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ABSTRACT 

Consumers' perceptions of apparel quality at off-price fashion 

stores were compared to that of conventional retail stores by assessing 

consumers' satisfaction with extrinsic and intrinsic characteristics of 

apparel at each type of store. A descriptive survey research design was 

used to randomly sample 500 adult female consumers residing within a com

petitive business zone of Tucson, Arizona. It was concluded that consum

ers perceive vast differences in the quality of apparel across retail 

stores. The quality of apparel at off-price stores was perceived to be 

lower than that of national chain, department and specialty stores and 

equal to that of discount stores. Consumers deemed 'price' and 'label' 

as less important than intrinsic attributes of apparel and perceived the 

unlabeled apparel at off-price stores to be of higher quality than the 

labeled apparel. Based on these conclusions, off-price fashion stores 

may find it desirable to emphasize intrinsic attributes of their apparel 

offerings rather than extrinsic characteristics such as 'price' and 

'label' in order to appeal to quality-conscious consumers. 

x 



CHAPTER 1 

INTRODUCTION 

Origin and Importance of Study 

Today consumers seek 'quality' in their apparel purchases in 

order to gain satisfaction. Market researchers have identified a wiser, 

more educated consumer for the 1980s, as consumers increase their appre

ciation for quality in regard to clothing decisions (Morgan Pollack 1984, 

Rabin 1984, and Bohr 1980). Women especially are said to desire quality 

apparel without having to spend more than is necessary (Morrison 1983 

and Hulin-Salkin 1983)• 

Consumers utilize both extrinsic and intrinsic product charac

teristics to form perceptions of quality of apparel (Olson and Jacoby 

1972). Research has not confirmed whether extrinsic or intrinsic charac

teristics have a greater influence on consumers' perceptions of quality. 

In addition, consumer characteristics affect the extent to which consum

ers utilize extrinsic and intrinsic product characteristics to form 

perceptions of quality (Darden and Schwinghammer 1985)• Research has 

not verified whether different perceptions of quality are associated 

with different demographic and psychographic characteristics of consumers. 

Intrinsic characteristics are those characteristics of a product 

that "cannot be changed without also changing the phsyical character

istics of the product itself" (Olson and Jacoby 1972). Fiber/fabric 

1 
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content, color, style/fashionability, design details, construction tech

niques, durability, versatility, comfort, fit and ease of care are con

sidered to be intrinsic characteristics of apparel (Ehl 1980 and Hackler 

1979)• 

Extrinsic characteristics are those characteristics which, "while 

product-related, are not part of the physical product" (Olson and Jacoby 

1972). Price and designer-label/brand name are considered to be extrin

sic characteristics of apparel (Gutman and Alden 1985)• 

Historically, the extrinsic characteristic, price, has been used 

by consumers as an indicator of quality of apparel (Monroe 1973)• Low 

price is thought to indicate low quality and high price is thought to 

indicate high quality. Recently, the extrinsic characteristic, designer-

label/brand name has been used by consumers as an indicator of quality 

of apparel (Holstius 1983)• Designer-label/brand name is thought to 

indicate high quality. 

Consumers have many choices as to where they can obtain quality 

apparel: department stores, national chain stores, specialty stores, 

discount stores and most recently, 'off-price fashion stores'. The 

off-price fashion store employs a unique marketing strategy which empha

sizes both designer-label/brand name and lower prices than conventional 

retail stores (Rogers 1983)• 

Uff-price fashion stores attempt to emphasize both low price 

and designer-label/brand name apparel. This unique combination of extrin

sic product characteristics creates a paradox in terms of consumers' 

perceptions of quality. Is the low-priced nature of designer-label/ 

brand name apparel at off-price fashion stores indicative of a low 
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quality perception, or does the designer-label/brand name characteristic 

offset the low-priced nature of apparel and lead consumers to perceive 

high quality? 

Purpose Statement 

Since 'perceived quality' is the "perceived ability of a product 

to provide satisfaction relative to the available alternatives" (Monroe 

and Krishnan 1985) consumers' satisfaction with a product's character

istics can be used to measure their perceptions of product quality. 

This study will use measures of consumers' satisfaction with extrinsic 

and intrinsic characteristics of apparel to indicate perceptions of 

apparel quality. The overall purpose of the research is to compare 

consumers' perceptions of quality of designer-label/brand name apparel 

across retail stores; the central focus is on consumers' perceptions 

of quality of designer-label/brand name apparel at off-price fashion 

stores. 

Objectives of the Research 

The specific objectives of the research are identified as follows: 

(l) to compare consumers' satisfaction with extrinsic and intrinsic 

characteristics of designer-label/brand name apparel at off-price fashion 

stores to that of conventional retail stores including discount, national 

chain, department and specialty stores, (2) to compare consumers' satis

faction with extrinsic and intrinsic characteristics of designer-label/ 

brand name apparel at off-price fashion stores to that of non-designer-

label/non-brand name apparel at off-price fashion stores, (3) to compare 

the demographic and psychographic characteristics of consumers having 
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'high' and 'low' quality perceptions of designer-label/brand name apparel 

at off-price fashion stores, and (4) to assess the relative importance 

of extrinsic and intrinsic characteristics in determining consumers' 

perceptions of quality of apparel. 



CHAPTER 2 

REVIEW OF LITERATURE 

The five areas of the review of literature are identified as 

follows: (1) the concept of 'perceived quality', (2) the relationship 

of extrinsic product characteristics to perceived quality, (3) the 

relationship of intrinsic product characteristics to perceived quality, 

(4) the relationship of consumer characteristics to perceived quality, 

and (5) background on the off-price fashion store. 

The Concept of 'Perceived Quality' 

Research has devised numerous methods of conceptualizing quality. 

'Perceived quality' is one dimension of the concept of quality. Perceived 

quality differs from other dimensions of quality in that it is based on 

human perception. Perception is defined as "the process of organizing, 

interpreting and devising meaning from stimuli through the senses" 

(Monroe and Krishnan 1985). 

In the common vernacular, perceived quality refers to an overall 

measure of 'goodness' of a product (Olshavsky 1985). Goodness or per

ceived quality, is derived from an individual's assessment of a product 

(Holbrook and Corfman 1985). This subjective assessment is determined 

by the importance of a product characteristic, as judged by the individ

ual, and the extent to which the product provides the service character

istics that the individual consumer desires (Maynes 1976). Therefore, 

5 
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perceived quality is a highly relativistic concept that differs between 

judges. In short, perceived quality is "the perceived ability of a 

product to provide satisfaction relative to the available alternatives" 

(Monroe and Krishnan 1985)• 

The Relationship of Extrinsic 
Product Characteristics to Perceived Quality 

Two extrinsic characteristics related to apparel have been iden

tified for the purposes of this research, namely, 'price' and 'designer-

label/brand name' (Gutman and Alden 1985). These extrinsic characteris

tics of apparel and their effect on perceived quality will be examined 

separately. 

The Price-Perceived Quality Relationship 

The price of a product may play two different roles in consumers' 

decision processes. Price may represent what must be sacrificed to 

obtain a product or, price may also influence the perception of product 

quality (Monroe 1979 and Monroe and Krishnan 1985)• While research has 

examined consumers' perceptions of pricê , this discussion will focus 

on the role of price as an indicator of perceived quality. 

1. For research focusing on consumers' perceptions of price 
and the 'Acceptable Price Range Hypothesis' see the following: Gabor 
and Granger 1961, Alexis 1970, Gabor 1977» and Gabor 1979- For research 
dealing with price perception and 'Adaption Level Theory' see the follow
ing: Helson 1964, Emery 1970, Olander 1970, and Uhl 1970. For research 
pertaining to price perception and 'Assimilation-Contrast Effect Theory' 
see Sherif 1963. 



Early research laid the foundations for price-perceived quality 

studies. Because the consumer does not always have complete information 

about the quality of a product, he/she forms perceptions from the infor-

2 mation available. When price information is available, and the consum

er is uncertain about product quality, price is often used as an indica

tor of quality (Scitovsky 19̂ 5 and Delia Bitta 1971). 

Early single-cue studies concerning the price-perceived quality 

relationship considered situations in which the only differential infor

mation available to subjects was price. These single-cue studies found 

an apparent positive price-perceived quality relationship, meaning that 

as consumers view price increases in a product, they also perceive in

creases in quality (Leavitt 195̂ » McConnel 1968, Olander 1970, Shapiro 

1970, Newman and Becknell 1970, and Lambert 1970). 

Some price-perceived quality studies have used the theory of 

perceived risk to explain the positive price-perceived quality relation

ship. A consumer may select a higher-priced item when he/she perceives 

a substantial degree of risk or uncertainty in the purchase. This per

ceived risk may be due to a lack of experience with the product or low 

self-confidence in one's ability to discriminate between various char

acteristics of product quality (Shapiro 1972). 

2. For further research examining the effects of product infor
mation on consumers' perceptions of quality see the following: Sproles 
1978, Patton 1981. For research examining the influence of advertising 
on perceived quality see the following : Rotzoll and Rotfield 1976, 
Woodside and Taylor 1978, and Kotowitz 1979• 
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Other studies revealed that the effect of price on quality 

perceptions may be product specific (Gardner 1970 and Sproles 1977)-

For example, within the category of apparel, price was found to be 

a major indicator of perceived quality (Monroe 1973)• In addition, 

other studies have shown that the relationship between price and per

ceived quality is considerably stronger for durable products such as 

apparel (Riesz 1978). 

Further studies tested the price-perceived quality relation

ship by experimentally varying many cues besides price. These multi-

cue studies did not conclude that a positive price-perceived quality 

relationship exists. When other cues were present some researchers 

found that price remained the dominant cue in forming perceptions of 

quality (Andrews and Valenzi 1971 and Cox 1979) • Others found that 

price declines in importance and its impact on quality perceptions 

may become insignificant (Jacoby, Olson and Haddock 1971 and Olson 

and Jacoby 1972). 

Due to the inconsistency of the results of multi-cue studies 

concerning the price-perceived quality relationship, it was concluded 

that a uniform price-perceived quality relationship does not exist. 

However, it was concluded that price is often used as an indicator 

of perceived quality under the following experimental conditions which 

may or may not be present in real-life shopping situations: (1) in 

situations of high risk and low self-confidence, (2) in the absence 

of other product cues, and (3) in certain durable product categories 

such as apparel. From the available research, it may be generalized 
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that some consumers form perceptions of quality for some products on 

the basis of price. 

The Brand-Perceived Quality Relationship 

Research involving multi-cue studies concerning the price-

perceived quality relationship led to the formation of the 'brand-

perceived quality relationship'. These studies were designed to test 

the effect of brand name on consumers' perceptions of product quality. 

Some studies have found brand name to be more important than 

the price cue in a consumer's perception of product quality. One 

study revealed that a designer-label necktie was perceived to be of 

higher quality than a non-designer-label necktie. Moreover, subjects 

who were more fashion-conscious were willing to pay a higher price 

for the same necktie when it was perceived to be a designer-label 

necktie (Holstius 1983)• 

Another study discovered that for durable products such as 

apparel, consumers would choose a brand name product over a non-brand 

name product, regardless of price (Clark and Venkataraman 1979)- One 

study suggests that a positive brand-perceived quality relationship 

has replaced the positive price-perceived quality relationship of 

earlier studies (Gardner 1970). 

Other multi-cue studies found that brand name does not have 

greater importance than the price cue in a quality perception, but 

rather serves to enhance the effect of price on quality perception. 

Interaction effects between brand name and price suggest that as brand 

familiarity increases, the price cue has a less powerful effect on 



a quality perception (Monroe, Delia Bitta and Downey 1977» Raju 1977» 

Wheatley, Walton and Chiu 1977)• 

Research has not confirmed whether consumers utilize the 

designer-label/brand name characteristic to a greater extent than 

the price characteristic in forming a quality perception. However, 

the combined research of multi-cue studies strongly suggests that 

3 brand name can influence a consumer's perception of quality. 

The Relationship of Intrinsic 
Product Characteristics to Perceived Quality 

Ten intrinsic product characteristics related to apparel have 

been identified for the purposes of this research, namely, style/fash-

ionability, design details, construction techniques, fiber/fabric con

tent, color, durability, versatility, comfort, fit and ease of care. 

These intrinsic characteristics of apparel are cited by several coop

erative extension services in the United States as quality standards 

for ready-to-wear apparel (Hackler 1979 and Ehl 1980). 

Early quality perception studies suggested that consumers' 

quality perceptions are strongly affected by extrinsic product charac

teristics such as price and designer-label/brand name (McConnel 1968, 

Stafford and Enis 1969)• Later research proposed that intrinsic pro

duct characteristics have powerful effects on consumers' perceptions 

of quality (Olson and Jacoby 1972). 

3. For research dealing with differences in consumers' per
ceptions of quality of name brands and generic brands see the follow
ing: Bellizzi, Krueckeberg, Hamilton and Martin 1981, Hawes 1982, 
Reidenbach 1983 * and Applebaum and Goldberg 1967-
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In order to test the hypothesis that intrinsic product charac

teristics have a greater impact on perceptions of quality than extrin

sic (price) characteristics, several multi-cue studies were undertaken 

which manipulated intrinsic cues while testing for the price-perceived 

quality relationship. Several of these studies found intrinsic cues 

to have significant effects on consumers' perceptions of quality, 

while the extrinsic (price) cue did not (Jacoby, Olson and Haddock 

1971. Rao 1971. Szybillo and Jacoby 197̂ . Pincus and Waters 1975 and 

Peterson 1970). Only one of these studies found the extrinsic (price) 

cue to have significant effects on consumers' perceptions of quality, 

while the intrinsic cues did not (Valenzi and Eldridge 1973)• Based 

on the results of these studies, it may be hypothesized that intrinsic 

characteristics are likely to have a greater impact on consumers' 

perceptions of quality than extrinsic characteristics. 

