.0 

Average Distance J illing to Travel 

Th e percentage distribu tion of participants by t h e 

average distance they were willing to travel to reach an 

o ff - pri ce apparel store appears in table 10. As may be 

noted, 32. 6 percent of the participants were willing to 

travel an averag e of 11 to 15 miles to reach an off-price 

35 

appa rel s t ore ; 25 . 5 percent were willing to travel an aver-

a g e of 5 to 10 miles; while only 7 .3 percent were willing 

to t r a vel an average of over 40 mil es. 



TABLE 10. -- Percentage Distribution of Participants by 
Average Distance Willing to Travel 

Average Distance Traveled Number Percent 

less than 5 miles 6 10.9 

5 to 1 0 miles 14 25.5 

1 1 to 15 miles 18 32.6 

16 to 20 miles 9 16.4 

21 to 30 miles 4 7.3 

31 to 40 miles 0 o.o 

over 4 0 miles 4 7.3 

TOTAL 55" 100.0 

Farthest Distance Traveled 

Information concerning the farthest distance the 
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participants had traveled to reach an off-price apparel store 

was obtained . The miles traveled by the sample ranged from 

3 miles to 100 mil e s. Fift een percent of the participants 

indicated the farthest they had traveled was 10 miles and 

20 mil es to reach an off-price apparel store; 13.0 percent 

had traveled 15 miles ; and 11.2 percent had traveled 40 

mi les . 



Importance of Distance from Home 

The majority of the participants (22.7 percent) s a id 

that distance from their home was an importan t factor in 
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.. deciding to shop .in an off-price apparel store. The pa rti­

cipants who indicated distance from their home was important 

indicated "the price of gasoline," and "convenience" as 

the major reasons. The participants who indicated that 

distance from their home was not an i mportant factor in 

deciding to sh op in an off-price appa rel store (27.3 percent) 

indicated "bargainsn as the major reason. 

Type of Clothing Purchased I\1ost Frequently 

Informat ion was gathered concerning t he type of 

cloth i ng th e par ti ci pants purch ased most frequently in off­

price a pparel stores. The percentage distribution shown in 

t a ble 11 r eveal s s l i ghtly over two-th irds of t h e participants 

(6 9 .. 1 p ercent ) pur chas ed s portswea r most frequ ently; a n d 

2 3. 6 perc ent purchas e d dr esses most fre quently. Dresses 

repr esented the large s t cat egory (40.7 percen t) as the type 

of clo thi ng the participant s purch as e d next most frequen t ly; 

almost one- f ourth o f th e s amp l e ( 24 .0 percent ) purchas ed 

shoes next most frequently ; wh i le onl y 1. 9 perc ent pur chas ed 

lingerie next most frequent l y . 



TABLE 11 . -- Percentage Distribution of Parti ci~ants by 
Type Clothing Purchased Nost Frequently . 

I 
= 

Number Percent 
Type of Clo~hing 
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Purchased r·1o st Next !·1o st _·1 ost lJ. ext Y..'Io st 
Frequent Frequent I l~requent Frequent 

Sportswear 38 1 1 69.1 20.4 

Dresses 13 22 23. 6 40.7 

Linger ie 0 1 o.o 1. 9 

Shoes 3 13 5.5 24.0 

I ccessori es 1 4 1. 8 . 7 ~ 5 

Out er ·lear 0 3 o.o 5. 5 

Ot her 0 0 o.o o.o 

TOTAL 55 54* 100.0 100 . 0 

*one participant did not i ndicate a "next most frequent" 
response . 

Type of Sportswear Purchas ed nost Frequently 

Th e type of s portswear the respond ent s purchased most 

fre uently i n off - pri ce apparel s t ores appears i n table 12 

by percentage . The ma jori ty of the partici ants (61 . 8 

perce_nt) purchased sla_cks mos t frequently; 20 . 0 percent 

purchased tops most frequently; wh ile only 3 ~ 6 percent pu r-

chased slirts most frequently . Approxi 1ately one-half of the 

na rnn le (19. 2 percent purchased blouses next mo t frequently; 



21.8 percent purchased tops next most frequently. 

TABLE 12 . -- Percentage Distribution of Part i ci pant s by 
Typ e of Sportswear Pu.rchased f·1 ost Frequent ly 

39 

= : I . r-'""--·-,._--------~-~ --·---------4----
Type o£ Sportswear 

Pur chased 

Sl-: irts 

Sl a c1rs 

Blouse s 

Blazers 

S: op s 

Oth ers 

TO . .! T.J 

Numb er Percent 

r.·~o st 1 
Ti1reou e•1+ .J _ .J. • ..L v 

2 
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8 

0 

1 1 

0 

55 

Hext Fost _< o::-;t l~ext Most 
Freouent Frequent Freauent 

7 3 . 6 12 . 7 

7 61 .. 8 12 . 7 

2'7 14.6 49 .. 2 

2 o .. o 3 . 6 

12 20 .0 21. 8 

0 o.o o .. o 

55 __ Eo 100 .. 0 

f·1os t Frequent Purpose of \·/ea.rinc; Purchas e 

~able 13 presen s the data concerni ng the most fre -

quent purpose of weari ng the purchases of the participants 

in off- price apparel stores e Sl i g1t l y over 60 percent 

( 61 . 8 percent ) o£ the sample v;ore their uur cLases most 

fre ~u ently at work; 32.7 percent wore t . eir purchases mo s t 

fre q_ne.~.1t ly dur5_n. c; leisu.re time; Jh ilc: none of the partici-

nants uurchased clo th i ng fo wea ri ng t o fo _mal even s. 



TABLE 13 . - - ~ercentag e Distribu tion of Participants by 
IvJost Frequent Purpose of \·fearing Pttrchase 
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-Pl-l~r_r_-) o_s_e_o_f_i,_· e_a_r_l_· _n_g--+----l-h_:,_d_b_e_r_·--~~---r ~-n-t~---
At Hork 

Dur i ng l ei sur e t i r:1 e 

For for~al events 

Ot her t i me s 

~OT.~I: 

Br and Nam e Comparison 

Tabl e 14 s h ows t h e per c entage dist r ibut ion of partici-

~2nt s by brand na~e co~parison of off - pri ce appa r el s t ores 

with depar t nent stores and s pecialty shopsc Sli ghtly over 

two - thirds (67 . 3 per c ent ) of the s ample i n dica t ed t hey fo und 

so ~ie brand names they rec ogni z e d f r om departm ent store s and 

s p ecialt; shops in off - pric e apparel store s and some t h ey 

did not reco gnize J ~ o ne of th e resuondent s i nd icated they 

f o1...1nd .1 ore desi gn er c loth es i n off-pric e appare l s t or8 s 

th2 .. n i n deuartnent s t ores and s pe c i a l vY s h ops; 27. 3 per cent 

in icated t1ey f ound t t e sa ne bran d name· i n of f-pr ic e 

c:t J"!1ai el s t ore s as in denartJncn t s t ore s and spe cialty s hops . 



T!BLE 14 . - - Percentag e Distribut ion of Parti cipant s by 
Brand Fa me Comnarison of Off - Price Stores 
with Departmenl Stores and Spe ci a l ty Shops 
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--- --- ____ --:---_t___ _ ~-~--
~ . ------+--------~----

State:-: ent Choicr:>s Eumb er Percent 

I f i nd mor e de signer 
clothe..:. t~1 .n i n d eu t . 
stor e or S) ecial ty 
s h ops . 

I ~ind t1 e s· ... : .. e br a1 d 
:12.1.1cs I see in dent . 
stores or s peci a l ty 
S}.!.O } S . 

l fin so ·:1 e 1)r cr~d ne.r.~ es 

T r . c o r: 11 i z e f o ;1 d e :9 t • 
s t o :r. c ~ n d ._.. p e c i c. ~ 1 ~ - "'./ 
SJ 0 .) 0 e-ll' oo: :-: e I don f t 
:re co g_'! ize. 

rand 
: (.. .... e s l r e co ,.., ?1 i z e f ro ;1. 

de:; • sto ~ -.J or 
snecl al·~ ~ 0 L o· 

0 

1 5 

37 

3 

55 

Q 1.ali ty Co ... _n2.ri ~ on 

o.o 

27 . 3 

67. 3 

5.4-

100 . 0 

Ini'or1 1 ..... tion .'18. r;at~_er ed co n cerning th e qua i -:v of 

., n c --.. ~ ;~ o ... i t ~, o.. t 1 ~ c ..., ~). lD l e ( C) ?. .. 7 n c r c en t ) i n d i c r- L e cJ 

. () 0 ~~ 
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speci a l ty s h op s . Only 3. 6 perc ent i ndi cated the quali ty o f 

t h e clo t h i n g i n o f f -price a pparel stor e s wa s "poorer t han 11 

o f '' b etter t han 11 t h e qua lity o f clo thi n g i n d e pa rtment s.Jcor e s 

o~ s ~ eci a l ty s h op s . 

Ra t i n g o f ~ erchandise Selec t ion 

nh c pqrtici p a nt s were a s ke d t o i n dica t e wh ether t~ey 

~~r eed ~itj ea ch o f t e n s tat e~ ents con cerni n g t h e sele c t i on 

o i' ~.er e , c.~-:dise a \ 2 il2.b le i n o f f - p r ice 8.l)",l c:.re l s t or es . ~:h e 

follo1in~ ratin g s wer e u sed t o i n dicat e t h e dez ree o f ac e e -

1 . s t :ron gl· r disazre e 

2 . d i s ~~rr e e " O .. ~ .. ,h e- t 

3 . e.g r _e so~e~bat 

s t:ro::-: ~; 1 : 2~gr e e 

~1 e p erccntac e d is t r i u t i on appe~r s i n t a b l e 15 . ~e s s 

t!:sn or c - !1a l .c- of t h e s a i:in l e s t ront: l Y a c reed vii th t h e s ta~ e­

"' ·cnt "off - nri c ~ u.p_1arel s t ore s ca rry a b r oa d r ang e o f s i z es ; u 

?:J . 5 p e r c nt =~;. eed so . e ,,..,_~a.t , a n d 9 . 1 perc ent s t ron s l J Jj_s ... 

~ ~;- ed . il ~ :0TO "'~ i L l 8.lJe ly 30 1)e r c cn t a c;ree d s ome;. hat ·Ji th t h e 

-- ~ ;-;. tc: · .. c r. , "o i' I - _ r ic e -.):Ja rcl s ·t,or e s s t o .1 e. l l n2.rt . t Lat 

.n d b el t ; ' 2? . 3 

-. ·::.: rc c r.:.-t of r1 c nart. j ci ~x1 .. t s s tr n[: l L.c reed wi t h t h e to:t e -

;:i:xt .. ' n ere c. t 
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stock a g ood selection of · slac1-< s ; 11 32.7 percent a greed 

somewhat with the statement ; while none s trongly disagreed 

with the statement . Approxi mately one- half (49.1 percent ) 

of t h e s amp le strongly a greed with th e s tatement 11 off - price 

a parel stores st o ck a g ood sel ecti on of sKirts; " 36 .4 per­

cent agreed somewhat ; ~hile on l y 3. 6 perc ent strongly 

disagre ed wi th the statement . Sl i ghtly over one-th ird of 

the partici pants s trongly agre ed wi th the statement "off-

~ r i c c a. ~ arc l store s s t o c l< a g ood s e l e c t i on ·of j a c l< e t s ; " 

30 . 9 percent ae;reed so . e ;hat , and 7 . 3 percent s trongly disa­

g ed .i t~ the s tate1~ent . Seventy- ei gh t percent s trongly 

ar;reed ;i th h--- s te. t .en t "o ff - price a)parel stores stoc t< 

e. €; oo d selection of t o_ s ;" 16 . 4 percen t agreed so me v1}1at ; 

·tile n o e strongly disac rced with the state ~ ent . ~orty 

ercent stronp; l y a greed .1i th the s ate ent "off - Drice 

a narel s tor s stoc a Good selec t ion of dresses ; 11 30.9 

ercent agr ed so.~ewhat ; and 12 . 7 percent s t rongly disaGreed 

.·.it_ tl c state . ent . -~ lr.:ost 42 :percent of th e s am ple strong­

Jy i ag e d vith the tat ment "off - ice a parel s t ores 

tOCV a [OOd eel ti on Of ac cen, Oriec ; 11 25 . 5 ercen dis -

r.:--eea sone ·that ; ·I i le 10 . 9 p l c cnt s tronp; l r ac;reed wi th the 

tat .. e~~t . li r; 1tl, over 0 ncr cnt of the p?~rt ici--- .nt s 

;-<·reeo I.'Or:-:c.-that .. it}· the otate .. lent I o.ff - rice ap1.12.re1 s Lore 

r ~ocr. , rood el .ctiol of coordinatin r~ 0 ~tfj t ; ,, and 32 . 7 

1l1.1o.Jt t·o -
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t hirds (65 . 5 perc ent ) of t h e r e s pondent s strongl y a gr e ed 

with th e s ta tement "o f f - pr ic e appare l s tore s s t ock clo tl1e s 

t hat mat ch t h e s eason ;" 21. 8 p erc ent agreed s omewhat a n d 

onl y 5 . 5 per c ent _strongl y di s agr e ed wi th the s tat ement . 

~ABLE 15 . -- Per centage Dis t ri bu t i on of Par t i ci pant s by 
Ha t i ng of Y.·l erchandise Sel ec t i on* 

----
Sel e c t j_o.l St __ t e!ient s Ra t i ng 1:umb er Rat i ng Per c en t 

_.__ 

1 c: 3 "4 l 2 3 

:0roa d ~~~" ng e of Si ze s 5 10 14 26 9 . 1 18 . 2 25. 5 

F2 c 2~1 l ~arts t o an 10 1 1 17 1 5 18 . 2 20 . C 30 . 9 
outf i t 

Goo d .)el ec t io 1 Of : 

S l a c1 ~ s 0 4 18 33 o.o 7 . 3 32 . 7 

Sk i rt 2 6 20 27 3 . 6 10 . S 36. ~ 

J a c l~ et s 4 14 17 20 7 . 3 ?.5 . 5 30 . S 

4 

~~ 7 . 3 

27. 3 

60 . 0 

4 9 .. 1 

36 ., 4 

0 3 9 1l3 o.o 5. 5 1 6 .. 4 . 78 . 2 .1. 0p s 

~ r e s ~e s 7 9 

~ c c n ~; c: or i e s 23 111. 

_, oordi n8.te 0 J_tf i t s 8 

' vOCK cl otL.c . ~hat ::s 
,:--,2. t c:-l ~cason 

~·-·y 1 . stro~ 1r. 1:1 cli '"' C''~rce 
~ . dis.:J~_rc:e: so ... c\f::ut 
3 • Cl.. G r c e s o :- e ~ ·t 1' '~- · ~ 
A . s tro el; q~rec 

5 

~ 

17 2 2 1~ . 7 16 . 4 30 .. ~ 40 .. 0 

12 6 4 1 .. 8 25 . 5 21 .. (_· 10 .. 9 

2~- 18 14 .. 5 9 .. 1 43 . C 32 .. 7 

1? 36 5 .. 5 7 .. 3 ~ 1 .. c ~'""5 .. 5 

-



Part ici pants Shopp i ng in Stores 
~fu ere Lab el s are Removed 

I nforDation was gathered con cerni ng th e numb er of 

part icipants who had shopped in an off-price apparel s tor e 

·;here the l a be ls ·;ere removed fro n the garment s.. Those 
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part icipants 1h o hnd s h oppe d in su ch s t ores were a lso asked 

to i ndi cate wh eth er they could re cognize the bran d names 

of clot~ing 1ith no l abel s . The larg es t number ( 8 5 .. 5 per­

cent) of t 1e participants had s hopped s t or es vthere the 

l abe ls .ere renoved fro m the garment s . Of this nu 1ber, 

o rcr one- half (52 . 7 percent ) s a id t h ey cou ld reco ~niz e th e 

bra1 d .. ar::e . of t· e c;ar "'nent s with the l abels rekoved .. 

?e2. so1 s for being ab le t o recor;niz e the brand nawe s i n di -

cat d by the s .... · .. ple v1ere '' r eco gni z e th e clothing f ro other 

s vOles , ' nc "can recognize the brand narr1e b ecau se of t}le 

stJle a nd ou litr of the clothes .. " 

Ticketinf ,olicies 

Inforr.~?..t io v a obtained conccrn i nf, the }J ercen .age of 

of:- -;) ·ice 2.nparel t or s h e pr .rticipant 1ad hopped j _n 

t. 1 a . · 1 o ., c d the v ;:-;[! e Pte c1 ret a i 1 :r i c e , n d the d i '-'co u n ted 

n_ icr on t , c s'"' me price: ti ck .t .. T~e ss than 90 erce_1t of t l'e 

s:-:::-:·:-1J .: 1 .. ~ic2.tcd o e_ one - hc:J lf of t1l e store Lh 'Y had 

icc: tick t .. 

l avin,s. j_n .. n o.r - . rice 1}}1a .. el ~~tore 
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a true s a ving fr om full retai l pri ce i n an off - uri ce apparel 

store . Fifty- f ou r of the 55 responden t s i ndicated t h ey 

cou ld r ecogni ze a true s a ving i n such a store . Th e 

pa rti ci pant \Jl1 o i ndi c a ted otherv1i se did not g ive a valid 

response to the questi on . 

Rat i ng of Store Poli ci es an d Gu_ stomer Servic e s 

~he partici pa 1ts ;ere a sl ed t o r2~t e each of t h re e 

s-t ore 1 olicies and e i ght c u. stor.1e r serv_ices t11ey mi ght fi:n d 

i!_ an off- pice a _ p2rel store . On e wa s the lowe s t r at i n g a 

:) o J_ i c v o _ s e r v i c e co v_ l d r e c e i v e 9 three a n eu t r r1l rati ng , 

2~d f ive the hi Gh eot rating . l he participants cou ld u se 

R!Y nu .ber bec1een one and five a s well . 

Table 1 sho\ s the percen -age dis t ri but ion o f th e 

rn.tincs . Fift' ercent of the sa p l e r at ed the s t ore poJ i-

C'' t'_e h ie ec·t r at inr; ( 5 ). The mo. j or i t ( 74 . 1 ~ercent ) of 

: r-~c: s 2_;, p l e rc:.-Led the s tore poli c} "acce9ted perso!la l checl<s " 

v [ e }1 i £-;,. c s t rating ( 5 ) ; w h i 1 e n one r at e d the pol i c y the 

- - • • (:> +. l"' ~ • :; ( .; ) 1 0 .. ~ S ll _ ·J v l -b I • Al . o0 t three- fou t~s (72 . 2 percent ) of 

-:.. }- . ;.:; ;~ ~~ l e :::::-at e d the s t or e no 1 i c :, '' a c c e 1 t _ a j or c red i t arc s " 

~ oli .:/ t;-_ lo'.· est ratinc (1) . 

/];~o t tvo - ,t irds ( 65 .. 5 .. e ·cent ) of the ,... 2 .~ ple rc.tod 

f") 1 r 
C I • . c _._ l i c e r:.. n e ' J ... 2.1 

-:~::.. .... · n r_ ( 3 ) ; ·. ]1 · 1 c o . l ,r 1 .. l ,.., r r c P n t r 8. e.: cl t 1 s e r v i e t he 
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l ov.1est r ating ( 1 ). Al mo st two- thirds ( 65 . 5 per-cen t) of the 

s aEJp le rated t h e cu s t omer servic e " c ommuni ty f i tt i n g r ooms 11 

the l owest rating ( 1 ). Th e l arg est number ( 69 .1 per c ent ) 

of t h e participa nts r ated the customer service "having 

Dirrorsn the h i ghe s t r at ing ( 5 ); wh ile only 3 . 6 percent 

r ated the service th e lo\·Jes t r at i ng ( 1 ). I'"; or ~ chan one- half 

of th epartici pant s rated the custome r s ervices "gift vrral)P­

i :n~ " and 11 delivery service" th e neutrc. l rating (3 ) i n di ­

caLing t hey aid n o t feel the se were i muortant cu s t omer 

"' e_ vi ces . h e larGest number (4 6 . 3 percen t) of the pa r.Lj_-

ci nc;_nt s r ated t1e cu s t a r e r s orvice "personal s a lesheln " the 

r etJtral r at i _g ( 3) ; v1h ile 31 . 5 uercent r a ted the s ervice 

' cc:shi er on l ' the neut r a l rating ( 3 ). :-~o re than 20 per­

c nt r ated the custo _ er s ervice "per coo nal s a lesh elp 1
' the 

hi g h es t r at ing ( 5 ) ; \·L 1 i l e 1 6 • 7 p erc en t rat e d the s er v i c e 

11 c-3. h i e......, onl " the h i t:) e s t rating ( 5 ) . Indica ti ons ar e t h e 

custo;; er s er\ ice "uersona l sal es 1e l p " w2. s sli r;ht l- f avored 

t e rcsponde~ts o·er th e service "cashier on l y ." 

SJ i6htly l ess than on - hal f (46 . 3 percent ) of th partici­

D2.~ L.· S rated the c u s t o.: er servi ce "havi nG cacl-;:s or ua er b e. es 

:or -J. r c: Cl s e s " t :'1 e hi r;h c s t rating ( 5 ) • 
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TABLE 16 # -- Percentag e Distri but ion of Pa rticipant s by 
Rat i ng Store Polic ies and Cu s t omer Services* 

------ ~ 

Stat e nent R2.tj . n~ ITnmb er RatinR Percent 
Choices I l 2 I 

3 ~ r::. 1 ---;-r 3-4-~ 
./ 

C2. sn Only 27 16 1 7 3 50 . 0 13 . 0 29 . 6 1. 9 1 5. 6 

~- ccept l)crsonal 0 1 9 4 40 0 "0 1 • 9 16 . 7 7 .. 4- 74 . 1 
/Lee \ S 

!~ ccept !·:aj a r 0 0 10 5 40 o.o o.o 18 . 2 9 . j 72 .. 7 
~r ed i t Card s 

lJld i l i dua l 1 2 1 2 4 36 1. 8 .3 .. 6 21 . 8 7 . 3 65 . 5 
? i 't i l1!?; -q ooms 

Co :~-... :c.~.i t ~l 36 a 9 0 1 h5. 5 16.4 16 . 4 o .. o 1. 8 
./ 

I i tting r ooms 

~· ~ irr ors 2 2 10 3 38 3. 6 3 . 6 10 . 2 5. 5 69 .. 1 

Gif u ;: .. ·rapping 12 6 29 0 7 22 . 2 11 .. 1 53 . 7 o. o 13 . 0 

~)e li verY Service 14 3 32 0 5 25 . 9 5 . 6 59 . 3 o. o 9 . 3 

~·c rsor:c::. l Sale~ 10 3 25 4 1 2 18 . 5 5 . 6 1~6 " 3 7. /~ 22 . 2 
}} e l \) 

C~2 c- ~ 1 i er Onl y 1 3 7 17 8 9 2~- . 1 13 .. 0 31 . :. 14 . 2 1 c .. 7 

Sc:. c -: s or ~)a per 5 0 17 7 25 9. 3 o.o 31 • :; 13 .. 0 46 .. 3 

; .. ar;s 

-;·. C'.11 :!:" c c ~: o n d e t r 8. ..~.- e d each s ~at e _ n t • 

.. '·' ·: -iJ O': 

3 . : c~1.t r2.l 
~ . 1 ~ i [Jl 



Ranking of Reason s for Shopping in 
Off- Pr ice Apparel Stores 

Th e partici pant s were asked t o r ank t h e followins 
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f i ve reasons f or shoppi n .~ i n off-price apparel s t ores in the 

order of i .;!port _n ee: 1irice, selecti on of mer chandi oe 

a v a ila ble , c onvenien ce o-f the st ores ' locat ion s t o h ome , 

servic rs of r ered , and s a lesh elp available. ~he p ercenta~ e 

distri bu t ion of t h e )Uit ic i pant s ap~ ears i n table 17. 