Some research suggests the existence of interaction effects 

between intrinsic and extrinsic product characteristics. These studies 

found that extrinsic characteristics such as price may serve to enhance 

or disenhance intrinsic characteristics in the formation of a consum

er's perception of quality (Andrews and Valenzi 1971. Jacoby, Olson 

and Haddock 1971» Stafford and Enis 19̂ 9» Monroe, Delia Bitta and 

Downey 1977» Olson 1977» Wheatley and Chiu 1977 and Wheatley, Chiu 

and Goldman 1981). 

While most of the research suggests that intrinsic and extrin

sic characteristics do interact in their contribution to a consumer's 

perception of product quality, it has not confirmed the extent to which 
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one type of characteristic has a greater influence than the other on 

a consumer's perception of quality. 

The Relationship of Consumer 
Characteristics to Perceived Quality 

Extensive research has dealt with the effects of intrinsic 

and extrinsic product characteristics on perceived quality, but little 

research has addressed the relationship between consumer characteristics 

and perceived quality. Some research does suggest that consumers are 

not homogeneous with respect to their perceptions of product quality. 

Consumer characteristics have been found to affect the extent to which 

consumers utilize extrinsic and intrinsic product characteristics to 

form overall impressions of quality (Darden and Schwinghammer 1985)• 

For example, certain consumers rely on the extrinsic charac

teristic, price, to form their perceptions of quality. Individuals 

with lower educational levels were found to rely on price as an indica

tor of quality more often than better educated individuals (Shapiro 

1973 and Tull 1964). Income level influences consumers' perceptions 

of quality as well. Higher-income was found to be associated with 

perceptions of higher quality (Wheatley and Chiu 197?)- Subjects 

with higher incomes were found to utilize the price cue in judging 

quality more than subjects with low incomes (French, Williams and 

Chance 1972). In addition, higher-income individuals were found to 

prefer a high-priced product over a similar low-priced product 

(Venkataraman I98I) .  

Research needs to go beyond differences in consumers' util

ization of the price cue in forming perceptions of quality. Because 
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consumers are differentially socialized, it is reasonable to question 

whether consumers' perceptions of quality differ on the basis of their 

particular demographic and psychographic characteristics. 

Background on the Off-Price Fashion Store 

Off-price fashion stores originated in the early 1970s and 

were designed to fill a marketing void that fell between high-priced 

department and specialty stores and discount operations (Rogers 1983). 

Off-price is thought to be one of the most important retailing trends 

today and it is expected to grow faster and to generate more profits 

than any new retailing concept (Bivins 1983)• In 1983» off-price 

retailing held a six percent market share and at a twenty-five percent 

annual growth rate, nine and twelve percent market shares are projected 

for 1986 and 1988, respectively (Courtless 1984). 

The acceleration of off-price retailing may be attributed 

to both environmental and corporate developmental factors. Such factors 

include the following: (1) the increasing number of quality-conscious 

consumers, (2) the overcapacitated apparel industry, (3) the overempha

sis of 'sale' merchandise by conventional retailers, (4) the widespread 

acceptance of designer-label/brand name apparel, (5) the availability 

of large amounts of low rent retail space, and (6) the maturity and 

saturation of the discount store and regional mall specialty stores 

(Sweeney 1983)• 

Off-price retailing is indeed a unique marketing strategy 

unlike conventional retail operations. The off-price merchandising 

concept is administered by means of cut-rate buying procedures, low 

mark-ups, low operating costs and specific merchandise assortments. 
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These characteristic philosophies set the off-price fashion store 

apart from any form of conventional retailing. 

Summary of Review of Literature 

Perceived quality is a relative concept that differs between 

judges (consumers). Quality perception studies have concluded that 

consumers' perceptions of quality are based on both extrinsic and 

intrinsic product characteristics. Early single-cue studies were 

centered on the extrinsic characteristic, price, and proposed that 

a positive price-perceived quality relationship exists. Later, multi-

cue studies suggested that the extrinsic characteristic, designer-

label/brand name, had a positive effect on perceived quality. Due 

to the inconsistencies of these studies, researchers concluded that 

a uniform price-perceived quality relationship does not exist and 

that perhaps rather than dominate the price cue, brand name may inter

act with it to form a quality perception. 

Further research into the issue of perceived quality revealed 

that intrinsic characteristics of a product may interact with extrinsic 

characteristics to form consumers' perceptions of product quality. In 

addition, some studies proposed that consumer characteristics affect 

consumers' reliance on intrinsic and extrinsic product characteristics 

in forming quality perceptions. 

4. For more information on off-price retailing see the follow
ing: Haueisen 1984, Barmash 1981, Buff 1983> Lâ gay 1983, Lagnado 1983. 
Paikert 1982 and Spalding 1983. 



In short, research has ascertained few absolutes in the issue 

of perceived quality in terms of how and when consumers utilize various 

extrinsic and intrinsic product characteristics to form perceptions of 

quality. Future research needs to go beyond experimental exploration 

of perceived quality to clarify relationships between product charac

teristics, consumer characteristics and perceived quality. 



CHAPTER 3 

METHODOLOGY OF RESEARCH 

Research Design and Research Objectives 

A descriptive survey was developed to measure the four research 

objectives identified as follows: (1) to compare consumers' satisfac

tion with extrinsic and intrinsic characteristics of designer-label/ 

brand name apparel at off-price fashion stores to that of conventional 

retail stores including discount, national chain, department and spe

cialty stores, (2) to compare consumers' satisfaction with extrinsic 

and intrinsic characteristics of designer-label/brand name apparel at 

off-price fashion stores to that of non-designer-label/non-brand name 

apparel at off-price fashion stores, (3) to compare the demographic 

and psychographic characteristics of consumers having 'high' and 'low' 

quality perceptions of designer-label/brand name apparel at off-price 

fashion stores, and (4) to assess the relative importance of extrinsic 

and intrinsic characteristics in determining consumers' perceptions 

of quality of apparel. The methodology for the research was developed 

according to Mail and Telephone Surveys; the Total Design Method 

(Dillman 1978). 

Subject Selection 

The survey used female consumers over the age of 18 as subjects. 

Based on demographic profiles of off-price fashion store customers, the 

16 
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typical off-price consumer is a female over the age of 18. The off-

price fashion stores used as examples in this survey do not carry mer

chandise assortments for male consumers to a large extent. For these 

reasons, female consumers were used as subjects in the survey. 

Selection of Sampling Area 

The sample of subjects for the survey was drawn from the 

'85711' zip code area of Tucson, Arizona. The boundaries of this 

area are identified in Figure 1. 
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Figure 1. Boundaries of the Sampling Area 
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The '85711' zip code area is bordered by Speedway Boulevard on the 

north, 32nd Street and Golf Links Road on the south, Alvemon Way on 

the west and Wilmot Road on the east. The addresses included in this 

zip code area are within the ranges of 3900 East to 63OO East and 1100 

North to 2600 South. 

The '85711' zip code area was chosen as the sampling area for 

several reasons. First, the '85711' zip code area is centrally located 

in terms of the locations of the retail stores used as examples in the 

survey. The locations of these stores are identified in Figure 2. 

N 

W 

Speedway I 

6 3 

Broadway I 

boulevard 

8 

boulevard 

2 9 

5 

3 -a 
S 8 
g " 

3' 1 

22nd Stree c+
 

I—*
 

Cr
ay
cr
of
t 
Ro
ad
 

-0
 

Wi
lm
ot
 R
oa
d 

"S CO 
a 

$ 

10 

-p
-

Pa
nt
an
o 
Ro
ad
 

Figure 2. Locations of Retail Stores in Relation to Sampling Area 

Store 1 (Fashion Gal), store 2 (Clothestime), store 3 (Picadilly), 

store 4 (J. Brannam) and store 5 (Fashion Gal) are the off-price fashion 

stores used as examples in the survey. El Con Mall is designated as 
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location 6 and contains Levys, Goldwaters, Montgomery Ward and J.C. 

Penney which are used as examples of department stores and national 

chain stores, respectively. Also contained within El Con Mall are 

the specialty stores Casual Corner, Brooks, The Limited and The Gap 

which are used as examples in the survey. Park Mall is designated 

as location 7 and contains Diamonds, The Broadway and Sears which are 

used as examples of department stores and a national chain store, 

respectively. In addition, Park Mall contains second locations of 

Casual Corner, The Limited and the Gap. Store 8 (Target), store 9 

(KMart) and store 10 (FedMart) are used as examples of discount stores 

in the survey. 

This geographic area was chosen for the survey based on sever

al considerations. First, research suggests that persons living in 

close proximity to a designated store will patronize that store on 

occassion (Nevin and Houston 1980). The 'Huff Gravity Model' proposes 

that the utility of a store is dependent on the size of the store and 

the distance separating consumers from the store. The drawing power 

exercised on consumers is inversely related to a consumer's distance 

from the store (Huff 1962). Therefore, it is theorized that the closer 

a consumer is to a given store, the more likely he/she is to be familiar 

with that store. 

The second reason why the '85711' zip code area was chosen 

as the sampling area for the survey is because it is located within a 

highly competitive business zone. The '85711' zip code area is border

ed by two regional shopping malls which consist of numerous specialty 

stores, department stores and national chain stores. In addition, 
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five off-price fashion stores are located within or near the '85711' 

zip code area. Three major discount stores are also located within 

or near this zip code area. 

This competitive business zone operates on the principle of 

comparison shopping which theorizes that consumers will engage in com

parison shopping practices when numerous shopping alternatives exist 

(Davidson, Sweeney and Stampfl 1984). Comparison shopping practices 

lead to increased familiarity with stores; therefore, subjects within 

the sampling area should be familiar with the retail stores used as 

examples in the survey. 

Finally, the '85711' zip code area was chosen as the sampling 

area for the survey because of the diversified demogrpahic character

istics of its residents. Median annual income levels within this zip 

code area range from $12,038 to $21,157 (Census Tracts 1980). The 

largest percentage of residents in the area are within the age range 

of 18 to 3̂ - years (44 percent); most female heads of household are 

employed full-time (46 percent), while a substantial percentage are 

housewives (25 percent) (Tucson Trends 1984). It was necessary for the 

survey sample to consist of subjects with varying demographic character

istics in order for it to be representative of more than one type of 

consumer. 

Sampling Technique 

A stratified systematic sampling technique was used to obtain 

the sample for the survey. The following steps were used to obtain the 

sample: (1) using the 1983 Tucson City Directory, a listing of all 
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streets within the '85711' zip code area of Tucson, Arizona was obtained, 

(2) only those entries with addresses within the ranges of 3900 East to 

63OO East and 1100 North to 2600 South were listed in order to comply 

with the '85711' zip code boundaries, (3) ineligible elements (businesses 

and households not having a female consumer over the age of 18) were 

excluded from the listing, (4) subjects were cross-referenced from the 

street listings section of the directory to the alphabetical resident 

listings section of the directory to ensure that a female consumer over 

the age of 18 lived in the household, (5) a random start began the 

selection process and a sampling interval of 22 was used (this was an 

adjusted figure based on an estimated number of ineligible elements 

in the list) (Sudman 1976), and (6) the selection process continued 

until a sample of 500 households with female subjects was obtained 

(these were the households to which the survey was addressed). 

The Research Instrument 

A self-administered questionnaire was mailed to each subject 

in the sample. The quesionnaire was divided into five sections iden

tified as follows: (l) consumer attitudes toward the quality of apparel, 

(2) comparisons of consumers' quality perceptions of apparel at fashion 

stores, (3) consumer shopping habits, (4) comparisons of consumers' 

quality perceptions of designer-label/brand name apparel and non-designer-

label/non-brand name apparel at off-price fashion stores, and (5) consum

er demographic profile. 

The questionnaire contained 132 items and consisted of multiple 

choice questions and 4-point scaled items (see Appendix A). The length 



of the questionnaire was six letter-size pages. The front page con

tained general information including a purpose statement and state

ment of consent to participate in the survey. Directions for completing 

the questionnaire were given at the beginning of each section of the 

questionnaire. 

The Pretest 

The questionnaire was pretested for feasibiity by administer

ing it to a small sample of fifty subjects obtained from the '85711' 

zip code area of Tucson, Arizona. Subjects were selected using a simple 

random sampling procedure. These subjects were excluded from the 

larger sampling of 500 subjects. 

Each subject was sent a questionnaire, cover letter and 

postage-paid return envelope at a first class postage rate. This pre

test consisted of a single mailing only; follow-up procedures were 

not used. The response rate for the pretest was 2k percent. This 

corresponded with the 25 percent expected return rate for a first 

mailing cited by 'the total design method1 (Dillman 1978). All of the 

returned questionnaires were completej therefore, it was assumed that 

directions were appropriate and the survey methodology was feasible. 

The questionnaire and cover letter were not modified in any way for 

the larger sampling of 500 subjects. 

Administering the Survey 

A questionnaire was mailed to each subject along with a cover 

letter and postage-paid return envelope. The cover letter explained 

the purpose of the survey as well as directions for completing and 



returning the questionnaire (see Appendix B). Cover letters were 

personalized with the subject's name, as well as the researcher's 

signature and the faculty advisor's signature. The initial mailing 

of 500 questionnaires was sent at a bulk postage rate using the Univer

sity of Arizona mailroom service. The response rate from the first 

mailing was 79 subjects (16 percent). 

Additional steps were taken to promote responses. Two weeks 

after the initial mailing a 'thank you/reminder' postcard was sent to 

all subjects (see Appendix C). Those who had already completed and 

returned the questionnaire were thanked for their participation; those 

who had not yet responded were reminded of the importance of their 

response and urged to reply. The postcard follow-up was sent at a 

bulk postage rate using the University of Arizona mailroom service. 

The response rate from the postcard follow-up was 33 subjects 

(7 percent). 

Two weeks after the postcard follow-up, a second questionnaire, 

cover letter and postage-paid return envelope were sent to those sub

jects who had not yet responded tothe survey (see Appendix D). This 

mailing was sent at a first class postage rate using the U.S. Post 

Office services. The response rate from the third mailing was 71 sub

jects (14 percent). Thus a minimum of six weeks was allowed for 

subjects to respond to the survey. 

There were twenty non-delivered questionnaires due to vacant 

addresses, which reduced the sample size to 480 subjects. The final 

response rate for the survey was I83 subjects (38 percent, based on 

the adjusted sample size). Although the 40 percent average response 
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rate cited in 'the total design method' (Dillman 1978) was not achieved, 

the 38 percent response rate was considered acceptable due to recent 

research which suggests that the 40 percent average response rate may 

be unrealistic: for survey research today (Marketing News 1985) • 

Questionnaires were monitored using a return rate graph which 

recorded the dates of the first and follow-up mailings and quantities 

returned for each mailing. Upon return, each questionnaire was checked 

for legitimacy. There were 169 usable questionnaires. 

Questionnaires were precoded using the edge-coding method for 

ease of data analysis. Data was cleaned and coded directly on the 

questionnaire. Data was entered from each questionnaire onto a micro

computer disk for storage. In order to maintain the accuracy of the 

entries, each case was verified using a 'List Cases' verification pro

cedure from the SPSS, or Statistical Package for the Social Sciences. 

Sample Representativeness 

In order to determine if the survey sample was representative 

of the survey population, a comparison of the demographic character

istics of survey respondents to the survey population (residents of 

the '85711' zip code area of Tucson, Arizona) was done. Table 1 reports 

the comparisons of demographic characteristics of the survey sample 

to the survey population. 

Several factors should be considered when interpreting the 

data reported in Table 1. First, since the survey sample consisted 

of female subjects, comparisons were based on demographic character

istics of female residents of the sampling area when possible. Second, 
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in order to describe the survey population in terms of the demographic 

characteristics age, education, marital status and ethnic affiliation 

the Census Tracts for Tucson, Arizona SMSA, 1980 was used. The U.S. 

Census Bureau divides the Tucson SMSA into numerous tracts, eight of 

which fall into the sampling area of this research ('85711' zip code 

area). The boundaries of the sampling area do not correspond exactly 

with the boundaries of the 8 census tracts; in the north the sampling 

area extends slightly beyond the boundaries of the census tracts. 

For this reason the demographic data obtained from the census tracts 

serve only as reasonable estimates of the survey population. 

Third, in order to describe the survey population in terms of 

the demographic characteristics income and employment status Tucson 

Trends 1984 was used. Tucson Trends studied the Tucson SMSA accord

ing to zip code area; therefore, the boundaries of the '85711' zip 

code area correspond exactly with the sampling area of this research. 

For this reason the demographic data obtained from Tucson Trends accur

ately describe the survey population. 

Finally, because the census tracts categorized demographic 

data differently than this research, some of the demographic compar

isons of the survey respondents to the survey population are not con

sistent (e.g., income ranges as compared to an income median and age 

46 years as compared to age 45 years). For all of these reasons, the 

demographic comparisons reported in Table 1 should be interpreted with 

caution. 
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Table 1. Representativeness of Survey Sample, Based 
Demographic Characteristics of Survey Respondents to 

on Comparison of 
Survey Population 

Demographic Characteristic 

Age 

Annual Household Income 

Education 

Employment Status 

Marital Status 

Ethnic Affiliation 

Survey Respondents Survey Population 

(Females) 
46+ years = 59% 

$10,000-30,000 = 52% 

(Females) 
High School = 54% 

College =31% 

(Females) 
Homemakers = 22% 
Employed 
Outside Home = 51% 

(Females) 
Married =73% 
Single = 27% 

(Females) 
White = 90% 

(Females) 
45+ years = 40% 

Median = $16,923 

(Males and Females) 
High School = 

College = 24% 

(Females) 
Homemakers = 25% 
Employed 
Outside Home = 46% 

(Females) 
Married = 50% 
Single = 24% 

(Females) 
White = 91% 

Table 1 shows that 59 percent of the survey respondents were 

over the age of 46 years, while 40 percent of the female residents in 

the survey population were over the age of 45 years (Census Tracts 

1980). The majority of survey respondents had total household incomes 

within the range of $10,000-30,000 per year, while the median income 

for all residents in the survey population was $16,923 (Tucson Trends 

1984). Most of the survey respondents had completed high school (54 

percent) and J1 percent had completed 4 or more years of college; jM-

percent of all residents in the survey population had completed high 

school and 24 percent had completed 4 or more years of college (Census 

Tracts I98O). Twenty-two percent of the survey respondents were home-

makers and 51 percent were employed outside of the home; 25 percent 



of the female residents in the survey population were homemakers and 

46 percent were employed outside of the home (Tucson Trends 1984). 

The majority of survey respondents were married (73 percent) and the 

remaining 27 percent were singlej 50 percent of the female residents 

of the survey population were married and 24 percent were single 

(Census Tracts 1980). In terms of ethnic affiliation, 90 percent of 

the survey respondents were white, while 91 percent of all residents 

in the survey population were white (Census Tracts 1980). 

Based on comparisons of demographic characteristics between 

survey respondents and female residents in the survey population, it 

is concluded that the survey sample was fairly representative of the 

survey population in terms of annual household income, employment sta

tus, marital status and ethnic affiliation. However, there was a 

considerably higher percentage of survey respondents over the age of 

46 years than female residents of the survey population over the age 

of 45 years (59 percent as compared to 40 percent). In addition, there 

was a higher percentage of survey respondents with a high school educa

tion than residents in the survey population with a high school education 

however, the former statistic is based on female residents, while the 

latter is based on both male and female residents of the survey popu

lation. Thus it appears that the survey sample is not representative 

of the survey population in terms of the demographic characteristics 

age and education. 



Data Analysis 28 

Data were analyzed using SPSS, Statistical Package for the 

Social Sciences. The analysis of the data used both descriptive and 

inferential statistics and the level of measurement was both nominal 

and ordinal in nature. To begin, general frequencies and measures of 

central tendency were computed for each question. 

Research objective 1 was first measured descriptively by 

assessing the frequencies of responses in both absolute and adjusted 

percentage forms. Consumers' satisfaction with each characteristic 

of apparel was compared across retail stores. Next, tests of statis

tical significance were done using the 'Wilcoxon Matched-Pairs Ranked-

Signs Test of Statistical Significance', to determine whether differ

ences in consumers' satisfaction were statistically significant between 

the off-price fashion store and each of the four conventional retail 

stores. 

Research objective 2 was measured in a manner similar to re

search objective 1. Consumers' satisfaction with each characteristic 

of designer-label/brand name apparel at off-price fashion stores was 

compared to that of non-designer-label/non-brand name apparel at off-

price fashion stores using absolute frequencies and adjusted percent

ages based on responses. The 'Wilcoxon Matched-Pairs Ranked-Signs 

Test of Statistical Significance' was done to determine whether differ

ences in consumers' satisfaction were statistically significant between 

labeled and non-labeled apparel at off-price fashion stores. 

Research objective 3 used absolute frequencies and adjusted 

percentages based on responses to descriptively compare the demographic 



and psychographic characteristics of 'high' and 'low' quality per-

ceivers of designer-label/brand name apparel at off-price fashion 

stores. Subjects were classified as either 'high' or 'low' quality 

perceivers based on their response to a question which asked them to 

rate the quality of designer-label/brand name apparel at off-price 

fashion stores. In addition, cross tabulations were done in order 

to compute 'Chi Square Tests of Statistical Significance' which deter

mined whether 'high' and 'low' quality perceivers were significantly 

different from each other on the basis of each demographic and psycho-

graphic characteristic. 

Research objective 4 used absolute frequencies and adjusted 

percentages based on responses in oirder to assess the relative impor

tance of various extrinsic and intrinsic characteristics of apparel 

in determining consumers' perceptions of quality. Each characteristic 

was given a numerical rank of importance which was derived from the 

number of subjects who considered the characteristic to be 'very impor

tant' in determining the quality of apparel (e.g., the characteristic 

that had the highest frequency of the 'very important' response was 

given a rank of '1'). 

Definitions of Terms 

Retail Stores Under Study 

1. Off-price fashion store- a retail establishment that sells limited 

categories of designer-label/brand name apparel at twenty to seventy-

five percent below normal retail prices (Rogers 1983); e.g., 'Fashion 

Gal', 'J. Brannam', 'Clothestime' and 'Picadilly'. 
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2. Department store- a retail establishment that employs at least 

25 persons and carries a wide variety of merchandise at normal retail 

prices (Jamow et al 1981); e.g., 'Levys', 'Diamonds', 'The Broadway' 

and 'Goldwaters'. 

3. National chain store- a group of retail establishments centrally 

owned, merchandised and controlled which handles uniform merchandise 

and sells it at normal retail prices (Jamow et al 1981); e.g., 'Sears', 

'J.C. Penney' and 'Montogmery Ward'. 

4. Specialty store- a retail establishment that either deals in one 

category of merchandise or specializes in related categories of merch

andise and sells tham at normal retail prices (Jarnow et al 1981); 

e.g., 'Casual Corner', 'The Gap', 'The Limited' and 'Brooks'. 

5. Discount store- a retail establishment that utilizes expense-saving 

techniques in order to sell merchandise at less than normal retail 

prices (Jarnow et al 1981); e.g., 'KMart', 'Target' and 'FedMart'. 

Extrinsic Characteristics of Apparel 

1. Brand name- the nationally-recognized name given to a product by 

its manufacturer which makes it distinct; e.g., 'Levis' or 'Lee'. 

2. Designer-label- the label attached to a product which affiliates 

it with the designer; e.g., 'Calvin Klein' or 'Gloria Vanderbilt'. 

3. Price- the monetary expense required for an individual to purchase 

a product. 

Intrinsic Characteristics of Apparel 

1. Style/fashionability- the characteristic(s) of an apparel item 

that distinguishes it from other apparel items of the same category 
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(Jamow et al 1981); e.g., a 'bell bottom' is a style of pants. 

2. Design details- the individual variations within a particular 

style of apparel that make it unique from other styles (Jarnow et al 

1981); e.g., contrasting stitching. 

3. Construction techniques- the characteristics that indicate the 

workmanship used to assemble the parts of an apparel itemj e.g., 

stitch length. 

4. Fiber/fabric content- the type of fiber (e.g., cotton or polyester) 

and the method of fabric construction (e.g., plain weave or double 

knit) used in an apparel item. 

5- Color- the hue, value and intensity of an apparel item. 

6. Durability- the ability of an apparel item to withstand a normal 

amount of wear over time. 

7. Versatility- the ability of an apparel item to adapt to other 

forms or styles of apparel. 

8. Comfort- the individual sensation related to thermal factors, 

design, fit and fabrication of an apparel item. 

9. Fit- the combination of line, ease, balance and overall smooth

ness of an apparel item when placed on the body. 

10. Ease of care- the maintenance and serviceability characteristics 

of an apparel item; e.g., 'dry clean only'. 

Composites of Extrinsic and Intrinsic Characteristics of Apparel 

1. Value for the money- the ability of an apparel item to provide 

the appropriate balance of extrinsic and intrinsic characteristics 

as perceived by the individual (Reynolds and Jamieson 1985). 



32 

2. Overall quality- the ability of an apparel item to provide all 

of the extrinsic and intrinsic characteristics that are important as 

perceived by the individual. 

Assumptions of the Research 

1. It is assumed that respondents will be familiar with the designer-

label/brand name apparel at each type of retail store under study, due 

to the proximity of the store to the sampling area. 

2. It is assumed that respondents will judge apparel quaity utilizing 

similar definitions of the extrinsic and intrinsic characteristics 

of apparel as defined in the research methodology. 

3. It is assumed that the local examples of retail stores under study 

are representative of specialty stores, department stores, national 

chain stores, discount stores and off-price stores. 

4. It is assumed that consumers' satisfaction with various extrinsic 

and intrinsic characteristics of apparel will indicate their perceptions 

of quality of apparel, as supported by the definition of 'perceived 

quality' (Monroe and Krishnan 1985)• 

Limitations of the Research 

1. The results of this survey are limited to the perceptions of 'white' 

female consumers over the age of 18 years, with middle-class socio

economic status, residing in a select zip code area of Tucson, Arizona; 

therefore, the results of this survey are not representative of all 

consumers in all geographic area of the United States. 

2. The results of this survey are limited to consumers' perceptions 

of the quality of apparel at one type of off-price fashion store; the 



four local examples of off-price fashion stores given in the survey 

may be classified as 'low end' off-price fashion stores between 2000 

and 10,000 square feet and offering one to three classes of merchan

dise) therefore, the results of this survey are not representative 

of all types of off-price fashion stores. 



CHAPTER 4 

PRESENTATION OF DATA AND DISCUSSION 

In the following paragraphs the results of the survey will 

be reported in relation to each of the four research objectives. 

Discussion of the data will include a summary of the research find

ings with conclusions related to each research objective. 

Report of Findings for Research Objective 1 

Research Objective Is To compare consumers' satisfaction with extrin

sic and intrinsic characteristics of designer-label/brand name apparel 

at off-price fashion stores to that of conventional retail stores 

including discount, national chain, department and specialty stores. 

In order to compare consumers' satisfaction with each charac

teristic of apparel at off-price vs. conventional retail stores, fre

quency distributions were computed, based on the number of subjects 

'very satisfied', 'satisfied', 'somewhat satisfied' or 'not satisfied' 

with a given apparel characteristic at a given retail store. See 

Appendix E for the raw data for these comparisons. To simplify inter

pretation of these data, the 'very satisfied' and 'satisfied' responses 

were combined to form a 'satisfied' measure; Table 2 reports this 

summarized data. Tables 3-6 report statistical tests of off-price vs. 

each conventional retail store using the raw data reported in Appendix 

E and the 'Wilcoxon Matched-Pairs Ranked-Signs Test of Statistical 

Significance'. 