11 :t·ri c c '' .'ID- S r2.n1r ed as t h e 1:1 0 st i ;11p ortant reason f or 

,... 11 0:?PiLg i n an off - pri c e a parel s t ore by 89 . 1 percent of 

t.:_c s a .1ple . ~D. e "s e ec t ion avc:::.i l abl e 11 \·las ra 1ked second ; 

11 co ~ er: i e __ c e of t h e s t ores ' lo cati ons t o h ome " ,,as r anke d 

tf: i r ' ; 11 se - ices off ered 11 ,,as r an .<.:ed ourth ; and "sa lesh elp 

2~ a i l abl e " · 2, s r anked · if~n b ' the lar[_; es t nu mb er of t he 
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TABLE 17. -- Percentage Distri but ion of Parti ci pant s by 
Rank i ng of Reason s for Shopping i n Off- Price 

Appare l .Stores 

--
~-~ 

__ _.._~~--· -- -------
P. ee.s ons R 8.:r.1 ~ i ~r:t n· J,-1.1.~1 -l~· er R2.nk i ng Percent 

11--"2--' ·~ ·-3·[ ·4 -r· -~ --r- 2 3 
• · -------.-- ._ .. 

{ ! ) 1 

I - .. 

~--rice 49 6 0 0 0 89 .. I 10 .. 9 o .. o o .. o o .. o 
.Sele ction ~ · 32 13 6 0 7 .. 3 58 .. 2 23 .. 7 10 .. 9 o .. o 
:::= o11 \' e~i er: c c 1 13 28 n 5 1 .. 8 23 .. 6 50 .. 9 14 .. 6 9 .. 1 0 

t o Ho:::e 

S e:r,ri c e s 0 1 8 28 18 o.o 1 .. 8 14 .. 5 50 .. 9 32 . 7 
nffer~ d 

:-:?..1 cs~ el·J 1 3 6 13 r/. ? 
) L. 1 .. 8 ::> .. 5 10 .. 9 23 .. 6 58 .. 2 

I 
~~·o .:·~L 55 55 55 55 55 1 () ~ 0 100 .. 0 1 00~ 1 oo . 0 100 .. 0 

:;:·.y I . rro st i x; or tv. t reason 
2 . econ.d ~ os.J- i:;1no . tant e2.so n 
3. t~ird Dos t i n Lortant reaso n 
!r . fotn t~1 mo s - ~ i .:--:~ o rtc;..:n t rca so n 
~ . fi ~th most i n . orta 1t r a son 

sto~ s ·:a.c dcter:"'i~ cd 1.1 si nrr, th e :, ec.n and mode. scores of 

C r C res . 0:1SC ~ ? CSUl ts of th e CO D S~.;.n r profile c-.I'e : 

;-: ;:-::r:c i ed ; 

·.---..rJ on avcr":l..cc of 1. 5 cLildren ; 
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purcha sed 49 . 3 percent of personal clothin g i n off­
price a ppare l store s, 32 . 5 percen t in de partment 
stores , 10 . 4 percent in s pecialty s h op s , 3. 0 ner­
c ent in dis count hov_se s, and 4 . 8 percent fro m other 
sources ; 

shopped i n_ off-pr i ce shoe stores , d esi gner clo thi ng 
store s , and stores with a comb i nati on of d esi gner 
clo thing , spor t swear , dr esses , and s h oes mos t 
fr equently ; 

s hopped in off - pric e apparel s t ores an averag e of 
on ce a month ; 

had sh opped most of t en in Mar gie ' s and was aw2r e of 
J . _, r an 1an ; 

most ofte n pur chase , other than persona l , wa s for 
ui rts ; 

s pent a n average of $20 to ~ 50 per visi t in an off ­
price ap arel st ore ; 

drove an a verage of 10 t o 15 mil es t o reach an off­
pri c e apparel store ; 

felt t at di tance f om h ome 1a s an i mportant fa c tor 
i n deciding t o s ... op i n sue} ct or e s ; 

purchased sportsvear most fre quent l y and dresse next 
ost freq·u ently ; 

nurcha ed slacks most f r equently and blouse ,.. n ext .. "l out 
fre.uentl ; 

·1ore tne purch?..se. fro n off - n ice annare l store,.. .t 
·1o l os t free uen l ; 

ated ·L·12.t o f - nr i ce store s oc:k sorne reco r~nj _ zo_b1e 
a es fro. ~ena tm, t SGOrec aDd uneci~ity 

a ·1 so~e rand n~, cr tha were not reco rrniz-

ind i a ted t , e olJa i ty of c l othinh in off - 1! i c c....lln3re l 
s o:!:'c: s ·.r.;.:s G." r~ ood o.r- the ua i ty of cJ othing j :n 
denart cnt stores and pe cial t . h ans ; 

indicated off- nric ann~ 1 stores 
t G C K e rl a t r (, rl . Cl n r~ C () c· i ' . C S , 

(""'to c 1-- 8 d , . o s t o t .n c t i r;·l e , ... ll 11 :=t r t s t h ~. t bel on r; 
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with an outfit; 
stocked a good s election of sla cks, skirts , jackets, 
tops, dres ses, and coordinating outfit s, 
did not s t ock a good selection of ac cessories, 
stock ed clo thes that mat ch t he sea son ; 

had sho pped i n an off -price a pparel s t ore where the 
labels were removed fr om the garm ent s, and i ndicated 
they could rec ognize the brand name be cause they had 
seen t 1e garment V.fi th th e label in another s t ore ; 

an ave age of 75 perc nt of the off - nri ce apparel 
sto~es they had shopped in showed the s uggested re­
tail pric e dnd the discounted pric e on t he same 
price t icket ; · 

ind icated they could recogni ze a true saving in s u ch 
stores ; 

r a ·.e d t h e store ol icies a nd cu stomer s ervic es '' accent 
na jor credit cards ," "accept personal che cks," "indi-

i du2. l fi t t i nr; roo ms , " '' ha.vi ng n irrors , " and "ha v i ne­
sack s or ... an er ba[; s f or !1Urchases " the h i ghe s t 
r a i ng ; r a te d 11 C 2. 0 J~ onl r ll a.nd "co mmunity f it ting 
roo .s" t he l o ves t rating ; r at ed "gift wra~ ing ," 
1 delive ~r service , 11 "p er sonal saleshel~ ," and 
"ca s ier only " t h e neu tral r a ting ; 

and ranked "price' as the ost i por t a nt reason for 
sh o p~ i ng i n a n of f-pric e a nparcl store, " se l ec t ion 
u. a ila le" s e cond , "convenience of s ores ' loca­
tions t o Oi-:l e'' t · ird , " s ervices of f er ed" fourt h , 
a nd "saleshe l n a vai l ab l e " a s t h e fifth mos t 
ir, portant r ca on . 

us, A~ e, and ~hildrcn 
11ing <a b i { s 

~earson co r r e l a io ana l rsis , S_ear man correlation 

,.!. 121 , - Gi~ , ond Kruskal - :.al lis one - ?..y r.n .ly . . s of vari ance 

'.·:ere n_rfor .. ;e d o d ter .. ine th e r e l ati on hi of socia l s tatu s t 

~~c , and· ct 11~ c 1ildrcn vit 1 s ele cted s h6np · ne ha i t s . 

: . c c 1 .l a. p pear u n d c r t .1 e d e i t; n n t e d h ·-- d i n r~ s ., 



Re l at ionshi p of Soci a l Status , Age , and Children 
wi th Dol l ars Spent Annually 

on Persona l ~ardrobe 

The Pearson correlation analysis of the relat ionship 

of social status ~ age of respondents , and having children 
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appear s in table 18 . Resu lts reveal~d an inverse relati on-

s h i p existed between social status and the dollars s pent 

annuall, on a persona l wardrobe . Part icipants with low 

scores for socia l s ta tus, indicat i ng a high social s tatus 

standing , wo u ld have a h i gh score for dollars s ~ent annually 

on p~ . rsonal ·ardro be , indicating a larg e amount of dollars 

0 })ent annua1lv . A di rect rela t ionshi _,_ \'/ a s revea led b e tween 

11a ·ine cn i ldren and dollars sent a nually on a persona l 

·. ·:" -:-:. ::=-·d _ o e i nd ica tin;; those participants with children wou ld 

s~1 end r; ore annually on a personal v1ardrob e than those 1i th-

o A. t chi l dren . ~~ o significance was revea led b etween t he age 

of th e re ondent and the dollar s s ent annu lly on a per-

Eelat ionshi .::; of Social Stat~s , ~ e, and (;h j_ldren 
\•'i th .. ) rcent r:-!.c:e of r•lo th ·.ng Obtai ed 

f J."' .. T' i v e ,_)o ~J rce(""'l 

cor el a tj_on ana l ' is :J C:l S )8 f ormed t o d e:t er-

: : . ~n, t'1e ... elation s h i n o social sta.t us , a~ c of rc '"' ) Ondents , 

. n8rccn ag 0 of cJo th ing 
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purcha sed in off-price apparel stores. Indications are 

young participants -would purchase a hi gh percentag e of t heir 

clothing i n off-price a pparel stores. An i nverse relation-

s h i D v1a s a l so revea led betv;een soci a l statlJ_s and th e 

ercentag e o f clo t h ing purchased in s pec i alty shops. Indi -

c a ti ons ar e as soci a l s tatus r o se the proba bili ty of pur-

c has i ng a h i gh perc entage of clo th i ng i n s pecialty s h ops 

a l s o rose . 

_tfl3I,:;: 18 . -- Pea rson Correlati on J~na l sis of the Relat i on ­
s h i p of Soci a l Status, Ag e , and Children wi th 

Dollars Spent _nnua l ly on }')ersona l ';.'ard r ob e 

lar i ables 
p a son Si gnifican c e Carre l ion 

<;o cial + l..J. S - 0 . 4106* • 004 VG. 