34 
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Table 2. Summary of Data from Research Objective 1 

Percent of Subjects Satisfied with Characteristic at: 
Off-price Discount National chain Department Specialty 
store store store store store 

Extrinsic 
Characteristics 

Designer-label/ 
brand name 33% 36% 71% 86% 87% 

Price 60% 67% 57% 49% 37% 

Intrinsic 
Characteristics 

Style/ 
fashionability 37% 39% 67% 

CO CO 

87% 

Design details 33% 35% 63% 85% oo
 

CO
 

Construction 
techniques 29% 30% 36% 

co 

83% 

Fiber/fabric 
content 41% 43% 64% OO

 
rv>

 $
 

CO 

Color 57% 63% 78% 89% 86% 

Durability 36% 39% 63% 82% 80% 

Versatility 41% 42% 58% 76% 77% 

Comfort 54% 54% 74% 90% 91% 

Fit 36% 39% 69% OO
 

88% 

Ease of care 55% 56% 71% 77% CK
 

OO
 

Composites of 
Extrinsic and 
Intrinsic 
Characteristics 

Value for 
the money 47% 52% 62% 66% 55% 

Overall 
quality 34% 37% 64% 89% 90% 
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Table 3- Significant Differences in Satisfaction with Apparel 
Characteristics at Off-Price Stores and Discount Stores, Based on 
Wilcoxon Matched-Pairs Rariked-Signs Test of Significance 

Z value Probability value 

Extrinsic Characteristics 

Designer-label/brand name • 387 .699 

Price .894 • 371 

Intrinsic Characteristics 

Style/fashionability 1.395 .163 

Design details 1.600 .110 

Construction techniques 1.305 .192 

Fiber/fabric content 1.620 .105 

**Color 2.̂ 75 **.013 

Durability .966 •334 

Versatility 1.822 .068 

Comfort 1.844 .065 

Fit 1.547 .122 

-"-Ease of care 1.924 *.054 

Composites of Extrinsic and 
Intrinsic Characteristics 

*Value for the money 1.925 -"-.054 

Overall Quality 1.748 .080 

*P £ 0.05 
**P £ 0.01 
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Table 4. Significant Differences in Satisfaction with Apparel 
Characteristics at Off-Price Stores and National Chain Stores, Based 
on Wilcoxon Ivlatched-Pairs Ranked-Signs Test of Significance 

Z value Probability value 

Extrinsic Characteristics 

***Designer-label/brand name 6.292 -"-"-"-.000 

Price 1.793 .073 

Intrinsic Characteristics 

***Style/fashionability 5-923 #**.000 

***Design details 6.3̂ 5 ***.000 

^̂ Construction techniques 6.360 ***.000 

'•'""Tiber/fabric content 6.323 ***.000 

•"•-"•••'•Color 5.245 ***.000 

-"-̂ -"-Durability 6.340 ***.000 

-"-̂ -"'Versatility 5.019 ***.000 

***Comfort 6.066 ***.000 

7.019 

0
 
0
 
0
 

***Ease of care 5.000 ***.000 

Composites of Extrinsic and 
Intrinsic Characteristics 

-*-*Value for the money 2.404 **.016 

***0verall quality 7.319 ***.000 

**P ̂  0.01 
***p £ 0.001 
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Table 5* Significant Differences in Satisfaction with Apparel 
Characteristics at Off-Price Stores and. Department Stores, Based 
on Wilcoxon Matched-Pairs Ranked-Signs Test of Significance 

Z value Probability value 

Extrinsic Characteristics 

-"-̂ ---Designer-label/brand name 7-730 ***.000 

•H'Price 2.822 -"*.005 

Intrinsic Characteristics 

***Style/fashionability 7.802 -"-"-*.000 

•"-"-"•Design details 7.988 *-"-"-.000 

/"-"-"-Construction techniques 8.198 

0
 
0
 
0
 

*1' J, 

***Fiber/fabric content 7.098 ***.000 

-:f*-»Color 6.104 **-"-.000 

***Durability 7.712 ***.000 

-̂ -"""-Versatility 6.569 ***.000 

***Comfort 6.909 ***.000 

8.091 ***.000 

***Ease of care 3.786 

0
 
0
 
0
 • 

J-

Composites of Extrinsic and 
Intrinsic Characteristics 

-"-"''Value for the money 2.988 **.003 

-:HK:-overall quality 8.582 ***.000 

* *P  <0 .01  
***p < 0.001 
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Table 6. Significant Differences in Satisfaction with Apparel 
Characteristics at Off-Price Stores and Specialty Stores, Based on 
Wilcoxon Matched-Pairs Ranked-Signs Test of Significance 

Z value Probability value 

Extrinsic Characteristics 

•"-"'•"-Designer-label/brand name 7.460 ***.000 

-i(--:H:-prjLCe 5.140 ***.000 

Intrinsic Characteristics 

*''"•""-Style/fashionability 7.888 •"--"-*.000 

***Design details 8.304 

0
 
0
 
0
 • 

i'
i 

•"̂ Construction techniques 7-977 

O
 

O
 

O
 • 

•j
-

"T
-

***Fiber/fabric content 7.098 ***.000 

***Color 5.662 ***.000 

•'""'•Durability 7.333 ***.000 

*«*Versatility 6.142 

0
 
0
 
0
 

***Comfort 6.793 ***.000 

***Fit 7.849 ***.000 

"-'"•"Ease of care 2.381 

0
 
0
 
0
 • 

jl-

Composites of Extrinsic and 
Intrinsic Characteristics 

Value for the money .961 .336 

***0verall quality 7.811 ***.000 

**P <0.01 
#»»P £0.001 
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Consumers' Satisfaction with Extrinsic Apparel Characteristics 
Across Retail Stores 

First, consumers' satisfaction with the extrinsic apparel 

characteristics was compared across retail stores. Table 2 shows that 

33 percent of the subjects were satisfied with the 'designer-label/ 

brand name' characteristic of apparel at off-price stores; in compar

ison, 36, 71» 86 and 87 percent of the subjects were satisfied with 

this characteristic of apparel at discount, national chain, department 

and specialty stores, respectively. The differences between off-price 

stores and national chain, department and specialty stores were statis

tically significant (P£ 0.001). These results show that when compared 

to off-price stores, many more consumers were satisfied with the 

'designer-label/brand name' characteristic of apparel at off-price 

stores and discount stores. 

Next, is the key extrinsic characteristic 'price'. Table 2 

shows that 60 percent of the subjects were satisfied with this charac

teristic of apparel at off-price stores, while 67, 571 49 and 37 percent 

of the subjects were satisfied with this characteristic of apparel at 

discount, national chain, department and specialty stores, respectively. 

The differences between off-price stores and department and specialty 

stores were statistically significant (P < 0.01 and P ̂  0.001). These 

results show that an equal proportion of consumers were satisfied with 

the 'price' of apparel at off-price, discount and national chain stores. 

However, the proportion of consumers satisfied with the 'price' of 

apparel at department and specialty stores was significantly lower than 

for off-price stores. 
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Consumers' Satisfaction with Intrinsic Apparel Characteristic 
Across Retail Stores 

Next, consumers' satisfaction with the intrinsic characteristics 

of apparel was compared across retail stores. Table 2 shows that 37 

percent of the subjects were satisfied with the 'style/fashionability' 

characteristic of apparel at off-price stores, while 39> 67, 88 and 

87 percent of the subjects were satisfied with this characteristic of 

apparel at discount, national chain, department and specialty stores, 

respectively. Differences between off-price stores and national chain, 

department and specialty stores were ststistically significant (P 0.001). 

These results show that when compared to off-price stores, many more 

consumers were satisfied with the 'style/fashionability' of apparel 

at conventional national chain, department and specialty stores; an 

equal number of consumers were satisfied with this characteristic of 

apparel at off-price stores and discount stores. 

Table 2 shows that 33 percent of the subjects were satisfied 

with the 'design details' characteristic of apparel at off-price stores, 

while 35» 63, 85 and 88 percent of the subjects were satisfied with 

this characteristic of apparel at discount, national chain, department 

and specialty stores, respectively. Differences between off-price and 

national chain, department and specialty stores were statistically 

significant (P 5 0.001). These results show that in comparison to off-

price stores, many more consumers were satisfied with the 'design details' 

of apparel at conventional national chain, department and specialty 

stores; an equal number of consumers were satisfied with this charac

teristic of apparel at off-price stores and discount stores. 
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Table 2 shows that 29 percent of the subjects were satisfied 

with the ' construction techniques' of apparel at off-price stores, 

while 30, 36, 83 and 83 percent of the subjects were satisfied with 

this characteristic of apparel at discount, national chain, depart

ment and specialty stores, respectively. Differences betweeen off-price 

stores and national chain, department and specialty stores were statis

tically significant (P — 0.001). These results show that in comparison 

to off-price stores, many more consumers were satisfied with the 

'construction techniques' of apparel at conventional national chain, 

department and specialty stores; an equal number of consumers were 

satisfied with this characteristic of apparel at off-price stores and 

discount stores. 

Table 2 shows that 41 percent of the subjects were satisfied 

with the 'fiber/fabric content' of apparel at off-price stores, while 

43, 64, 82 and 84 percent of the subjects were satisfied with this 

apparel characteristic at discount, national chain, department and 

specialty stores, respectively. Differences between off-price stores 

and national chain, department and specialty stores were statistically 

significant (P < 0.001). These results show that in comparison to 

off-price stores, many more consumers were satisfied with the 'fiber/ 

fabric content' of apparel at conventional national chain, department 

and specialty stores; an equal number of consumers were satisfied with 

this characteristic of apparel at off-price stores and discount stores. 

Table 2 shows that 57 percent of the subjects were satisfied 

with the 'color' of apparel at off-price stores, while 63, 78, 89 and 

86 percent of the subjects were satisfied with this characteristic of 
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apparel at discount, national chain, department and specialty stores, 

respectively. Differences between off-price stores and discount stores 

were statistically significant (Pfr 0.05) as were differences between 

off-price stores and national chain, department and specialty stores 

(P — 0.001). These results show that in comparison to off-price stores, 

many more consumers were satisfied with the 'color1 of apparel at all 

conventional retail stores. 

Table 2 shows that 36 percent of the subjects were satisfied 

with the 'durability' of apparel at off-price stores, while 39» 63, 

82 and 80 percent of the subjects were satisfied with this apparel 

characteristic at discount, national chain, department and specialty 

stores, respectively. Differences between off-price stores and national 

chain, department and specialty stores were statistically significant 

(P- 0.001). These results show that in comparison to off-price stores, 

many more consumers were satisfied with the 'durability' of apparel at 

conventional national chain, department and specialty stores; an equal 

number of consumers were satisfied with this characteristic of apparel 

at off-price stores and discount stores. 

Table 2 shows that 41 percent of the subjects were satisfied 

with the 'versatility' of apparel at off-price stores, while 42, 58, 76 

and 77 percent of the subjects were satisfied with this characteristic 

of apparel at discount, national chain, department and specialty stores, 

respectively. Differences between off-price stores and national chain, 

department and specialty stores were statistically significant (PS0.001). 

These results show that in comparison to off-price stores, many more con

sumers were satisfied with the 'versatility' of apparel at conventional 



national chain, department and specialty stores; an equal number of 

consumers were satisfied with this characteristic of apparel at off-

price stores and discount stores. 

Table 2 shows that 5̂  percent of the subjects were satisfied 

with the 'comfort' of apparel at off-price stores, while 7̂ » 90 

and 91 percent of the subjects were satisfied with this characteris

tic of apparel at discount, national chain, department and specialty 

stores, respectively. Differences between off-price stores and na

tional chain, department and specialty stores were statistically 

significant 0.001). These results show that in comparison to 

off-price stores, many more consumers were satisfied with the 'comfort' 

of apparel at conventional national chain, department and specialty 

stores; an equal number of consumers were satisfied with this charac

teristic of apparel at off-price stores and discount stores. 

Table 2 shows that 36 percent of the subjects were satisfied 

with the 'fit' of apparel at off-price stores, while 391 69, 85 and 

88 percent of the subjects were satisfied with this characteristic 

of apparel at discount, national chain, department and specialty 

stores, respectively. Differences between off-price stores and nation

al chain, department and specialty stores were statistically signifi

cant (P̂ 1 0.001). These results show that in comparison to off-price 

stores, many more consumers were satisfied with the 'fit' of apparel 

at conventional national chain, department and specialty stores; an 

equal number of consumers were satisfied with the 'fit' of apparel at 

off-price stores and discount stores. 
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Table 2 shows that 55 percent of the subjects were satisfied 

with the 'ease of care' of apparel at off-price stores, while 56, 71, 

77 and 68 percent of the subjects were satisfied with this charac

teristic of apparel at discount, national chain, department and spe

cialty stores, respectively. Differences between off-price stores 

and national chain, department and specialty stores were statistically 

significant (P — 0.001) as were differences between off-price stores 

and discount stores (P £ 0.05). These results show that in compar

ison to off-price stores, many more consumers were satisfied with the 

'ease of care' of apparel at all conventional retail stores. 

Consumers' Satisfaction with Composites of Extrinsic and Intrinsic 
Apparel Characteristics Across Retail Stores 

Finally, consumers' satisfaction with the composites of 

extrinsic and intrinsic characteristics of apparel was compared across 

retail stores. Table 2 shows that 47 percent of the subjects were 

satisfied with the 'value for the money' of apparelat off-price stores, 

while 52> 62, 66 and 55 percent of the subjects were satisfied with 

this characteristic of apparel at discount, national chain, depart

ment and specialty stores, respectively. Differences between off-price 

stores and specialty stores were statistically significant (Pi 0.05) 

as were differences between off-price stores and national chain and 

department stores (P - 0.01). However, differences between off-price 

stores and specialty stores were not statistically significant. These 

results show that in comparison to off-price stores, many more consumers 

were satisfied with the 'value for the money' of apparel at conventional 

discount, national chain and department stores; an equal number of 
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consumers were satisfied with the 'value for the money' of apparel 

at off-price stores and specialty stores. 

Table 2 shows that 34 percent of the subjects were satisfied 

with the 'overall quality* of apparel at off-price stores, while 

37i 64, 89 and 90 percent of the subjects were satisfied with the 

'overall quality' of apparel at discount, national chain, department 

and specialty stores, respectively. Differences between off-price 

stores and national chain, department and specialty stores were sta

tistically significant (P"S 0.001). These results show that in com

parison to off-price stores, many more consumers were satisfied with 

the 'overall quality' of apparel at conventional national chain, 

department and specialty stores; an equal number of consumers were 

satisfied with the 'overall quality' of apparel at off-price stores 

and discount stores. 

Summary of Findings and 
Conclusions for Research Objective 1 

Frequency distributions reported in Table 2 and statistical 

tests reported in Tables 3-6 reveal that consistently many more con

sumers were satisfied with nearly all characteristics of apparel at 

conventional national chain, department and specialty stores than at 

off-price stores. 'Price' was the only characteristic of apparel 

that more consumers were satisfied with at off-price stores than at 

conventional department and specialty stores. Differences in consum

ers' satisfaction with the 'price' of apparel were not statistically 

significant between off-price stores and discount stores, nor were 

differences in satisfaction with 'price' statistically significant 
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between off-price stores and national chain stores. Differences 

in consumers' satisfaction with the characteristic 'value for the 

money' were not statistically significant between off-price stores 

and specialty stores. 

Of the four conventional retail stores the discount store 

was consistently similar to the off-price store in terms of the 

number of consumers satisfied with a given characteristic of apparel. 

Table 3 reveals that only differences in consumers' satisfaction with 

the characteristics 'color1, 'ease of care' and 'value for the money' 

were statistically significant between off-price and discount stores 

(levels range from P •£ 0.05 to P i 0.01). 

These reuslts support the conclusion that, with the exception 

of the extrinsic characteristic 'price', more consumers were satisfied 

with all characteristics of apparel at conventional national chain, 

department and specialty stores than at off-price stores. More spe

cifically, off-price stores appear to be successful at satisfying 

consumers in terms of low prices; however, they do not seem to be 

successful at satisfying consumers with designer-labels and brand 

names. This finding contradicts the off-price store's philosophy of 

providing consumer satisfaction via designer-label/brand name apparel 

and low prices, as they appear to be satisfying consumers with low 

prices only. 

Furthermore, these results support the conclusion that 

consumers are similarly satisfied with the characteristics of apparel 

at off-price stores and discount stores. This finding suggests that, 

rather than filling a marketing void between low-priced discount 
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operations and high-priced department and specialty stores, off-price 

stores are instead viewed by consumers as a form of retailing undis

tinguished from discount operations. 
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Report of Findings for Research Objective 2 

Research Objective 2: To compare consumers' satisfaction with extrinsic 

and intrinsic characteristics of designer-label/brand name apparel at 

off-price fashion stores to that of non-designer-label/non-brand name 

apparel at off-price fashion stores. 

In order to determine consumers' satisfaction with each charac

teristic of designer-label/brand name (BN/L) apparel and non-designer-

label/non-brand name (UNB) apparel at off-price stores, frequency dis

tributions were computed, based on the number of subjects 'very satisfied', 

'satisfied', 'somewhat satisfied' and 'not satisfied' with a given 

characteristic of apparel. See Appendix F for the raw data from research 

objective 2 in tabular form. To simplify interpretation of these data, 

the 'very satisfied' and 'satisfied' responses were combined to form a 

'satisfied' measure. Table 7 reports this summarized data. Table 8 

reports statistical tests of 'UNB' vs. 'BN/L' apparel at off-price stores 

using the raw data reported in Appendix F and the 'Wilcoxon Matched-Pairs 

Ranked-Signs Test of Statistical Significance'. 
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Table 7- Summary of Data from Research Objective 2 

Percent of Subjects Satisfied with Characteristic of: 
'BN/L' Apparel at 'UNE' Apparel at 
Off-Price Stores Off-Price Stores 

Extrinsic Characteristic 

Price 60% ON
 

Intrinsic Characteristics 

Style/fashionability 37% 66% 

Design details 33% 47% 

Construction techniques 29% 

CO 

Fiber/fabric content 4l % 46% 

Color 57% ON
 

CO
 

Durability 36% 50% 

Versatility 41% 53% 

Comfort 53% 63% 

Fit 36% 50% 

Ease of care 55% 62% 

Composites of Extrinsic 
and Intrinsic Characteristics 

Value for the money 47% 54% 

Overall Quality 34% 44% 
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Table 8. Significant Differences in Satisfaction with Characteristics 
of 'BN/L' Apparel and. 'UNB' Apparel at Off-Price Stores, Based on 
Wilcoxon Matched-Pairs Ranked-Signs Test of Signficance 

Z value Probability value 

Extrinsic Characteristic 

Price .08 •94 

Intrinsic Characteristics 

***Style/f ashionability 1.24 ***.000 

***Design details 3-45 ***.001 

-̂""Construction techniques 2.51 **.012 

Fiber/fabric content 1.41 • 159 

*Color 2.30 *.022 

**Durability 3.02 **.003 

•̂̂ Versatility 2.93 

0
 
0
 

jl> 
•A

r 

Comfort 1.53 .126 

*Fit 2.35 *.02 

Ease of care • 83 .41 

Composites of Extrinsic and 
Intrinsic Characteristics 

Value for the money 1.24 .22 

***0verall quality 3.18 ***.001 

*P£ 0.05 
**Pf 0.01 

***P £ 0.001 
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Consumers' Satisfaction with Extrinsic Apparel Characteristic 
Between Apparel Types at Off-Price Fashion Stores 

First, consumers' satisfaction with the extrinsic apparel charac

teristic 'price' was compared between apparel types at off-price stores. 

Table 7 shows that 67 percent of the subjects were satisfied with the 

price of 'UNB' apparel, while 60 percent of the subjects v/ere satisfied 

with the price of 'BN/L' apparel. Table 8 shov/s that differences be

tween 'UNB' and 'BN/L' apparel at off-price stores were not statistically 

significant. These results show that an equal proportion of consumers 

were satisfied with the price of 'UNB' vs. 'BN/L' apparel at off-price 

stores. 

Consumers' Satisfaction with Intrinsic Apparel Characteristics 
Between Apparel Types at Off-Price Fashion Stores 

Next, consumers' satisfaction with the intrinsic characteristics 

of apparel was compared between apparel types at off-price stores. 

Table 7 shows that 66 percent of the subjects were satisfied with the 

'style/fashionability' of 'UNB' apparel, while 37 percent of the subjects 

were satisfied with the 'style/fashionability' of 'BN/L' apparel. Table 

8 shows that differences between 'UNB' and 'BN/L' apparel at off-price 

stores were statistically significant (P £ 0.001). These results show 

that many more consumers were satisfied with the 'style/fashionability' 

of 'UNB' vs. 'BN/L' apparel at off-price stores. 

Table 7 shows that 47 percent of the subjects were satisfied 

with the 'design details' of 'UNB' apparel, while 33 percent of the 

subjects were satisfied with the 'design details' of 'BN/L' apparel. 

Table 8 shows that differences between 'UNB' and 'BN/L' apparel at off-

price stores were statistically significant (P5 0.001). These results 



show that many more consumers were satisfied with the 'design details' 

of '1MB' vs. 'BN/L' apparel at off-price stores. 

Table 7 shows that 38 percent of the subjects were satisfied 

with the 'construction techniques' of 'UNB' apparel, while 29 percent 

of the subjects were satisfied with the 'construction techniques' of 

'BN/L' apparel. Table 8 shows that differences between 'UNB' and 'BN/L' 

apparel were statistically significant (P̂ = 0.01). These results show 

that more consumers were satisfied with the 'construction techniques' 

of 'UNB' vs. 'BN/L' apparel at off-price stores. 

Table 7 shows that k6 percent of the subjects were satisfied 

with the 'fiber/fabric content' of 'UNB' apparel, while 41 percent of 

the subjects were satisfied with the 'fiber/fabric content' of 'BN/L' 

apparel. Table 8 shows that differences between 'UNB' and 'BN/L' apparel 

at off-price stores were not statistically significant. These results 

show that an equal number of consumers were satisfied with the 'fiber/ 

fabric content' of 'UNB' vs. 'BN/L' apparel at off-price stores. 

Table 7 shows that 68 percent of the subjects were satisfied 

with the 'color' of 'UNB' apparel, while 4l percent of the subjects 

were satisfied with the 'color' of 'BN/L' apparel. Table 8 shows that 

differences between 'UNB' and 'BN/L' apparel at off-price stores were 

statistically significant (P50.05). These results show that more 

consumers were satisfied with the 'color' of 'UNB' vs. 'BN/L' apparel 

at off-price stores. 

Table 7 shows that 50 percent of the subjects were satisfied 

with the 'durability' of 'UNB' apparel, while J6 percent of the subjects 

were satisfied with the 'durability' of 'BN/L' apparel. Table 8 shows 
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that differences between 'UNB' and 'BN/L' apparel at off-price stores 

were statistically significant (P̂ O.Ol). These results show that 

more consumers were satisfied with the 'durability' of 'UNB' vs. 'BN/L' 

apparel at off-price stores. 

Table 7 shows that 53 percent of the subjects were satisfied 

with the 'versatility' of 'UNB' apparel, while 41 percent of the subjects 

were satisfied with the 'versatility' of 'BN/L' apparel. Table 8 shows 

that differences between 'UNB' and 'BN/L' apparel at off-price stores 

were statistically significant (P 5 0.01). These results show that 

more consumers were satisfied with the 'versatility' of 'UNB' vs. 'BN/L' 

apparel at off-price stores. 

Table 7 shows that 63 percent of the subjects were satisfied 

with the 'comfort' of 'UNB' apparel, while 53 percent of the subjects 

were satisfied with the 'comfort' of 'BN/L' apparel. Table 8 shows 

that differences between 'UNB' and 'BN/L' apparel at off-price stores 

were not statistically significant. These results show that an equal 

number of consumers were satisfied with the 'comfort' of 'UNB' and 'BN/L' 

apparel at off-price stores. 

Table 7 shows that 50 percent of the subjects were satisfied 

with the 'fit' of 'UNB' apparel, while J6 percent of the subjects were 

satisfied with the 'fit' of 'BN/L' apparel. Table 8 shows that differ

ences between 'UNB' and 'BN/L' apparel at off-price stores were statis

tically significant (P 0.05). These results show that more consumers 

were satisfied with the 'fit' of 'UNB' vs. 'BN/L' apparel at off-price 

stores. 
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Table 7 shows that 62 percent of the subjects were satisfied 

with the 'ease of care' of 'UNB' apparel, while 55 percent of the sub

jects were satisfied, with the 'ease of care' of 'BN/L' apparel. Table 

8 shows that differences between 'UNB' and 'BN/L' apparel at off-price 

stores were not statistically significant. These results show that an 

equal number of consumers were satisfied with the 'ease of care' of 

'UNB' and. 'BN/L' apparel at off-price stores. 

Consumers' Satisfaction with Composites of Extrinsic and Intrinsic Apparel 
Characteristics Between Apparel Types at Off-Price Fashion Stores 

Finally, consumers' satisfaction with the composites of extrinsic 

and intrinsic characteristics of apparel was compared between apparel 

types at off-price fashion stores. Table 7 shows that 5̂ - percent of the 

subjects were satisfied with the 'value for the money' of 'UNB' apparel, 

while 47 percent of the subjects were satisfied with the 'value for the 

money' of 'BN/L' apparel. Table 8 shows that differences between 'UNB' 

and 'BN/L' apparel at off-price stores were not statistically significant. 

These results show that an equal number of consumers were satisfied with 

the 'value for the money' of 'UNB' and 'BN/L' apparel at off-price stores. 

Table 7 shows that 44 percent of the subjects were satisfied with 

the 'overall quality' of 'UNB' apparel, while 3̂ - percent of the subjects 

were satisfied with the 'overall quality' of 'BN/L' apparel. Table 8 

shows that differences between 'UNB' and 'BN/L' apparel at off-price 

stores were statistically significant (P £ 0.001). These results show 

that many more consumers were satisfied with the 'overall quality' of 

'UNB' vs. 'BN/L' apparel at off-price stores. 
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Summary of Findings and 
Conclusions for Research Objective 2 

Frequency distributions and statistical tests of consumers' 

satisfaction with apparel characteristics between apparel types at off-

price stores reported in Tables 7 and 8 reveal that more consumers were 

satisfied with most characteristics of 'UNB' apparel at off-price stores 

in comparison to 'BN/L' apparel at off-price stores. Differences in con

sumers' satisfaction with the characteristics 'style/fashionability', 

'design details', 'construction techniques', 'durability', 'versatility', 

'color', 'fit' and 'overall quality' were statistically significant be

tween apparel types at off-price stores (levels range from P 6 0.05 to 

P < 0.001). Differences in consumers' satisfaction with the character

istics 'price', 'fiber/fabric content', 'ease of care', 'comfort' and 

'value for the money' were not statistically significant between apparel 

types at off-price stores. 

These results support the conclusion that consumers are more 

satisfied with the majority of characteristics of 'UNB' apparel at off-

price stores in comparison to 'BN/L' apparel at off-price stores. 

Contrary to previous research which proposed that brand names satisfy 

the consumer (Holstius 1983)> these results suggest that consumers gain 

less satisfaction from some characteristics of 'BN/L' apparel at off-price 

stores. The off-price store's emphasis on 'designer-label/brand name' 

apparel may not be an advantageous strategy, as consumers appear to be 

more satisfied with the characteristics of non-designer-label/rwn-brand 

name apparel at off-price stores. 
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Report, of Findings for Research Objective 3 

Research Objective y. To compare the demographic and psychographic 

characteristics of consumers having 'high' and 'low' quality percep

tions of designer-label/brand name apparel at off-price fashion stores. 

Consumers were classified as 'high' or 'low' quality perceivers 

on the basis of their response to question number 111 of the question

naire which asked subjects to rate the overall quality of designer-label/ 

brand name apparel at off-price fashion stores on a scale of '1' to '4' 

(low quality to high quality). Subjects responding with a '3' or '4' 

were classified as 'high quality perceivers' (HQP), while subjects re

sponding with a '1' or ' 2' were classified as 'low quality perceivers' 

(LQP). In order to determine whether 'HQP' and 'LQP' differ on the 

basis of demographic and psychographic characteristics, cross tabula

tions and the 'Chi Square Test of Statistical Significance' were done. 