"'·~; c 0 . 108 5 . 21 8 

c~_ i ldrcn o. 2370-Y-- . 042 

~. ig i f icant at t e 0 . 05 level of nro abili ty . 
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TAB LE 19 . -- Spea r man Correlat ion Analysis of the Relat ion ­
s h i p of Soci a l St a tus, Ag e, and Children with 
Percen tag e of Clo thi ng Obtaine d from Fi ve 

Sources 

Variabl es 

So cial Statu s 

.:-:.g e 

C:h ildren 

oci a l Stctus 

~t._ g e 

Chi ldr n 

Soci .1 . tatus 

.:' ... g e 

r;h i J ':b_ en 

S~earman--r- Si [~nificanc e 
Correlation I -

Off- Price Apparel Stores 

0. 2345 

- 0 . 252 0 -*· 

- 0.1123 

Dennrtoent Store s 

0 . 0039 

0 . 1858 

0 . 1625 

S. e c ialty Shops 

- 0 . 2635->E-

0 . 1173 

0 . 042;:? 

.067 

. 032 

. 207 

. 490 

. 087 

• 11 8 

. 04 6 

• 197 

. 380 

·---



TABLE 19. -- Continue d 

va~i ables 

Social Status 

Chil dr n 

Social Status 

___,hildren 

Suearman 
Correlat ion 

Discount House s 

-0 .. 23 6 1 

-0. 0311 

-0. 066 5 

Other So:..1.r ces 

- 0 . 1 114 

- 0 . 198 2 

-0 . 14 17 

Si gnificance 

.. 066 

.. 4 11 

. 315 

.2 41 

. 073 

• 1 51 

*Significant at .he 0 . 05 level of pro~ability . 

Relationshiu of ooci 1 ~tatu , Age 1 and Ch ildren 
;i th T pes of Of -~rice Stores Shopped I n 
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S e~r.an co. relation analys i~ was _ erformeJ t o deter-

·: ine t _e relatior.. h i of social s tatus wi th t 1e tyne s oi off -

p~ice r tail s tores sho , ed i n . P e ults revealed no si gni-

f . ce nt relationshi p betv1ee .~ .~oci .l c>tatD s of th e partici -

an ~ ~nd tynes of off - pri ce retail t ares shonned in . 

Pe-:....r r·on correlation an 1- si was perfor ,, ed to dc t r -

T~ inC C :1 ~ r 1 at i 0 n G ~ i 0 f t h a {3 e 0 f t h r _. ro } - 0 J1 d C J1 t 8. .1 
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shoppe d i n . Result s of the correlati on analysis appea r i n 

table 20 . A direct re l at ionship wa s revea led between a g e a nd 

havi ng s h opp ed i n an off-pri c e desi gner clo th i ng store, i nd i -

· cating ~sage ros e t he pr obabili ty of having shopped i n an 

off- pric e designer clo thing store also r ose . An inverse 

r elat ionshi p 1a s revea l ed between age and having sh op ped i n 

an off - price children ' s cloth i ng store, an of f - price depart ­

__ a nt s t ore which stoch:s r::en ' s , wo men ' s , ch ildren ' s oloth i n[; 

and s hoes , a1d an of_- pri ce depar tm ent s t ore · ;h ich s tock s 

n en ' s , JO .~cj 's, children ' s clo thi ng , sho es and h ou s ehold 

itemo . Indicat i ons are a s age of the partic i pants dec ea s ed 

tl e proba ilit· of having s honned i n this type of s t ore 

incr e..sed . 

Onl y t1o si s ifi cant relat ion s i ps existed bet~een 

aving c ildren an d the types of off - price retai l s t ores 

~ 000c d in . .ls r:1 i ght be ex1;ected 1 a direct r ele.ti on s hip Wr . .._" 

revealed ct1een ha i ng chi ldren a~d havinG sho~ped i n an 

off- -:y icc children ' s c ot- inc; store . H s n l ts revealed an 

in rcy-s ~ relat ions1:i p b et'·Jeen havinc; childr n and hav i ng 

sLo~pe i n u. of f - ur icc de 1 a r tm en t store t hat t ocl s r"1en ' s , 

'· o~--:c:r ' s , .r.i ldrer:. ' s clo thinr , s. oe , and h o u ,... ehold i 7- ems . 

I ndic~tion a e a t1 . o'ability of t h e part ici pants 

1 • :-· vi::! ' c :-1 i 1 d r en d c c r as e d , t e n r o- a b i 1 j_ t y of s r1 o p ~) i n E i . n a_n 

0 f .r - . - . i c e f3 Jv 0 r e 0 -~ t: J i c t '/ n i n cr c c~ s d • 



TABLE 20. -- Pearson Correlation Ana lysis of the Relation ­
s h i p of Ag e with Type s of Off-Price Retail 

Stores Shopped In 

58 

---t------~----

Type of Off- Pr ic e 
S-r. ore 

Des igner cl othing s t ore 

Dres s s h op 

Sj1 o e store 

De)t . store wi th so~e 
co nb i no.ti on of ab o e 

Ch il dr n ' s clo~ . in0 s t ore 

i-:en ' s clothin:; store 

"Jcn • tore t.~at t oc1 s 
-.. en ' s , ·. o 1: en ' s , and 
c ildren ' s clo thing 
and / or hoes 

:LJept . s ore tha:t sto c 1r s 
- e~1 ' s , to . ~ ' s , c:f! il ­
drcn ' s clo tninp , sho .s 
and h ou ~ eh o ld i tens 

rvr. i u Jre stor e 

/. n-:-) l i2.~ c c store 

~ rose::!:' r store 

Pearson 
Correl a tion 

0 . 3288-t:· 

o.osoo 

0.099 6 

0 . 1639 

-0.147 2 

-0. 2400-;+ 

0.0293 

- 0 . 2458* 

-0. 4058* 

- 0 . 1399 

- 0 . 18 26 

- 0 . 1992 

-x-0 i F: l1 i f i car: t at t n e 0 • 0 5 l c v · l o f ~ r o o a h j_ J i 

Si gni f icanc e 

. 007 

. 28 1 

. 235 

• 11 6 

• 142 

.039 

.4 16 

. 03 5 

.001 

. 154 

. 09 1 

. 072 



Rel a tionship of Social Status , Age, and Children 
with Frequency of Shopping In 

Off-Price Apparel Stores 
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Spearman correlati on analysis was performed to deter­

. mi ne the relation~hip of social statu s 1 a g e of the respon-

dent s , and havi ng children with the fre quency in which t he 

parti ci pants s hopped in off-pri ce apparel stores . Resu l ts 

revealed no signi f icant relat ionshi ps betwe en t h ese va ri ables . 

~lelat ionshi :p of Soci 2.l Status, _f!, e , and r;' i ldren 
v.'i th . )opu lar t] ff - Price Apparel Stor es 

Shopped In and Aware Of 

The Sp ear man correlation anal ysis of soci a l s tatl.J_s and 

eigh t poptlar off - pric e ap. arel s t ore s i n th e Dallas J: etro-

pol i t an area t~~ par t icipant s had shopped i n or were aware 

of pears in table 21 . Pesu lts reveal ed an inverse rela-

tionsh i D et · een havi nr, sh o_ ~Je d in J) oehwan ' s and "o ther " 

off-~ ice a pparel s t or s and social statu s i ndicat i ng a s 

soci c. l statu s rose the pro"'abi lity of having sh o:pped in 

t .1ese stor es increased . in erse relation sh i a l so exis ted 

b et ·1een cing av1a re of other po _ u l a off - pri c e apparel 

stores a nd socia l stat .s . 

Pear on correlation a a lysi 1as performed t o deter-

. ~· i . c t ~ e _ c 1 a i or o 1 i of t h e a g e of t h e r c Don d en t s a nd 

• l i nL c ·1i 1d en ·i t~ h G.ving h op11ed in or be in av;are of 

cie: ... lJ :!1 0 · 1J lar off - price a p arel sto e in th e l al as .· ~ et _o­

:- oli tan a r a . !1 direc t ela tionsh i n exis t ed b e t ·1cen a g ~ of 

t ~1 c; rc s pon 'cnt. and h~ vi c; s hoppe d in or b ein r; aware of 
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Loehman 's and Designer 's Den . Indications are a s the a g e of 

th e r espond ents i n creased f the probabil ity of having s hopped 

in or being a 1are of these stores increased a s well . As may 

be n oted , a di r eQ t re l a tionshi p wa s revealed betw e en having 

chil dren and having s h oppe d in Designer 's Shocase or "o t h er " 

p opu l a r off - pr i ce appar el s t or e s . These resu l t s revea le d a n 

i nver s e r e lationshi p between ha vi ng children and being 

awa re of /ar s ha l l ' s . 

TA _3 I )r_J 21 . -- Spearma n Corre l at ion Analys i s r of the Relat ion­
S 1i p of Socia l St atus wi th Popular Of f- Pric e 

Appa rel Sto . es h opped In and Aware Of 

Sp earm~.n 

tares or el a. tion 
ShonDed Aware A '.•.ro.re 

I Of Of 

Lo ch. an ' - 0 . 33 13* - 0 . 1455 . 0 16 • 179 

: -~arg i e 1 
c 0 . 0745 - 0 . 0776 . 32 0 .. 31 3 

..L.. Den ise - 0 .. 2376 - 0 . 1594 . 065 .1 57 lv • 

1•a ion Sens e 0 .. 0449 - 0 . 0984 .. 389 . 268 

Des i ner ' D n - 0 .. 0438 - 0 . 03 5 • 391 . 414 

})e sign e ' 1 s ;;hoc a s e 0 .. 0241 0 .. 0790 . 40 . 310 

>:A. r ~ al J ' . ~ - 0 . 1 87~ - 0 .. 2445 .. 117 . 059 

- Bra !1 2.. l l - 0 . 011 8 0 .. 2037 . ti-70 . 098 . 
c .Jt- .h, s - 0 .. ? 646* - 0 .. 3209-x- • 0~ ~ . 019 
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TABLE 22. -- Pearson Correlation Analysis of the Relat ion­
ship of Ag e a n d Children with Popular Off-Price 

Apparel St ores Shopped In and Aware Of 

St or es · 

Loehma n ' s 

::ar gie ' s 

St . Denise 

p . 
8.S.ll 0D Se::1 se 

De si gn er ' s Den 

Desi gn er ' s Shoca se 

- · ~arshe..ll ' s 

. 1~ rannar:1 

Ot !1er 

]_ o.: 11. ~n ' s 

~ · .qrr;ie ' 

;)t . Den i .... c 

?2 Sfl i 0: .;-,:r:. ne 

-: ,e j;=;:r:cr ' s D-.-n 

- si ~r:cr ' S.~ O C8 se ..1 

Pea rson 
C orre l a~ t ion 

Si gnifi can ce 

Aware 
Of 

Sh oppedl Aware Sho ppe o I 
In I Of I n 

-----+--------~------~-

Age 

0 . 2121 * 0 . 3041 ·X- . 060 .012 

-0 . 2758 -0.1 660 • 021 • 11 3 

0 . 0120 -0. 009 2 . 46 5 . 473 

0 . 1427 - 0 . 06 61]. • 14 9 . 3 15 

0 . 275 8-Y.- 0 . 3965* . 021 . 001 

0 . 2324 0 . 0624 . O!J- 4 . 32 6 

0 . 0537 0 . 09 17 . 348 . 253 

0 . 0089 0 . 14 18 . 474 • 1 51 

0 . 2 132 0 . 193 0 . 0 :J9 . 0 79 

Ch i ldren 

- 0 . 135 7 - 0 ~ 0J5 tl- 1!:: ') 
e L . 344 

- 0 . 1300 - 0 . 1029 • 172 . 227 

- 0 . 2020 -0. 1000 . 070 . 234 

0 . 06 7 - 0 . 0 72 . 3 9 . 288 

0 . 101 5 0 . 057 1 . 2?4 . 339 

0 . 54 0 1-X. 0 . 14 9 . ooo • 146 



TABLE 22 . -- Cont i nued 

-
Pearson Si gnifican ce Stores Correlation 

Shoppc~d I Aware SJ1o pTl -ed I Aware 
In Of In Of 

Chi l dren 
~ 

r<arshall ' s - 0 . 1498 -0. 240 6-;\(- . 138 . 038 

J . 1Jr 2.nne.rn - 0 . 0208 0 .. 0356 • 44 0 . 398 

e thers 0 . 2634 0 . 2208 . 0 24 . 05 3 

* S i cnifi c a~ t at the 0 . 05 lev 1 of probability . 