Demographic Characteristics and Quality Perception 

First, the demographic characteristics 'age', 'employment status', 

'occupation', 'marital status', 'income', 'education' and 'ethnic affili

ation' were crossed with 'HQP' and 'LQP. Tables 9-15 summarize these 

findings. Demographic differences between 'HQP' and 'LQP' were found 

only for occupational groups (Pi 0.05). A larger proportion of home-

makers and to a lesser extent, blue-collar/trade workers were 'HQP' than 

were white-collar/professionals. Although several other demographic char

acteristics including 'marital status' and 'income' may differentiate 

'HQP' and 'LQP', as percentages in tables suggest, these do not meet the 



conventional level of significance and such interpretations should be 

made with caution. 

Table 9 shows that 28 percent of the subjects between the ages 

of 18-31 years were 'LQP', while 72 percent were 'HQP'} 38 percent of 

the subjects between the ages of 32-45 years were "LQP', while 62 per

cent were 'HQP'; 37 percent of the subjects over the age of 46 years 

were 'LQP', while 63 percent were 'HQP'. Table 9 shows that differ

ences in 'HQP' and 'LQP' were not statistically significant across age 

groups. 

Table 9. Age with Perception of Quality 

LCff HQP Total 

18-31 years 28% (8) 72% (21) 100% (29) 

32-45 years 38% (13) 62% (21) 100% (34) 

46+ years 37% (32) 63% (55) 100% (87) 

X2= (2) .97 P= -62 (NS) 
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Employment status was crossed with perception of apparel qual

ity at off-price fashion stores. Table 10 shows that 40 percent of the 

employed subjects were 'LQP', while 60 percent were 'HQP'; 29 percent 

of the unemployed subjects were 'LQP', while 71 percent were 'HQP'. 

Table 10 shows that differences in. 'HQP' and 'LQP' were not statisti

cally significant across employment statuses. 

Table 10. Employment Status with Perception of Quality 

LQP HQP Total 

Rnployed Wo (33) 6c% (49) 100% (82) 

Unemployed 29̂  (20) 71% (48) 100% (68) 

X2= (1) 1.46 P= .23 (NS) 
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Occupation was crossed with perception of apparel quality at 

off-price fashion stores. Table 11 shows that 50 percent of the white-

collar/professionals were 'LQP', while 50 percent were 'HQP'; 36 percent 

of the blue-collar/trade workers were 'LQP', while 64 percent were 'HQP1; 

18 percent of the homemakers were 'LQP', while 82 percent were 'HQP'. 

Table 11 shows that differences between 'HQP' and 'LQP' were statisti

cally significant across occupational groups (P̂  0.05). 

Table 11. Occupation with Perception of Quality 

LQP HQP Total 

White-collar/ 
professional 50% (16) 50% (16) 100% (32) 

Blue-collar/ 
trade 36% (18) 64% (32) 100% (50) 

Homemaker 18% (6) 

CM CO 

(28) 100% (34) 

X2= (2) 7.73 P= .02 (S) 

These results show that in terms of perception of quality of 

designer-label/brand name apparel at off-price fashion stores, 'HQP' 

and 'LQP' were significantly different on the basis of occupation. 

White-collar/professionals were evenly distributed in terms of level 

of quality perception; however, most blue-collar/trade workers and 

homemakers were 'HQP'. 
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Marital status was crossed with perception of apparel quality 

at off-price fashion stores. Table 12 shows that 31 percent of the 

married subjects were 'LQP', while 69 percent were 'HOP'; 47 percent 

of the single subjects were 'LQP', while 53 percent were 'HOP'. Table 

12 shows that differences between 'HQP' and 'LQP' were not statisti

cally significant across marital statuses. 

Table 12. Marital Status with Perception of Quality 

LQP HQP Total 

Married 31# (36) 69% (79) 100% (115) 

Single 4?% (17) 53% (19) 100% (36) 

X2= (1) 2.40 P= .12 (NS) 
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Income was crossed, with perception of apparel quality at off-

price fashion stores. Table 13 shows that 44 percent of the subjects 

with incomes below $20,000 were 'LQP1, while 56 percent were 'HQP'; 

27 percent of the subjects in the income range of $20,000 to $40,000 

were 'LQP1, while 73 percent were 'HQP'; 47 percent of the subjects 

with incomes above $40,000 were 'LQP', while 53 percent v/ere 'HQP'. 

Table 13 shows that differences between 'HQP' and 'LQP' were not sta

tistically significant across income levels; however, it does appear 

that middle-income consumers ($20,000-$40,000) may tend to be 'HQP' 

moreso than others. 

Table 13. Income with Perception of Quality 

LQP HQP Total 

$20,000 44% (24) 56% (31) 100% (55) 

$20-40,000 27% (18) 73% (49) 100% (67) 

$40,000+ 47% (9) 53% (10) 100% (19) 

X2= (2) 4.87 P= .09 (NS) 



Education was crossed with perception of apparel quality at 

off-price fashion stores. Table 14 shows that 33 percent of the sub

jects with a high school education were 'LQP', while 67 percent were 

'HQP'; 30 percent of the subjects with a trade school education were 

'LQP', while 70 percent were 'HQP'; 42 percent of the subjects with a 

college education were 'LQP', while 58 percent were 'HQP'. Table 14 

shows that differences between 'HQP' and 'LQP' were not statistically 

significant across educational levels. 

Table 14. Education with Perception of Quality 

K3P HQP Total 

High School 33% (27) 67% (56) 100% (83) 

Trade school 30% (7) 70% (16) 100% (23) 

College 42% (19) 58% (26) 100% (45) 

X2= (2) 1.46 p= .48 (NS) 



Ethnic affiliation was crossed, with perception of apparel qual

ity at off-price fashion stores. Table 15 shows that 36 percent of 

the 'white' subjects were 'LQP', while 64 percent were 'HQP'; 27 per

cent of the 'hispanic' subjects were 'LQP', while 73 percent were 'HQP' 

25 percent of the 'other' subjects were 'LQP', while 75 percent were 

'HQP'. Table 15 shows that differences between 'HQP' and 'LQP' were 

not statistically significant across ethnic groups. 

Table 15. Ethnic Affiliation with Perception of Quality 

LQP HQP Total 

White 36% (49) 64% (86) 100$ (135) 

Hispanic 27% (3) 73% (8) 100% (11) 

Other 2 5% (1) 75% (3) 100% (4) 

X2= (3) .92 P= .82 (NS) 
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Psychographic Consumer Characteristics and. Quality Perception 

Next, the psychographic characteristics 'fashion-consciousness', 

'quality-consciousness' and 'store shopping preference' were crossed 

with perception of quality of designer-label/brand name apparel at 

off-price fashion stores. Tables 16-18 summarize these findings. 

Psychographic differences in 'high' vs. 'low' quality perceivers were 

found only for the characteristic 'store shopping preference' (P-0.05). 

Consistently, department store, national chain store, discount store 

and off-price store shoppers were 'HQP', whereas a larger proportion 

of specialty store shoppers were 'LQP'. 

Table 16 shows that 39 percent of the subjects perceiving 

themselves as 'low' in fashion-consciousness were 'LQP', while 6l per

cent were 'HQP'; 33 percent of the subjects perceiving themselves as 

'high' in fashion-consciousness were 'LQP', while 67 percent were 

'HQP'. Table 16 shows that differences between 'HQP' and 'LQP' were 

not statistically significant across levels of fashion-consciousness. 

Table 16. Fashion-Consciousness with Perception of Quality 

L3P HQP Total 

Low fashion-
consciousness 39% (23) 6l% (36) 100% (59) 

High fashion-
consciousness 33% (30) 67% (6l) 100% (91) 

X2= (1) .57 P= .45 (NS) 



Table 17 shows that 29 percent of the subjects perceiving 

themselves as 'low' in quality-consciousness were 'LQP1, while 71 

percent were 'HQP'j 36 percent of the subjects perceiving themselves 

as 'high' in quality-consciousness were 'LQP', while 64 percent were 

'HQP'. Table 17 shows that differences between 'HQP' and 'LQP' were 

not statistically significant across levels of quality-consciousness. 

Table 17. Quality-Consciousness with Perception of Quality 

LQP HQP Total 

Low quality-
consciousness 29% (2) (5) 100% (7) 

High quality-
consciousness 36% (51) 64% (92) 100% (143) 

X2= (1) .15 P= .70 (NS) 



Table 18 shows that 64 percent of the specialty store shoppers 

were 'LQP', while 36 percent were 'HQP'; 35 percent of the department 

store shoppers were 'LQP', while 65 percent were 'HQP'; 35 percent of 

the national chain store shoppers were 'LQP', while 65 percent were 

'HQP'j 8 percent of the discount store shoppers were 'LQP', while 92 

percent were 'HQP'; and 20 percent of the off-price store shoppers 

were 'LQP', while 80 percent were 'HQP'. Table 18 shows that differ

ences between 'HQP' and 'LQP' were statistically significant across 

'store shopping preference' (P •£• 0.05). 

Table 18. Store Shopping Preference with Perception of Quality 

LQP HQP Total 

Specialty 
store shoppers 54% (7) 36% (4) 100% (11) 

Department 
store shoppers 35% (22) 65% (40) 100% (62) 

National Chain 
store shoppers 35% (17) 65% (3D 100% (48) 

Discount 
store shoppers 8% (1) 92% (12) 100% (13) 

Off-Price 
store shoppers 20% (2) CO

 
&

 

CO
 

100% (10) 

X2= (4) 9.30 P= .05 (S) 

These results show that in terms of perception of quality of 

designer-label/brand name apparel at off-price stores, 'HQP' and 'LQP' 

were significantly different on the basis of 'store shopping preference' 

most specialty store shoppers were 'LQP', most department store shoppers 

were 'HQP', most national chain store shoppers were 'HQP', most 



discount store shoppers were 'HQP' and most off-price store shoppers 

were 'HQP'. 

Summary of Findings and 
Conclusions for Research Objective 3 

'HQP' and 'LQP' of designer-label/brand name apparel at off-

price fashion stores were not significantly different on the basis of 

the demographic or psychographic characteristics, with the exception 

of the demographic characteristic 'occupation' and the psychographic 

characteristic 'store shopping preference'. Most subjects who were 

homemakers were 'HQP'; most subjects in blue-collar/trade occupations 

were 'HQP'; there was an equal number of 'HQP' and 'LQP' in white-

collar/professional occupations. Most subjects who were department, 

national chain, discount and off-price store shoppers were 'HQP', while 

most specialty store shoppers were 'LQP'. 

Only the specialty store shoppers perceived the quality of 

designer-label/brand name apparel at off-price stores to be 'low'. 

Despite the fact that they do not shop primarily at off-price fashion 

stores, most of the department, national chain and discount store 

shoppers perceived the quality of designer-label/brand name apparel 

at off-price stores to be 'high'. This does not suggest that these 

consumers perceive the quality of designer-label/brand name apparel 

at off-price fashion stores to be higher than the quality of apparel 

at their preferred stores but rather, they simply perceive this apparel 

to be high in quality. Accordingly, most of the consumers who were 

primarily off-price store shoppers perceived the quality of designer-

label/brand name apparel at off-price stores to be 'high'. 
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Previous research which suggested that income and education 

influence consumers' perceptions of quality (Wheatley and Chiu 1977 

and Shapiro 1973) was not supported by these findings, as income and 

education were not significantly different between 'HQP' and 'LQP', 

Report of Findings for Research Objective 4 

Research Objective 4: To assess the relative importance of extrinsic 

and intrinsic characteristics in determining consumers' perceptions 

of quality of apparel. 

Importance of Quality as an Apparel Purchase Consideration 

First, an assessment of the overall importance of quality as 

an apparel purchase consideration was made by asking subjects to rate 

the importance of quality in their consideration to purchase an apparel 

item on a scale of '1' to '4' ('4' being 'very important'). The results 

of this assessment are reported in Table 19. 

Table 19. Importance of Quality as an Apparel Purchase Consideration 

Level of Percent of Standard 
Importance Response Mean (Range=l-4'"~) Deviation 

Very Important 58% (95) 

Important 3W° (56) 
3.5 .660 

Somewhat Important 7% (12) 

Not Important 1% (1) 

*4=Very Important 
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Table 19 shows that 58 percent of the subjects perceived quality 

as 'very important' in their consideration of an apparel purchase) 3̂  

percent perceived quality as 'important' in their consideration of an 

apparel purchase. These results support the noted consumer trend of 

quality-consciousness with regard to apparel purchases (Morgan and 

Pollack 1984). 

Relative Importance of Extrinsic and Intrinsic Apparel Characteristics 
in Deternrimng Consumers' Perceptions of Quality 

Frequency distributions were used to determine the relative 

importance of extrinsic and intrinsic characteristics in forming con

sumers' perceptions of quality of apparel. Each characteristic was 

given a numerical rank of importance based on the number of subjects 

that perceived the characteristic as 'very important' in determining 

the quality of apparel. The results of this assessment are reported 

in Table 20. 
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Table 20. Relative Importance of Extrinsic and Intrinsic Characteristics 
in Determining Quality of Apparel, Based on Percentage of Subjects 
Perceiving Characteristic as 'Very Important' 

Rank of Importance Percent Perceiving 
Characteristic (l=Most Important) as 'Very Important' (Ranee=l-4-;i0 

Value for 
the money (E/l) 1 81 fo (137) 3-8 

Fit (I) 2 78% (132) 3.8 

Comfort (I) 3 7% (127) 3.8 

Durability (I) 4 59% (100) 3-5 

Ease of care (I) 4 59% (100) 3.5 

Fiber/fabric 
content (I) 5 50% (85) 2.8 

Color (I) 6 W (78) 2.8 

Construction 
techniques (I) 6 W (78) 2.8 

Price (E) 7 bjfo (73) 2.7 

Versatility (I) 8 klfo (70) 2.7 

Design details (I) 9 21% (36) 2.4 

Style/fashionability (I) 10 20fo (35) 2.2 

Place of purchase (E) 11 6?S (10) 1.8 

Designer-label/ 
brand name (E) 12 Jlo (5) lA 

E=Extrinsic characteristic *4=Very important 
I=Intrinsic characteristic 
E/l=Composite of extrinsic and intrinsic characteristics 
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Summary of Findings and 
Conclusions for Research Objective 4 

Table 21 shows the data from research objective 4 in a summar

ized form which organizes the apparel characteristics into three 

'priority groups', based on the number of subjects that perceived a 

characteristic as 'very important' in determining the quality of apparel. 

Table 21. Priority Groups of Extrinsic and Intrinsic Characteristics 
in Determining Quality of Apparel, Based on Percentage of Subjects 
Perceiving Characteristic as 'Very Important' 

Characteristic Priority in Determining Quality of Apparel 

Value for the money (E/l) 

Fit (I) 

Comfort (I) 

Durability (I) 

Ease of care (I) 

High priority 

Fiber/fabric content (I) 

Color (I) 

Construction techniques (I) 

Price (E) 

Versatility (I) 

Medium priority 

Design details (I) 

Style/fashionability (I) 

Place of purchase (E) 

Designer-label/brand name (E) 

Low priority 

E=Extrinsic characteristic 
I=Intrinsic characteristic 
E/l=Composite of extrinsic and intrinsic characteristics 
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Table 21 shows that five characteristics fell into the 'high 

priority' group in determining the quality of apparel: 'value for the 

money', 'fit', 'comfort', 'durability' and 'ease of care'. Percent of 

subjects rating these characteristics as 'very important' ranged from 

59 to 81 percent. 

Five characteristics fell into the 'medium priority' group in 

determining the quality of apparel: 'fiber/fabric content', 'color', 

'construction techniques', 'price' and 'versatility'. These charac

teristics were rated 'very important' by 41 to 50 percent of the sub

jects. 

Four characteristics fell into the 'low priority' group in 

determining the quality of apparel: 'design details', 'style/fashion-

ability', 'place of purchase' and 'designer-label/brand name'. Only 

3 to 21 percent of the subjects rated these characteristics as 'very 

important' in determining the quality of apparel. 

Several findings from research objective 4 are paramount. 

First, interaction effects between extrinsic and intrinsic character

istics of apparel, as measured by the composite characteristic 'value 

for the money', were judged by consumers to be most important in deter

mining the quality of apparel. This lends support to previous research 

which cites interaction effects between extrinsic and intrinsic charac

teristics as important determinants of perceived quality (Monroe, Delia 

Bitta and Downey 1977). 

Second, it appears that extrinsic characteristics such as 'price', 

'designer-label/brand name' and 'place of purchase' are less important 

than most intrinsic characteristics in determining the quality of apparel. 
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This finding supports previous research which proposed that intrinsic 

characteristics have powerful effects on consumers' perceptions of qual

ity (Olson and Jacoby 1972). 

Third, the extrinsic characteristic 'designer-label/brand name1 

appears 'low priority' and the extrinsic characteristic 'price', 'medium 

priority' in consumers' minds. This suggests that 'price' plays a more 

important role in determining consumers' perceptions of quality than 

does 'designer-label/brand name'. This finding is both supported (Monroe 

1973) and contradicted (Holstius 1983) previous research. 

Finally, although off-price stores emphasize low prices and 

designer-label/brand name apparel, it appears that consumers do not rank; 

these extrinsic characteristics as 'high priority' in determining the 

quality of apparel. Off-price stores may be emphasizing two charac

teristics of apparel which do not impute apparel quality to the consumer. 



CHAPTER 5 

CONCLUSIONS OF THE RESEARCH 

This study used measures of consumer satisfaction with various 

apparel characteristics as indicators of the perceived quality of 

apparel at different types of retail stores. Several conclusions 

regarding consumers' perceptions of quality of apparel can be drawn 

from consumers' satisfaction with characteristics of apparel as meas

ured by research objectives 1 and 2. 

Research objective 1 compared consumers' satisfaction with 

various characteristics of designer-label/brand name apparel at off-

price fashion stores to that of conventional retail stores in order 

to determine whether consumers' perceive the quality of this apparel 

to be different from that of conventional retail stores including 

discount, national chain, department and specialty stores. 

Based on comparisons of consumers' satisfaction with apparel 

characteristics across retail stores, it is concluded that consumers 

perceive vast differences in the quality of designer-label/brand name 

apparel at off-price fashion stores and national chain, department and 

specialty stores. More specifically, consumers perceive 'price' to 

be the only characteristic of designer -label/brand name apparel that 

is more satisfactory at off-price fashion stores than at conventional 

department and specialty stores. Consumers are equally satisfied with 

the 'price' of designer-label/brand name apparel at off-price, discount 

75 
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and national chain stores. It is concluded that consumers perceive 

the quality of designer-label/brand name apparel at off-price fashion 

stores to be equal to that of discount stores, based on the similar

ities in satisfaction with apparel characteristics between the two 

stores. 

Research objective 2 compared consumers' satisfaction with 

various apparel characteristics between two different types of apparel 

at off-price fashion stores: designer-label/brand name (BN/L) apparel 

and non-designer-label/non-brand name (UNB) apparel, in order to deter

mine whether consumers perceive the quality of these types of apparel 

at off-price fashion stores to be different. Based on comparisons of 

consumers' satisfaction with the intrinsic apparel characteristics and 

the composite characteristic 'overall quality* between apparel types 

at off-price fashion stores, it is concluded that generally, consumers 

perceive the quality of 'UNB' apparel at off-price fashion stores to 

be greater than the quality of 'BN/L' apparel at off-price fashion 

stores. 

The conclusions of research objectives 1 and 2 lead to an 

overall conclusion regarding consumers' perceptions of quality of low-

priced designer-label/brand name apparel at off-price fashion stores. 

Consumers' dissatisfaction with all intrinsic characteristics of designer-

label/brand name apparel at off-price fashion stores suggests that it is 

not the low-priced nature of this apparel alone that leads consumers to 

perceive 'low quality'. Consumers perceive 'low quality' on the basis 

of intrinsic characteristics of designer-label/brand name apparel at 

off-price fashion stores. Furthermore, the 'designer-label/brand name' 
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characteristic of apparel at off-price fashion stores does not appear 

to offset consumers' perceptions of 'low quality' because consumers 

report less satisfaction with the characteristics of 'BN/L' apparel 

vs. 'UNB' apparel at off-price fashion stores. 

Research objectives 3 and. k did not utilize measures of consum

er satisfaction with various apparel characteristics to indicate per

ceptions of apparel quality. These research objectives were measured 

with direct questions regarding subjects' perceptions of quality of 

apparel. 

Research objective 3 compared the demographic arid psychographic 

characteristics of 'high quality perceiver' (HQP) and 'low quality per-

ceiver' (LQP) of designer-label/brand name apparel at off-price fashion 

stores in order to determine whether they possessed different character

istics. It is concluded that with the exception of the demographic 

characteristic 'occupation' and the psychographic characteristic 'store 

shopping preference', 'HQP' and 'LQP' do not differ in terms of demo

graphic and psychographic characteristics. 

Research objective 4 assessed the relative importance of extrin

sic and intrinsic characteristics in determining consumers' perceptions 

of quality of apparel. It is concluded that overall, intrinsic charac

teristics of apparel are more important than extrinsic characteristics 

of apparel in determining consumers' perceptions of apparel quality 

insofar as the extrinsic characteristic 'price' was given 'medium 

priority' and the extrinsic characteristics 'place of purchase' and 

'designer-label/brand name' were given 'low priority' in determining 

the quality of apparel. In addition, it is concluded that interaction 
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effects between extrinsic and intrinsic characteristics (e.g., 'value 

for the money') are important in determining consumers' perceptions 

of quality of apparel. 

Implications for Retailers 

The primary goal of the retailer is to satisfy the needs and 

wants of the consumer in order to instill patronage behavior in the 

consumer (Davidson, Sweeney and Stampfl 1984). Knowledge of consumers' 

perceptions of quality can aid the fashion retailer in developing appro

priate marketing strategies in order to appeal to today's 'quality-

conscious' consumers ( Bohr 1980). By understanding consumers' percep

tions of quality, fashion retailers can improve their ability to satisfy 

consumers with quality apparel and in doing so, gain their patronage. 

The results of this research have several implications for 

fashion retailers. First, consumers appear to base their quality judge

ments on intrinsic characteristics of apparel to a greater extent than 

extrinsic characteristics of apparel. Fashion retailei-s should place 

less emphasis on the promotion of the extrinsic characteristics of 

apparel such as 'designer-label/brand name' and 'price', and greater 

emphasis on intrinsic characteristics of apparel such as 'fit', 'comfort', 

'durability' and 'ease of care' in order to appeal to quality-conscious 

consumers. 

Second, the off-price fashion store's marketing strategy of 

emphasizing low-priced designer-label/brand name apparel appears to be 

satisfying consumers in terms of price, but not in terms of quality. 

Indeed, consumers consider 'designer-label/brand name' to be of low 

importance in determining the quality of apparel; therefore, off-price 
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fashion stores may find it desirable or even necessary to reposition 

their marketing strategies to feature intrinsic apparel attributes in 

addition to low prices in order to appeal to quality-conscious con

sumers who seek low prices. 

Third, off-price fashion stores and discount stores appear 

to be viewed similarly by consumers in terms of the quality of their 

apparel offerings. If off-price fashion stores wish to set themselves 

apart from discount stores, greater emphasis should be placed on other 

attributes which make them unique from discount stores, as their 

'designer-label/brand name' apparel offerings do not provide consumers 

with a perception of apparel quality distinct from that of discount 

stores. 

Finally, national chain, department and specialty stores appear 

to be viewed similarly by consumers as a 'step above' off-price fashion 

stores in terms of the quality of their apparel offerings. These retail 

stores appear to be successful at satisfying consumers in their quest 

for quality apparelj however, department and specialty stores do not 

surpass the off-price fashion store in terms of satisfying consumers 

with low prices. National chain stores appear to be satisfying consum

ers in terms of both quality and price; therefore, of the four conven

tional retail stores under study, national chain stores appear to be 

satisfying consumers best. Department and specialty stores should 

strive for new marketing strategies which will satisfy the quality-

conscious consumer with price in mind. 
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Recommendations for Further Research 

This research examined consumers' perceptions of apparel quality 

by comparing consumers' satisfaction with various intrinsic and extrin

sic characteristics of apparel at off-price fashion stores to that of 

conventional retail stores. Several recommendations for further research 

are identified as follows: (1) a study which surveys a nationwide sample 

of consumers in order to provide greater representativeness of the re

sults, (2) a study which uses pre and post-purchase satisfactions to 

measure consumers' perceptions of apparel quality, (3) a study which pro

vides an in-depth focus on the intrinsic characteristics of apparel which 

were given 'high' and 'medium' priorities in determining the quality of 

apparel in this research, (4) a study which compares the perceptions of 

apparel quality held by retail store managers to that of their customers, 

and (5) a study which compares consumers' perceptions of apparel quality 

between different types of off-price fashion stores (e.g., a comparison 

of 'low end' off-price stores to 'high end' off-price stores). 



APPENDIX A 

QUESTIONNAIRE 

CONSUMER PERCEPTIONS OF QUALITY 

OF APPAREL AT FASHION STORES 

GENERAL INFORMATION! The purpose of this survey Is to find out hen consumers feel 

about the quality of designer-label and brand naae apparel at fashion stores. This 
survey doee not reflect the iatirutj of the retailers or manufacturers listed in 
any way. 3* advised tbat the results of this survey will be used for academic 
purposes only. By the act of completing and sailing this questionnaire, it uill 

be aasuaed tbat your consent to participate in this survey has been given. 

DIRECTIONS i Please answer each question by CHECENG (•) or CIRCLING the ONE 

response which aost applies to you. BE SURE TO ANSWER ALL QUESTIONS ON THE FRONT 
AND BACr OF EACB PAGE. There are no "right" or "wrong? answers. It is your opinions 
that are aost important. 

SECTION It CONSUMER ATTITUDES TOWARD THE QUALITY OF APPAREL 

1. Sow Important of a consideration is QUALITY in the apparel that you purchase? 

Please CIRCU the ONE maber that best deecrlbes your opinion. 
4 • VEST IMPORTANT 

3 • IMPORTANT 
2 > SOMEWHAT IMPORTANT 

1 - NOT IMPORTANT 

2. How Important is each characteristic listed below in determining the quality of 

apparel? Please CIRCLE the ONE nuaber tbat best describes ;<our opinion. 

IMPORTANT SOMEWHAT IMPORTANT 

w 

VERT IMPORTANT | MOT IMPORTANT 

"X * • 
2. PLACE OF PURCHASE 4 3 2 1 (?) 

3. DESIGNER LABEL/BRAND NAME 4 3 2 1 
4. PRICE 4 3 2 1 •" 

5. VALUE FOR THE MONEY 4 3 2 

6. STYLE/FASHIONAaiLITT 4 3 2 1 
7. DESIGN DETAILS 4 3 2 1 
a. CONSTRUCTION TECHNIQUES 4 3 2 1 

( l o )  

CI ) 
( 1 2 )  
(1 J) 

9. FIBER/FABRIC CONTENT 4 3 2 1 
10. COLOR 4 3 2 1 t:j: 

11. DURABILITY 4 3 2 1 (:u) 

12. VOSATILITY 4 3 2 1 <-'T' 
13 COMFORT 4 3 2 1 (Is 
14, FIT 4 3 2 1 ('.?> 

15. EASE OF CARE 4 3 2 1 CO 

81 
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SECTION Hi COMPARISONS OF CONSUMER QUALITY PEP.CEPTIONS OF APPAREL AT FASHION STOWS 

DIRECTIONSi In the chart bvlow various characteristics of apparel are listed on the 

left and various types of stores are listed on the right. Consider the DESIGNER-LABEL 
AND BRAND NAME APPAREL that you have SEEN at each type of store listed. How satisfactory 

is each characteristic of DESIGNER-LABEL/BRAND NAME APPAREL at each type of store? 
Pluase CIRCLE the ONE number that best describes your opinion. 
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SATISFACTORY 

VEST SATISFACTORY 

CHARACTERISTIC 

DESIGNER LABEL/BRAND NAME— 

16. 4 
17. 4 
18. 4 
19. 4 
20. 4 

SOMEWHAT SATISFACTORY 

UNSATISFACTORY 

TYPE OF STORE 

3 2I OFF-PRICE STORE |(21) 

3 2 1 DISCOUNT STORE (22) 
3 2 1 NATIONAL CHAIN STORE (23) 
3 2 1 DEPARTMENT STORE (24) 

3 2 1 SPECIALTY STORE (25) 

PRICE 

21. 4 3 2 1 OFF-PRICE STORE 

22. 4 3 2 1 DISCOUNT STORE 

4 3 2 1 NATIONAL CHAIN STORE 

24. 4 3 2 1 DEPARTMENT STORE 

25. 4 3 2 1 SPECIALTY STORE 

(25) 
(27) 
( 2 8 )  
(29) 
(30) 

VALUE FOR THE MONEY-

26. 
27. 