Relatione i _ of Social Sta t u s , . g e , and Children 
;i th other th e.n Versonal Purcha ses 
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o earman correlation anal ysis wa s performe d t o det er-

. 1i ne t11 rela tion s hip of so ci a l status \'li th ot her than per-

s onal ,rchase 0 of nart ici _ant s i n off - price apparel s tores . 

~ esult s revealed no si gnificant relat ion s h ip between these 

v ar i a)l es 

J> ear ~..co n corre1 ti on anal sis was performed t o deter-

nine the relationship of the age of the respondent and 

ha i nG chi ldr n ,. i th other than personal pl_:;_ rc};ases of parti -

cipAnt i 1 off - pric e ap~ar el s t ores . 1. i nverse relat ions. 1.· p 

·:<J s re ce led >et · e '. of the r spond en ts and havin g nv.r-

c :_r-J. S d clot inc f o a hu s uand or 1oyfrienc:i i n su ch tor=>s . 

I n i c ... J. .l" i o l1 • are as t. ! c a c; of t 8 r p o ~ d en t s i crease d t h -
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b oyfrien d i n off - price -apparel s t ores decrea sed. Th ese 

results reveal ed a positi ve correlat ion coeffi ci ent si gnifi-

cant at the 0 . 05 level of probabi lity be tween having ch ildren 

. and havi ng pur chased ch ild ren 's cloth i ng i n off-price apparel 

stores . Results also reve a led an i nverse relat ionsh i p 

bet~een having purchased Gifts in off - price anparel s t ores 

and havin~ ch ildren . Indicati ons are t h e more likely the 

ar ici1 an ts were to have children the les s likely they 1ere 

to have purchased gifts i n off - price appare l stores . 

Re lat ionship of Soci a l Status , Age , and Children 
ith Averag e Distanc e ~ illing to Travel 

Spear. an correlation analysis was performed to deter -

. i ne t he rela~ionship of ocial stat1s, the a c e of the 

res pondent s , and children with the averag e distan c e the 

participants were ;illing to travel to reac h an off - price 

apparel store . _ n inverse relati onshi was revealed between 

social s tatu s and the averag e distance willi ng t o travel . 

Ind icat ion are as social s tatus rose , the distance parti -

ci pant s ·ere illin£; to travel to re '" .ch an off - price anpa rel 

store dccreas d . f o signi f icant relationships were revealed 

bet~een the age of t e resu on dent s or having childr -n and 

he a eraee distanc . •Jillinc; to travel . 



Relation s hip o f Soci a l Status, Ag e, and Children 
wi t h the Imp ortance o f Dis tanc e f rom Home 

Spearman and Pearson correl at ion anal ys e s wer e per-

formed t o determine the re l at ion s hip of s o c i a l stat us , the 
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age of t he re s p on den ts , and havi ng c h i l dren with t he i mpo r t -

an c e of t he d i stance from the parti cipants ' h ome s i n 

d eciding t o s h o p i n an off-price a pparel st ore~ No siBni-

f icant relat ionships were revea l ed between th ese vari ab les . 

Rel at ionship of Soci a l Status, Ag e , and Ch i ldren 
vti th the 'l1ype of Clothing T1.J_rchased 

in Off - Pr ice hpparel Stores 

The resu l ts of ·the Spearman correlat ion ana l y sis of 

the relationship o f soci al s tatu s , th e aGe of the respo n d-

ents , a _d aving chi l dren appear in tabl e 23 . Resu l t s 

re e&led a negat ive correlation c o efficient existed between 

l a i~g purcha ed shoes i n off - price a pare l s t ores and 

social tatus . I di cat ion s ar e the h i gh er the soci a l s tatu s 

sta ding , t e ore l i kely the participants were to have ur-

chaQed s h o es next ~o frequently . direct relat ionship 

exioted c ~een a high o c i a l s tatus s tand · na and having pur-

c a ce d outer ·1ea r nost frequent l in such s ores .. Only one 

sicnificnnt elations hip exic te d bet ve n the a e e of the 

r s o den and the t ne of clothing purchased . s m v be 

~ ;. oted , an inver e relo.tionshi 1) ·Jao re ealed b t ·1een the a g e 

of t h ere po1 rlents nd avi n 6 _ur c Jas d dre s ind i cating 

a. r -t., • e ;-..._ ~ e i r:.. C :r < S C d t j C l i lr 1 i} 0 0 d 0 f _ U r C haS i n 8 d r e [3 S r; G 
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most frequently increased . No si gnificant relati onsh i p was 

revealed b etween havi ng children and the type of clothing 

purchas ed in off-price ap parel stores . 

TA5LE 23 . -- Spearman Correlation Ana l ysis of Relati onsh i p 
of Socia l St a.tu s, Ag e , and Children wi th Type 
of Clo thi ng Pur cha sed i n Of f - Price Ap_pa re l 

Stores 

Type of CJ.othi ng 

Spor t s ·/ea r 

Dre ss es 

Stoe s 

:~ c c e s s ar i es 

Outer v ea r 

S_ or t s 1ear 

:Jrer;se s 

s: oes 

/\ccc a ries 

Gv. t er· .. , c2 r 

SpeariJ1a.n 
Correlat ion 

Soci a l St a t :s 

-0 . 08 33 

0 . 1435 

0 . 0065 

- 0 . 3545* 

0.1493 

0 . 294 8-X· 

g e 

0 . 0 688 

- 0 .. 421 1-x-

0 .. 1 65 ~ 

0 . 20 49 

- 0 .. 11 82 

0 . 1500 

Si gnifice.nce 

. 299 

• 18 2 

.484 

• 011 

. 173 

. 02 9 

. 309 

.. 001 

. i 1 4 

. 06 7 

• 19 5 

• 1 37 



TABLE 23. -- Continued 

Type o f Cloth ing Spearman 
Correl a tion Si gnifican c e 

Spor t s .-; ear 

Dresses 

. _o e s 

J..cc esuorie s 

Ou ter\· ear 

Children 

-0.1 55 2 

- 0 . 0980 

0 . 1029 

0. 0060 

0 .1 170 

0 . 0151 

*S i gnificant at th 0 . 05 level of probabili ty . 

• 129 

.238 

. 227 

. 483 

• 197 

. 4 56 

ll e l a t i o _ ship of So cia l Stat v. s , 1. G e , n d Ch i l d r en 
•/i th _[· rpe of Sportsvleei.r T>u_ rchase d 

i n Off- Price _Jar e l Stores 
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Tabl) 24 sho~s the resul t s o f th e Spear nan c orrela ti on 

~n a.l y s i s of the r e l <-1. t i o s h i p o f socia l s tat 't.J_ s , the age of 

there pond nts , and havi ng ch ildren wi th the typ e of 

s or S\'lea purchased most fr e q1.1 ent ly in off - pric e appare l 

s i existeo bet ·1cen the vari ab l ec . :_n inver ·e relat ionsh i p 

existed be v : con J1avin~ chi l n and ) U c 11a s ing l az 8 - s , 

i. dicatinc t~- e . a:ri.. ici _.ant s ·1ith n o ch ild er1 1er e more l .i k el y 
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TABLE 24 . - - Spea r man Cor relat ion Anal ysis of t he Relati on­
s h i p of Soc ial Stat u s , Ag e , and Chil dren wi th 
Type of Sportswear Purchased i n Off - Price 

Apparel Stor es 

Type of Sport swear 
Purche. sed 

~ · j_ rts 

" lacks 

Bl ouses 

:Jl azers 

To-es 

c irts 

'"'lacks 

f. lou es 

Blazers 

Spearman 
Corr elation 

Social St atus 

- 0 . 2 248 

0 . 1153 

0 . 13 68 

0 . 2130 

- 0 . 1469 

Ag e 

- 0 . 073 8 

0 . 12)7 

- 0 . 1275 

- 0 .. 01 60 

0 .. 0 694 

Si gni fi cance 

. 076 

. 234 

.. 194 

. 088 

.. 17 7 

. 296 

.. 184 

. 177 

.. 454 

. 307 



TABLE 24. -- Continued 

Ty pe of Spor t swea r 
Purchased 

Sk i rts 

Sl a c '\ S 

b lou s e s 

Bl a z ers 

Jl ops 

Spea r man 
Correlation 

Children 

0.1 223 

0 . 1668 

- 0.1 006 

- 0 .. 2570* 

- 0 . 0215 

Si gn ificance 

• 187 

• 11 2 

. 23 3 

. 029 

. 438 

*oi gn i ficant a t the 0 . 05 level of proba bility . 

Relat ion s h i p of oci a l ,_)tatu s , __ g e , a nd Children 
with i~:ost l;'requent Purpo e 

of t ea ring _ urcha ces 

Kru ska l -~allis one - wa y a a l y sis of va ri a n ce was ner-

fo n1ed t o de ermi e t e r elat ions h ip of social sta t us , the 

age of t} e re s pond ent , and havi ng children with the n1ost 

68 

rpose of veari g t h e purchases of t h e artici pants 

in off- pri ce a arel st or es . The purposes of we a ring in~ 

l ld d ~e n in · 1urcha ses DO t frequ nt l y at worY , duri ng 

lei 1 e ti. , av for al even~..~s , and 2_t other time s . No 

significan elationship ~a r e eal .d between thes var i abl e ~ . 



Relationship of Social Sta tus 1 Ag e, a nd Children 
with Br a n d Nam e Comparison 

Kruskal- 1a llis one-way analysi s of va ri anc e was per-

~arm ed t o determi ne t h e relationshi p of socia l s t a tu s, th e 

UB e of the r e spondents , and havi ng ch i ld r en wi th th e bran d 
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nam e cotparison of t h e clo thi ng i n off - price appar e l s t ore s 

1ith th e c l ot h ing i n departmen t s tores and s p eci a l ty s ho1 s~ 

On l y one sign i f icart. rela ti on sh i p exi s t ed , etween the s e 

ar i a bl e s -- th e r el a tionshi u betwe en s ocia l statu s and the 

brand name c ompar i s on by th e par t i c i pan t s . 

Re l ationshi p of Soci a l Status, Age , and Chi ld r en 
with c;:1..ali t y Comparis on 

pe~r . n correlation anal ysis ~a s per fo rm ed t o de t er­

mine t h e re 12~ t i onsh i p of s oc i a l s tatus , t he ag e of t h-e 

respon dents , and havi ng childr en with the quali t y co mpar ison 

of c l oth i e; in off - pric e apparel s t ore s wi th the quali ty of 

clot. ing in epartment s t or es and s pe ci a l ty s h ops . Do 

si gnifican relationshi~ exis ted betw en th var i ab le s and 

the qual i t r comparison b} the _art ic ipan t s . 

Relati onsh i p o Soci a l Statu s , ,ge 1 and Child r en 
vii tn at ing of f-~ erchand ise Sele ti on 

a l 25 ho:s t esul ts of the .Jp ear rnan correlat i on 

2- .2.1 sis Qj_ t}-:e clat ion .-.hi 0 of social S vat1.1 s , th e n.g e of 

. } e reu 0 Idcnts , Cl!"ld hnvi G c . ildren •Jitrl the r 8.t i ng 0 1 

a.r;reenc~nt .·.i h <Jtz-1 t ~J,1e11ts con ccr.ni nr~ tl1 rr. rcho. dise s e1 c-

viOD 2V il -: )J C in 0 f - ) iC O.THk rcl .;tore • direct 
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relationship existed between participants a greeing with t he 

sta tements "off-price stores stock a broa d r ange of siz es ," 

and ''off-pri c e apparel s t ores stock a go od sele ct ion of 

t op s ," an a lovi _socia l sta t u s s tand i n[! . A\:o si gnificant 

r elationship existed between the rat i ng of the statements 

concerni ng mer chand is e s e l ecti on and the age of the r espond-

ents . Cnly one si gnificant r e l at ionsh i p was r evea l ed betjeen 

t he s tate. 1ents concerning mer chand ise selection a nd having 

cl ildren . As may be n ote, an inverse relationshin existed 

betwe e_ the rat ing of the s tate ent "of f - price G. ppare l sto-res 

s -'-oc a good se cc-'-io n of a c cessories " an d ha vi ng childre~ . 

I n dica tions a re that t hos e resuondents ~i th children wou l d 

ot agr e e ' 1i t h the stat em en t . 

TABL~ 25 . Sp ea r man Correlat io n Analys i s of t h e Relat ion­
s hi p of oci a l Statu s , Ag e , a nd Children with 

Rating of f. ierchand i se Selecti on 

ele c t i on St .tement s 

Br o8 ran~ e of siz e 

:~'") e a ll -:1arts to 
outfit 

J o od s ele c t ion of : 
C' a c 

Sp ea r man 
Correlat ion 

Soci a l tatus 

0 . )430X· 

0 . 21~9 

0 . 1921 

Si gnifican ce 

. 013 

. 094 

• 1 1 1 



TABLE 25 . -- Continued 

Selection Statements 

Goo d se lect ion of : 

s kirts 

jackets 

t op s 

d r es s es 

a cc essori e s 

coordina te outfits 

s t ock c l o the s that 
na tch s e2.son 

~-ro ad ranr; e of si ze s 

Lave al l par ,s t o 
outfi t -

r-o o d s ele c t ion of : 

slac s 

s Ki rts 

jac e t s 

tops 

dres. e 

Spearman 
Correlat i on 

Social Status 

-0.1 863 

- 0 . 0880 

0.2 60 6* 

0 . 051 3 

0 . 0 04 8 

0 . 1866 

0 . 2413 

Ag e 

- 0 . 1358 

- 0 . 0251 

0 . 2002 

0 . 1203 

0 . 190 6 

- 0 . 0567 

- 0 . 0 6 1 

Si gnificanc e 

• 11 9 

.2 90 

. 0 48 

. 373 

. 488 

• 11 8 

. 0 6 2 

• 1 61 

. 42 8 

. 071 

• 1 9 1 

. 08 2 

. 340 
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TABLE 25 . -- Continued 

S election Stat ements 

Good s e lecti on o f : 

a ccessories 

co ordi n a te ou tfits 

Stock c l o thes that 
mat e s eason 

Broad r ang e o f si 2es 

Ha ve al l Larts t o 
outf i t 

Good selec tio n o f : 

sla cks 

skirts 

jac ets 

tops 

dress es 

accessories 

coordinate outf i t s 

stock clothee t . at 
n a tc11 ea'"'on 

Spearman 
Correl a t ion 

Ag e 

0 . 06 90 

0 . 11 82 

- 0 . 1397 

Children 

- 0 . 0689 

- 0 . 0647 

0 . 12 66 

- 0 . 1722 

0 . 21 89 

- 0 . 0331 

0 . 0678 

- 0 . 2f37 5·X-

0 . 0940 

- 0 . 0170 

Signifi can c e 

.308 

• 195 

.1 55 

. 309 

. 323 

.. 179 

• 104 

.054 

. 405 

. 312 

. 017 

. 24 7 

• 4 51 

*Signjficant at '-'- 0 . 05 lev l o f ·11ro ba ' ili ty . 
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Relationshi p of Social Status , Age, and Children 
with Rating of Store Polici es 

and Cust omer Servi ces 

Results of t he Spearman correlat ion anal ysis of t he 

relationship of ~ocial status , the a g e of the respondents , 

a nd havi ng children with t h e r ating of st ore policies a n d 

customer services in off - price appa rel stores appear i n 

table 26 . A direc t re l ati onsh i u existed betwe en a h i gh 
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socia l sta t u s s t a ndi ng a nd a low rat i ng of th e policy ''cash 

on ly . " Resu lts r evea led an i nverse relat io ns h ip between 

soci a l s tatus a nd t h e service "personal s a l e s h el p 11 i ndicat -

i n g a s socia l statu s ros e t h e par t ici pa nt s were more li k e l y 

t o h i g l y r ate t h is service . 

Onl ore sign ificant relat ion sh i :9 exis ted bet,,;een the 

rat i n of s t ore poli ci es a nd cu s t omer s er vices a n d t h e a g e of 

t h e r e s ponde1 t s . h i Gh l y signi f ica nt i nv ers e rel a t ionshi p 

exi s t ed b e t 1een age and th e r a ting of t h e s ervice "commun i ty 

i' i tt i _g ro oms . 11 Ind icat ion s a re a.s t h e a g e of th e resuond-

ent s i n cre~ s ed t 1 e rat i ng of t his cu s t oo er service decrea s ed . 

Three s i gni f i cant rela t ions h i us exis t -d bet ;een navi ng 

c. i ldren a d tJ e r--._t i ng of s t or e oli cies o.n d cu st or.-,er s er-

ic es . h i gh l y si Gnifi cant i nv er s e cla~ ion shi p exis t ed 

~ et · ecn t e r at i n c; o f t .n. e service " c ornnl,'. i ty f i tt i ng ro o _, s 11 

a nd ha i n g c} ildr en . I nd icat ion 0. e tho E:: 112 .. t ic i o.n t s 

: i th children •Je _ r. or8 li1\el ~ o lo ·Jl " r at e th i . ervi .e . 

/. d ire c L r e 1 ·~ t i o __ s . i p :xi s ~ d b e t 1 e en . h r ,_ . t in r~ o f t h c 
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services "gi ft wra pping " and "deliv·ery" and having children . 

TABLE 26 . Spearma n Cor r elat ion Analysis of the Relat ion­
s h i p of Socia l Sta t u s 1 Ag e 1 and Children with 
Rating of St ore Policies and ~ls t omer Services 

Statement Choices 

Ca s h o nl ~ 

Ac c ept per sonal 
ch ec .rs 

ccept maj or cred i t 
c a r ds 

Indi vi ch.al f i tt i ng 
roo .. s 

Co ! . u _i .4- fi t i .g 
r oorr. s 

; Iirrors 

Gi f t ·1rapp i ng 

Del iver s ervi c e 

Person2.l s a lc sh elp 

a hier onl, 

S2 ck s or pa er ags 

::;c;_ ch only 

/, cc ept ~1 crson~l 
che c !".:s 

... cce... .. aja r credit 
card 

] r, d .i ,. i d u A. l f i t tin g 
~ oo·:: 

Sp ea r Ela.n 
Correlation 

Socia l Status 

0 . 31 44~­

- 0 . 0394 

0 . 01 72 

0. 01 95 

-0 .. 2252 

- 0. 02 39 
0 . 1683 
0 .. 1387 

-0 .. 2'(2 87;. 

-0 . 1630 

0 . 0954 

g e 

0. 2107 
0 . 02 60 

0 .. 067 3 

- 0 .. 0600 

Si gn i ficance 

. 023 

. 403 

. 457 

.4 51 

. 0 76 

. 440 
• 146 

• 194 
. 042 

.1 54 

. 277 

.. 063 

. 426 

• ~) 1 3 

. 332 



TABLE 26. -- Continued 

Statement Choic es 

Commun ity fitting 
rooms 

1·~irrors 

Gi ft '.·lrat>ping 

Delivery Service 

~ ersonal saleshelp 

Cashier only 

Sac s or paper bags 

Cash on l 

_ ccept personal 
checks 

ccep t maj or credit 
ca.d 

I dividual fi ting 
roo .s 

8o ,;,,_ni ty fitt i ng 
TOO !.. 

~ .:irrors 

Gift ·. rn.p~ ine 

Del i erv ,:,} r rice 

~ er onal sale help 

Cas ier only 

sac or paper brtgs 

Sn earman 
Correlat ion 

Age 

-0. 3991 ·X-

0 . 0 159 

0 . 0638 

0.089 2 

- 0 . 0300 

0 . 1643 

- 0 . 1652 

Children 

0. 0013 

- 0. 0545 

0 . 0229 

0 . 023 8 

- 0. 5704i<-

-0 . 0421 
0 . 31 85-X· 

0 . 31J 12-X-

0 . 21 o.s 
0. 1)79 

- 0 . 0529 

Si gnificanc e 

• 001 

.4 54 

. 323 

• 261 

. 415 
• 118 

• 11 6 

. 496 

. 348 

. 434 

. 419 

. 001 

. 379 

. 009 

. 006 

. 063 

.1 60 

. 352 

*Si ~ ificant at the 0 . 05 level of ~ro.ability . 
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Relationship of Social Status, Age, and Children 
with Rank ing of Reasons for Shopping 

in Off-Price Apparel Stores 
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Spearman correlation analys is was performed to deter-

.. mine the relationship of social status , the age of the 

resp ondents and having children with the ranking in the 

order of i mportance of five rea sons for sho pping in off-

price a p parel stores . Resu lts of the correlation analysis 

appear i n table 27 . 

As ma y be noted, an inverse relat ionshin existed be-

t teen social sta tus and t h e rank of t h e rea son services 

o ff e red . I ndica tion s a re a s social s tatu s rose the reason 

s e r v ices of fer ed d ecrea se d in i mpor t a n ce. A direct rel a tion-

ship ex i sted b e twe en a hi gh soci a l s tat s stan dine a nd the 

r eason salesh e l p rec e iving a r a nk o f h i gh i mportance . 

Only one si gnificant relationsh iu exis t ed b etween t h e 

rank of t h e fiv e re a son s for s h oppi ng i n off - rice a . pa rel 

st ore s an d t he age of th e r es p on dents . A dire c t relation -

s h i p ex i st e d between t h e older part ici pant s .n d th e low 

rank f or s ervices off e r e d . 

A d i rec t re l at ionsh i p a lso exi st e d bet ve en havin g 

c h ild , en a nd servic es offer e d . Indicat ions a r e those pa ·t i -

c ipants wit ch il ' r en were more likely t o r an k ser vic e s 

offered as a n uni mportant rea so n for s h o pi n8 i n off - rlc e 

ap r e l store s . 
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TABLE 27. -- Spearman Correlat ion Analysis of t h e Relat ion ­
s h i p of Social Sta tus, Ag e , and Children with 
Rank i ng of Reas on s f or Shoppi ng in Off-Price 

Ap parel Stores 

Rea son s 

Price 

Sele c ti on 

Conven i ence t o h ome 

Services offer ed 

Saleshelp 

Pri c e 

Selection 

onven i ence to ho e 

Services offered 

Sal eshelp 

P ic e 

Sele c t ion 

Conve ience t o ho ~ e 

Servic es offered 

Sale s h elp 

Spearman 
Corr elat i on 

Soci a l Status 

0 . 0 183 

0 . 0358 

0 . 0 357 

- 0 . 4248-* 

0. 3005* 

Ag e 

0 . 1150 

0 . 0127 

- 0 . 158 2 

0 . 2911* 

- 0 . 0300 

Chil dren 

0 . 0220 

0 . 06 30 

- 0 . 0194 

0 . 2)00* 

- 0 . 1434 

Si gnifi cance 

. 45 4 

. 4 11 

. 41 1 

. 00 3 

. 0 27 

. 202 

.4 63 

. 124 

. 01 6 

. 4 14 

. 437 

.. 324 

. 444 
• 04 6 

• 148 

*~ignificant at the 0 . 05 level o robnbility . 



CHAPTER V 

ST.H l 'lARY AJ D RBCOf'~f.1EfJDATIQ ~:: s 

Sumrra r y 

The purpose of this s t u dy was t o i nvest i gat e the 

patronage and buyi ng practices of fe mal e shoppers i n off -

price ap p2 rel store s in order t o develo p a consumer profile . 

Also , relationshi p between social s tatus , t h e a g e of t h e 

respondent s , and having childr en with selec t ed s hoppi ng 

habits vas exami ned . Th e followi n g ob jectives ~ere for mu-

lated : 

1 • 

2 . 

3 . 

To deter~i ne the social s tat1s of f e~ale s h oppers 
vho patronize off- price a p arel stores i n the 
Dallas : etropolitan area 

To deter:mine th e bu.rinc; nra c t ice~ of fe male 
s h oppers wh o pat ronize o!f- price appare l s t ores 
in th e D llas ~ e tro p olit n area 

To determine s honoers ' s ati sfac ti on and /or dis­
satisfa c t ion wit&- merchandise a va ilab e in off ­
p ic e appa r el stores in the Dallas r·;etropoli tan 
a ea 

4 . To determine the brand name aHa r ene s. of female 
s nonper, , \·lho _ atro _i~e off - prir- ap-pare l sto:r:-es in 
the Dallas f,ie tro po li tan area 

5 . To de ~ er. ine th e s hopper ' sat i sfaction and/or 
d ~s satis.f'a ction with th e ·er·: ice availab le i "J of:,.. ­
price appare l s ores in t h e D .. ITc .. S ·~ etro oli tan 
area 

6 . 1'o deter ~. i n~ tJ1e nrj ce co r1 . c:ious :-1e s of fe nc.le 
s h op, er ~1 0 patron iZe off"=-i)riC:""e a DDa re l s t or es i n 
the .. _a ll8.S r:ctr o ~o1i tan r~a 

78 
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Data were coll ected through the use of a quest ionnaire 

1hich was divided into two parts . Part1I elicit ed personal 

data . Part II obtained informati on relat ive to the partici-

.. pants ' s h opping habits . 

Participant res ponses were statis t ically analyzed a n d 

descriptive sta tistics (fr equ ency counts and percentag es) 

were ca lculat ed . Socia l status wa s determined by classify-

ing occupat i on u sing Alba Edwa rd ' s socioecon omic s t atus 

scale , by cla s s i fy i ng the edu cation leve l of the resuondcnt s 

into fire categories, by cla ssi fy i ng the maj or source of 

h ou s eh old i n co me into five ca tegori es , and by classi fy i ng 

an ual h ousehol d i n come i nto five categories . Spearman 

cor~elation ana lysis , Pearson corr elat ion analysis , and 

'ruskal - ~allis onc- vay analysis of vari ance were u sed t o s h ow 

relat ionship between vari ab l es at t h e 0 . 05 l evel of s i gn i-

ficanc e . 

Resutls r e vealed t he l arge s t numb er of part ici ]Ja1 lt s 

ere i n t h e pper s ocial s t atu s grou , , were 26 to 35 y ears 

o .C: ag e , ·c_e .. arried a nd had an average of 1. 5 chi ldren .. 

_h e mean vC Ores indica ted t hat t h e parti ci pant s s _en t an 

a e:::-age o f $?.5 0 ~o :~~ 1CO annually on their p ersonal ':lar -

d o ~e , pur c~a ed t h e l ar~e s t p r c entage of t h eir clo t n i.n g 

in o ff-nr .~ c e f..!. ~ )?'Z!.rel s t or e. , and honpe cJ in of _- , ri c e a. p}x n ·e l 

to~es ~n1 , __ . erase of on ece a mont}l ., Th e )a r t ici nants j_r:.di-- .. 

c .. ted t' e:,- _._ e· t t-1e distan ,c f' ro ;1 their hor:: e ., ,_.,_' a. 1 j_r.! _ or-
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Th e largest nu mber of the participa n ts purchased sport s wear 

and slacks most fre qu ent l y . Th e participant s i n dicated t~ 

o ff - pric e apparel s t ore s they s h opp ed in stock soQe of the 

.. s ar:!e b}.::·ar.!. d names _as depe.rtment stores and s p eci a l t y s h op s; 

and , i ndicat e d the quali ty of the cloth ing was as g ood as in 

depa rtm ent s t ores and s pecialty s h ops . Resu lts reveal ed the 

... )a rti ci _)ant s fel t t h e off - price apparel s t ores they sho~ped 

in sto cked a broa d range of si ze s and a good stlec t ion or . 
slacl·s , s ~ irts , j a cke t s, t ops , dre s ses , and coordinating 

outfits . Fi fty - f our of the 55 respon dent s i n dicat e d t h ey 

cou ld rec ognize a true saving in an off - price ap~1arel s t ore .. 

The l a rgest number of parti c i an t s ranl<:e d 11 pr ic e" as th e mos t 

i mportant reason and 11 I7lerchandise selecti on avai lab l e " a s 

t ' ·1e second 1ost i mportant reason f or s h oppi ng i n off-pri ce 

appa rel sto es . 

F i ding s revealed the relat ion s h i p of social s tatu s 

vi t . t e foll o .·.'i g variab l e s were significan t : the dollars 

·pent ~nnually on a _ersonal vardr o' c ; the percent~ ~ e of 

c lothi _1g pu rchased in ,... pe cial ty s n oll s ; the ave a g e distan ce 

tr.e "'ar ·ici r,2n t s 1ere \-..'illin g to trc:tve1 to reach an off-

p::::. i c e a ~~ ~) .:-.:. I' c l s t ore ; _~ o p v.l a r o f f - ~) r i c e a p 1- 2. r e 1 s t ore s 

hop~'~d i r! :..... 11 d ..... , 2 re of ; t ·. e t"', n e of c lathing __ rchased i n 

o .f_,_ - p Tj_c ( · Ct _t)} ~1.r el s t or es ; th e rati ng of noli r. ie,... :-:!J c1 cu sto­

-· c:_: r:> ,....:::vic c;; O ..L ff - price a pJ. .rel s~ores ; a d t h ran~<ing 

of T C.. C: F;0 LS . O.C Sf' Op -pi n p in . U C c t o S . ~jl(, C rel -:..-.t ion s h i .t 



81 

of a g e of the respondents wi t h t h e follo wing variables were 

si gnifica nt: t h e percentage of cloth i ng purchased in off-

price apparel stores; having s h opp ed i n five di f f erent s u ch 

.. s t ores; havi ng Da de other t han p er sona l purcha s es i n of f-

pri c e app&r el s t ores ; popu l a r of f -pric e a ppare l s t or es 

s n a pped in and awa r e of ; t he r at i ng of s t ore pol ic ie s and 

cu s t ome r servi c es of of f - pr ic e appare l s t ores; and th e r a nk-

i ng of r ens on s f or s~o _ pi ng i n of f - pric e appar e l s t ores. 

Re s u l ts r evea l ed sign i fi cant relat i ons h i ps ex i s t ed b et1een 

having chi dren .nd t he follo wi ng vari ab l e s : havi ng shO})ped 

i n t1o di fferent off - pric e retail s t ore s ; pO) l l a r off -

pr ic e ap_are l s t o ~ e s s hopped i n or awar e of ; having made 

o t_ er th~n personal purchases i 1 off - price puare l s t ores ; 

t pe of s ~ o rt s 1 ear pu . chas ed i n an off - pri c e appar el s t ore ; 

the rat i ng of nerchandis e s el e c t ion i n off - pr ice apparel 

s t or ~ S ; t.iJ.e r at i ng of s t or e pol icie s and cu s t o! .. er s ervi c es ; 

and t he rank i ng of r a s on s f or sh oppi ng i n off - price appa rel 

s tores . 

Reco .1;::endations f or Fu rt er ?. e s earch 

.3u. cd on ..~..he results of h i ._ i nve tigat i on th e f ol l ov;-

ing eco :·;:· ·,.e~d n.t i o ns fo ~ f·._;__ .J.c h er research of off - r ic e a ppa.re l 

stores a r su£~scste d : 

} J.r t}l er re co o. r c:1 co ho J.ld be concl c ted t o devel o-p a. 
con , u:.1cr ~, - ·o f i le o wa 1 sho , ne. s i .. o.f .f- pri c e 
ap_ ·::::·cl s t or s- o 
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2. FI..J.rther research is needed to i nvesti gat e t h e 
i nfl uence of competit ion pro vided by off-price 
apparel stores on depa r tment and speci a lty s t ores 

3. Additiona l resea rch is recomme~ded wi th a l arge 
cros s section of part icipant s and various loca li­
ties in order to expand t h e knowled g e of consu~er 
behavi or of patrons in off-pri ce apparel stores 



APPEIJDIX 



QUESTIONITAIRE 

This questionnaire was developed t o determi ne the 
buying prac t ices of women who s hop i n off-price apparel 
stores. This study is being done f or a master's t hesis 

_at Texas ~oman 's University . Th e results from this survey 
will be us ed to he ln off-urice apparel stores better ~eet 
the needs of their custo mers . It-will require only a few 
minutes of your time an d your h elp with t his stu dy will 
be greatl y a ppreciat ed . 

In co r.1p liance with th e Human 8"\.J.b j ects Revi evr Comni ttee 
at Texa s ~o~an ' s Universi ty , t h e followi ng s tat ements are 
required: 

lT o medica l s ervice of co mpensati on is provided to 
subjects · t, e lJ n i versi ty as a result of j_: jury fro ;n pa rti ­
cipation i n t h is resear ch . I undres tand that I ma-y vJi th­
draw from t is s tudy at a ny ti8e . 

1 • ·.nat a g e 
• 18- 25 
. 26-3 5= 

cate~or does you ag e fa ll i nto? 
. 36- 45 . 56- 65 
. 46- 55-

2 . ~nat is your marita l s tat u s? 
. single_ . warried . divorced 

3 . ~~at 1as tne l a st level of ed u cat ion yo~ co . ul eted? 
. les t han 12 .. ears . coller, e degree_ 
. h i gh sc .. oo l di _ lo rna . pos t graduat e_ 
. s ome col lee;e_ 

4 . :Io.. any children do yo l have?_ \ hat are t h eir a ges?_ ._ 

5 Do you • o ·1n yo J. O\~. r: h ome or buyi ng 
. rent an apartmel1t_or ho1J Be­
. other 

-~--

6 . ,·, hat is 01:. r occu avi an ? 
Are o u s e 1 f - e l:i n 1 o ~r c d , -.-n-e-1-~ 1_o_l_o_r_' e_e _ _ ___ _ 
,:.:hat i yo r ' .u sbandso cc P12.t io i1 ?~------
I e 1 f - e r.t ~~ 1 o ? e r , an ;r, _ 1 o · e 
( If live ·Jith parc!lfn) . :ha~ is ,r ou r i'a.th er ' s/ mo t ..,...~ er f s 
occup tion? ... lf ~nDl yed_, e . !Jloy e 

8 3 



7. Vhat is t he source of t h e majority of your household 
income? 
.earnings . dividends .annuities 
.socia l securi ty_ .:pu'5Tic welfare_ -.other 
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8 . There is no requ iremen t 
;fuat category does your 
• b e 1 ow ;:3 7 ~ 0 0 0 

to answer t h e f ollowing 
annual hou se11o ld i n come 
. 8 30,001 t o 40 , 000 

.!.. • ques t.,lOn . 

9. 

. 8 7 , 001 to 15~00 

. 8 10 1 001 to 15 , ooo­

. S 15 , 001 to 20,00 0-· -

. ~ 20 , 0 01 to 30 , 0 0 0== 

• ~.? 40 , 001 to 50 , ooo­
. 8 50 ,001 to 60 ,000-­
. ~~; 60 , 0 0 1 to 70 ,000-
• over ::~ 70 , 000_ -

fa ll i n t o? 

'::hat is t}~ e blocl~ nun.ber a n d s t Teet wh ere you li•,re ? __ . _ _ 
• Ci ty ---------------------------------------------- -----------

10 . Approximat ely h o ,., n v.ch do yo u s pend an ually or yot1. r 
uersonal wa r dr obe? 
~ less t _ an ;-~ 1 00 . ~~ 5 50 t o ~'7 00 
• :.? ·j 00 t o ~: · 2 50 • ~:. 7 00 t o $850-
• S 250 t o ::~·400- • ;:. 8 50 to ~; 1000 -
• ~~ 4 00 t o ~:: 5 50= • over ~:; 1000 

11 . Of t h e cl o t hi ng i t ems you nurcha se f or yourselft what 
p er c e~tage ~ou l d , ou say you purcha se f ro m: 
. off - pr ic e app~re l s t ores r.~ 
• de a r t -:1 ent s t o: es --~~ 

2 . 

-- I • s peci a l t s~ o p s ~·J 
. discou_ t hou s es --% 
• o t h er --;j 

to t a l TOrJ'5 ~ 

Fr om t h e f ol lo ;ing lis t , pl ea se 
ri ce r etail store s rou ' ve s hou 

~ d s i gner cl ot h i ne s t ore L 

. dress s hon --
• s _ or t s ·teai-- t ore 
. s hoe s t ore 
• a dept . stor e that h~. s a ll 
or so ;-: e comb i .. 2. t i on of t ~1 e s c 

• chi ld en ' ~ clo t~·1 i n::; t o_ e 
• . 1e._' s c o t 4i nrr t ore 
de , ..L +o"Y' tn' "").J . s .J· oc-;-S C l ' r • ) ..:..., (., • \,,' ..... -<-~ v v \ • •. l ' ' 

oL-: en ' s , cL d c _il r en ' s cl o t 1-
i ns end/or S ~ 1 0 C _ 

. dent . s tore t ~at s t oclr, 1en ' 1 
' o;,.en ' c 'l. ldr Y\ r c l o ..l. }-, l· '} 1('" ,.1 u 1 J ~ - -- D v J U f 

s } o ec , and ho .sc_ ol d itemu 

ch ec1r the typ e of off­
ed i n : 

. f u r nit lre s t ore 

. a uuli nnce s t ore-­

. ~roc er' store --0 ~ 

• others ------



13. On an average , h ow often do y ou s ho p in o f -f-price 
a pparel s t ore s? 

, .more than on c e a week .on ce every six months 
.once every two week s .once a year 
.on ce every two or three .other -
months -------

14 . Following is a l ist of some p oymlar off-pric e anparel 
stores i n t h e Dalla s f.i e t ronoli tan a rea . t'hich ones 
have y ou s h opped i n? Hea rd of? 
SHOr:PED l?:·T I-I~A t·. D OF 

. Ijo ehman '· s 
• r~argi e ' s 
. st . Denis e 
.. Fash j_on Sen se 
. Design er ' s Den 
. Desi gn er ' s Shoca se 
.. f.~arshall ' s 
. J . Er annar-1 
.o thers 

-~-----~ 

15 . _{ave y o _ ever mad e purchas e s a t an off - pri c e a~parel 
s t ore other than f or y ours el f f or : 
. y our chil dren .you r hu s banci / b oyfrien d _ . 
• o thers - ~ -

16 . On an averag e , h ow mu ch wou ld y ou s ay y otJ. S1'J en.d :p8r 
v i s i t i n an off - price apparel s t ore ? 
. l e s s .J_ i1 '~ n ;··20 . :::) 150 t o :~ 2 00 
• ~: 2 0 t o .. 50 • :) 200 t o .: -250-
. :. 50 t o ~ 1 ou . ~~ 25 0 t o .··300-
• ~·; 100 to .-. 150 • ov er :':; 300 --- -

17 . On an a era c e , h ow far ar e y ou willi ng t o t ravel t o 
r a ch an off - •Jri c e c.p~are l s t ore? 
. les s than 5 ~i l es . 20 t o 30 Qil s 
• 5 t o 10 .:ilcs - • 3 0 t o t10 . ·. il e s~-
. 10 to 15 .: iles . ov er 40 mi les -
. 15 to 20 .. iles---

18 . ~nat i th e farthest y ou ' ve ever travel , d t o ch op i n 
an. oi'f- J::- ic e ret .il store? 
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.../ • . .~o ... o .. feel Jchat d:Ls t anc fr om ·ro .. r }~ ) '~ e is a.n ir:r. ortant 
fa c t or i n deci.a i· ... ;· ·i l1 e t.1er -::;o :-_)10 .._ i n off- '71r ice e.~~D~::.C's l 
s t orec ? Yes i~ o : .. '} y ? _ ______ _ __ ________ _ 



20. Of the clothing items you purchase for yoursel f from 
off-price a~parel s t ores 1 whi ch woul d you say you 
purchase most fre qu ently , the next mos t frequently? 
.sport swear . accessories 
• dresses - • outer •!ear 
.li ngeri~ .o ther 
. s hoes -- ------
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21 . Of t h e sportsv1ear items y ou purch8. se for yourself f rom 
off-price apparel s t ores, \·Thich would yo11_ say y ou 
purchase most fre quent l y , the n ext most fre quently ? 
. srirt s . blazers 
.. sla cks- • t oDs 
• blouses .o t h.er -----

22 . Of the personal cl othi ng i t e~s y ou purchase at off-~rice 
apparel s t ores , do J OU purchase them mos t frequen t ly 
f or 1e2ring : 
. at Hork . during leisure ti me . for f ormal 
events - . o:r other t i oe s - ---

23 . ,:.~1 ich of .J_he f ollowin2; s tat e:-;;.ent s v1oul d y o·u. say b est 
charac -teriz es th e clo thes y ou f i nd i n th e off- price 
cy:parel stores y ou shop in : 

I f ind . ore desi Gner clo thes than i n depar tment s t ores 
-or s :9 ecialty s hops . 

I find t ... e sar.:e br and n2.m es t hat I se s i n deuar~ment 
--stores or speci a l ty s hop s . ~ 

I fi nd so~ e b:rand na.es t hat I reco gnize fr om 
- depart Jent s t ores or specialty s hon s an d some brar..d 

na .es I do r.. ' t reco~nize . 
I find fe1 i ~ any brand names I reco gniz e fro m 

- departn' ent s t ores or s _ eci r l ty s hops . 

24 . Do yo feel that t h e quality of the cl othes found i n 
off- _i ce ap~J arel s t ore is : 

corer than as good as better than 
'Gi :. ilar c l ot11es foun d in full price depart. ent s t ore s 
o:... speci 2. l t·v stores? ·:.rn y? 

------------~------------------

25 . ·.'/h i., j n J.n1Jer stat e;!1 ent best des cribes your feeli nt, . 
abot.t t 1e ,....el ., c ion of clo the ,... i n tr .. c off - pri c e apparel 

tore you s ,10l) i n? 

1 .. 
3. 

& t .. onf,l d i s2.t:; ree 
a.grce so .1e ·· u. t 4 . 

2 . disa~ree so mewhat 
C" t_ o n2~ly 0. p;re e 

• a oJ ad r:~.r,f!e of s i zP. c:-_ 
. : av- .!:3.11 ~-,ar·L s t~1at ,...o ~:itl an OiJ_'tfi t ; o.) l;_ch as sash es 



26. 

27 . 

28 . 

29 . 

30 . 

31 • 

. g ood selection of: 
sla cks s kirt s . · jackets t ops dres s es 
accessor ies coordi nate ollffits- --

.s t ock clo thes that mat c h the season ( i .e. s weat ers 
i n winter , s wi mwear in s ummer) 

Do any o f t he off-price apparel stores y ou shop i n 
remove or c~t t h e labels from t h e garment s? Ye s 
~ o IF Y~S ASK : 
Doy ou fe el y ou can recogniz e brand name s anywa y? 
Yes To Vhy ? ------------------------------------------
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Of th e off - uri ce annarel s t ores vo u s h op in, wh a.t per­
centage sho ~' s u gg ested ret2.i.l prices a nd their di s c ount 
price on the pric e tickets?~_;· ~ 

Do you feel y ou can r eco gnize a t r u e s aving fr om f~ll 
reta il nrices i n an off - price apparel store? Yes 
ro ::hy? 

---------------------------------------------~---

On a 1 to 5 scale wi th 1 being t h e po orest rating t 3 
beinc, a neutral rati _ c~ , and 5 be i n g the b es t , h ov; \'Jo u ld 
you rate thes e s t ore Jolicies i n th e off-price appare l 
s t ores y ou s h o p i n ? 
.cash on l y . accept personal ch ecks 
. accept ~ajOr credit card s __ 

Using the s ame scale , h ow \'IO u ld •-r ou ra t e t h ese cu stomer 
ser ices i n the off - pri ce apparel stores y ou s h o p i n ? 
. i nd ivid·ual fitting rooo s • deliver~ service 
. coo~uni ty f it t i nG roo os-- . personal s a lesheln 
• ,irrors • c a s h ier on l y - - · 
• gift 1rapping_ ~- sacks or paper bag s __ 

On a 1 t o 5 sca le , with 5 b ei n8 t h e lowes t ra t ing and 
1 oei ng the h i gh est rat i n g , rank th e f ollowing five 
r easons f o r s h oppinG i n o ff - price pparel s tores in th e 
or d e r of i :c p ort an c e t o y ou . ·,· s e ea ch number on l y on ce • 
• orice . se1 e c t ion . con enien ce t o h ome 
• ;..,er ices o _f ered - . salcshelp 
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