-2ffi 
29. 
30. 

4 3 ' 2 1 OFF-PRICE STORET 

4 3 2 1 DISCOUNT STORE 
4 3 2 1 NATIONAL CHAIN STORE 
4 3 2 1 DEPARTMENT STORE 
4 3 2 1 SPECIALTY STORE 

(31) 
(32) 
(33) 
(34) 
(35) 

J 

STYLE/FAS HIONABILITY • 

31. 4 3 2 1 OFF-PRICE STORE 

32. 4 3 2 1 DISCOUNT STORE 

—3 a. 4 3 2 1 NATIONAL CHAIN STORE 

34. 4 3 2 1 DEPARTMENT STORE 

35. 4 3 2 1 SPECIALTY STORE 

(36) 
(37) 
( 2 8 )  
(29) 
(-0) 

DESIGN DETAILS 

3 6 .  4 3 2 1 OFF-PRICE STORE (si 1 
37. 4 3 2 1 DISCOUNT STORE 'i21 
38. 4 3 2 1 NATIONAL CHAIN STORE (431 
39. 4 3 2 1 DEPARTMENT STORE (i-1 
40. 4 3 2 1 SPECIALTY STORE .-5) 

CONSTRUCTION TECHNIQUES 

41. 
42. 

.43, 
4a. 
45. 

4 3 2 1 OFF-PRICE STORE 

4 3 2 1 DISCOUNT STORE 

4 3 2 1 NATIONAL CHAIN STORE| 

4 3 2 1 DEPARTMENT STORE | 

4 3 2 1 SPECIALTY STORE 

PLEASE CONTINUE ANSWERING THE QUESTION IS 
THE SAME MANNER ON THE NEXT PAGE. 
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SATISFACTORY 

TERY SATISFACTORY 

CHARACTERISTIC 

FI3EB/FABRIC CONTENT • 

COLOR- • 

DUHABIUTT-

vasATHjTT-

COHFORT-

FIT • 

EASE OF CARE. 

OVERALL QUALITY -

56. 
37. 
58 

"59. 
60. 

66. 
67. 

_£8. 
69. 
70. 

71. 
72. 

-73. 
74. 
75. 

76. 
77. 
78. 

"79. 

80. 

81. 

82. 
-83. 
34. 

85. 

SOMEWHAT SATISFACTORY 

61. 2 1 OFF-PRICE STORE 

62. 2 I DISCOUNT STORE 

2 1 RATIONAL CHAIN STORE 

64. 2 1 DEPARTMENT STORE 

65. 2 1 SPECIALTY STORE 

UNSATISFACTORY 

TYPE OF STORE 

46. 4 3 2 X OFF-PRICE STORE 

47. 4 3 2 1 DISCOUNT STORE 
4 3 2 1 NATIONAL CHAIN STORE 

«9. 4 3 2 1 DEPARTMENT STORE 

50. 4 3 2 1 SPECIALTY STORE 

51. 2 

52. 2 

2 

54. 2 
55. 2 

(51) 
(52) 
(53) 
(54) 
(55) 

OFF—PRICE STORE fc;6) 
DISCOUNT STORE Ps7) 

NATIONAL CHAIN STORE f 53) 
DEPAHTMEOT STORE (59) 
SPECIALTY STORE (60) 

OFF-PRICE STORE 
DISCOUNT STORE 
NATIONAL CHAIN STORE 
DEPARTMENT STORE 
SPECIALTY STORE 

;si) 
162) 
(63) 
:64) 
:65) 

( 6 6 )  

(67) 
(68) 

169) 

70) 

2 1 OFF-PRICE STORE 
2 I DISCOUNT STORE 

4 2 1 NATIONAL CHAIN STORE 
2 X DEPARTMENT STORE 
2 X SPECIALTY STORE 

(71) 
(72) 
(73) 
(74) 
(75) 

OFF-PRICE STORE 
DISCOUNT STORE 
NATIONAL CHAIN STORE 
DEPARTMENT STORE 
SPECIALTY STORE 

(76) 
(77) 
(73) 
(79) 
(30) 

4 2 1 OFF-PRICE STORE C o ) '  
2 X DISCOUNT STORE (' 7' i  

4 2 X NATIONAL CHAIN STORE ( r -
4 2 X DEPARTMENT STORE ( 9 )  
4 2 1 SPECIALTY STORE ( X J l  

4 2 1 OFF-PRICE STORE C X I )  

4 2  1 DISCOUNT STORE C1-) 

4 2 X NATIONAL CHAIN STORE c:r 

4 
•> X DEPARTMENT STORE C X 4 -

4 2  X SPECIALTY STORE k x s :  
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•3-

SECTION III: CONSUMER SKO??INC HABITS 

GENERAL INFORMATION! For the purposes of this survey "DESIGNER-LABEL/BRAND NAME" 

haa any of the following labels attached: 

Please circle the mass of each of these ̂ FT^FRICE^ASHION^^TORES^ that you have 

VISITED on« or more times* 

6. FASHION GAL 37i PICADILLY 88. J> BRAKSAM a9> CL0THESTD1E 

Pitas* circle th* names of each of these "^ISCOL^T STORES" that you have VISTi-u 

on* or nor* tim*s. 

0. KMART 91. TARGET 92. FZEMA2T 

Pitas* eirel* th* mni of each of tb*a* "NATIONAL CHAIH STORES" that you have 
VTSiiuj on* or more tlaas. 

3. SEARS 94. J.C. PENNEY 95. MONTGOMERY WARD 

Plaas* cirel* th* names of each of th*s* "DEPARTMENT STORES" that you have VISIico 

on* or nor* tin**. 

6. LEWS 97. DIAMONDS 99. THE BROADWAY 99. GOLDWATERS 

Plaas* eirel* th* naaaa of *aeh of th*s* "SPECIALTY STORES" that you hav* VISITED 

on* or aor* tlo*s. 

00. BROOKS 101. THE LIMITED 102. THE GAP 103. CASUAL CORNER 

o«. At which typ* of stor* did you aak* most of your appartl PURCHASES this past year? 

(Pleas* CIRCLE only OWE raspoiu*) 

5 » OFF-PRICE FASHION STORE (Fashion Gal, Picadilly, J.Srmnam, Clothestisie) 

4 » DISCOUNT STORE (dart, Targ*t, Fednart) 

3 • NATIONAL CHAIN STORE (Scars, J.C.Penney, Montgomery Ward) 

2 • DEPARTMENT STORE (Lavys, Diamonds, Th* Broadway, Golduaters) 

1 * SPECIALTY STORE (Brooks, Th* Limited, Th* Gap, Casual Corner) 

05. Would you consider yourself to bei (Please CIRCLE only O^E response) 

4 • HIGH IN FASHION CONSCIOUSNESS 

3 a SOMEWHAT HIGH IN FASHION CONSCIOUSNESS 

2 > SOMEWHAT LOW IN FASHION CONSCIOUSNESS 

1 * LOW IN FASHION CONSCIOUSNESS 

06. Would you consider yourself to bei (Please CIRCLE only QNT response) 

4 » HIGH IN QUALITY CONSCIOUSNESS 

3 * SOMEWHAT HIGH IN QUALITY CONSCIOUSNESS 

2 » SOMEWHAT LOW IN QUALITY CONSCIOUSNESS 

1 • LOW IN QUALITY CONSCIOUSNESS 

(IS) 
(17) 

(13) 

(19) 

(20) 
(21) 
(22) 

(22) 
(24) 

(25) 

(25) 

(27) 

( 2 8 )  
(29) 

(30) 

(31) 

(32) 

03} 

(34) 

OS! 

LEVI'S 

LEE 
WRANGLER 

CALVIN KLEIN 

GLORIA VANDER3ILT 

RALPH LAUREN 

SASOON 

3ILL 3LASS 

GEOFFREY BEANE 

OSCAR DE LA RENTA 

LIZ CLAIBORNE 

PIERRE CARDIN 
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SECTION rV; COMPARISONS OF CONSUMER QUALITY PERCEPTIONS OF DESIGNER-LA BEL/BRAND NAME 
APPAREL AND N0N-DE5IGNER-LABEL/N0N-3RAND NAME APPAREL AT OFF-PRICE FASHION STfrn'S 

Have you aver purchased apparel at any of tha following off-price fashion stores? 

(Please CHECI only ONE response) 
107. FASHION GAL? 

C > (37) 
( ) NO 

108. PICADILLT? (38) 
( ) YES 
C ) NO 

109. J. BRANNAM? (39; 

C ) YES 
( ) NO 

110. CLOTHESTIME? (40) 
( ) YES 

111. ( ) NO 

Rata the overall QUALITY of DESIGNER-LABEL/BRAND NAME apparel that you have SEEN at (41) 
off-price fashion stores. (Circle the ONE number chat beat describes your opinion). 

112. 

4 - HIGH QUALITY 
3 - SOMEWHAT HIGH QUALITY 
2 • SOMEWHAT LOV QUALITY 
1 • LOW QUALITY 

Rata the overall QUALITY of NON-DESIGNER-LABEL/NON-BRAND NAME apparel that you have (4jv 
SEEN at off-price faahion stores* (Circle the ONE number that best describes your opinion) 

4 - HIGH QUALITY 

3 • SOMEWHAT HIGH QUALITY 
2 * SOMEWHAT LOW QUALITY 

1 • LOW QUALITY 

Consider the apparel that you have SEEN at off-price fashion stores which was NOT 

designer-label or brand name apparel* How satisfactory is each characteristic of 
this apparel? Please circle the ONE number that describes your opinion. 

SATISFACTORY 

VERY SATISFACTORY 

1 
U3. PRICE 4 
114. VALUE FOR THE MONEY 4 
115. STYLE/ FASHIONABILITY 4 

116. DESIGN DETAILS 4 
117. CONSTRUCTION TECHNIQUES 4 
118. FIBER/FABRIC CONTENT 4 

119. COLOR 4 
120. COMFORT 4 
121. FIT 4 

122. EASE OF CARE 4 
123. DURABILITY 4 
U4. VERSATILITY 4 

SOMEWHAT SATISFACTORY 

UNSATISFACTORY 

(43') 
(44) 
(43) 

(46) 
("7) 
(«S)  

(49) 
(50) 
(51) 

(52) 
(53) 
(5u) 
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SECTION 7i CONSUMER DEMOGRAPHIC PROFILE 

DIRECTIONS t Please CHECK ( ) the ONE response that most applies to you. 

125. What is your aga? (55) 

( ) UNDER IS YEARS 
C ) 18 - 24 
C ) 2 5 - 3 1  
( ) 32 - 38 
( ) 39 - 45 
( ) 46 - 52 
( ) OVER 53 YEARS 

126. What is your sax? (36) 

( ) FEMALE 
( ) MALE 

127. What is your asployaant status? (57) 

( ) FULL TIrfE 
< ) PART TIME 
( ) UNEMPLOYED 
( ) STUD EST 
( ) RETIRED 

128. What is you cmitut occupation? (58) 

TITLE 

EH!D OF WORK 

129. What ia your marital status? (If vidovad or dlvorctd* chack SINGLE) (59) 

( ) MARRIED 
( ) SINGLE 

130. What «u your total household iacoae before taxes in 1983? (go) 

( ) UDDER $10,000 
( ) $10,000 - 520,000 
( ) $20,001 - $30,000 
( ) $30,001 - $40,000 

( ) $40,001 - $50,000 
( ) OVER $50,000 

131, What is you HIGHEST level of formal education COMPLETED? 
(61) 

( ) NO FORMAL EDUCATION 
( ) GRACE SCHOOL 

( ) HIGH SCHOOL 
( ) TRADE SCHOOL 
( ) COLLEGE GRADUATE 
( ) GRADUATE DEGREE 

PLEASE BE SURE THAT YOU HAVE COMPLETED ALL QUESTIONS 
ON EACH PAGE (FRONT AND BACK). PLEASE RETURN THE 
COMPLETED QUESTIONNAIRE IN THE ENCLOSED POSTAGE-PAID 
ENVELOPE. 
. THANK YOU FOR YOUR PARTICIPATION!! 

What is you ethnic affiliation? 

( ) WHITE 
( ) BUCK (o2) 

( ) HISPANIC 
( ) ASIAN 
( ) AMERICAN INDIAN 
( ) OTHER (PLEASE S?ECIFY)_ 



APPENDIX B 

COVER LETTER 'FOR FIRST IVIAILING 

T i l t  1INIVKN.HITY <)• ARIZONA 
TIM SON. AKIZllNA KV.'I 

coi i.er.F of Af.aicui.TtiRE 
Of l-AMII.V A CONSUME* BCSOUKffS 

You were selected at randan to participate in a survey, "CONWER 

QUALITY PERCEPTIONS OF APPAREL AT FASHION STORES". Tte purpose of 

this survey is to find out how consumers feel about the quality of 

apparel at different types of fashkn stores. An increased under
standing of coneunsrs' opinions will help better satisfy the needs 

of Qcnsuners in the futtsa. Therefore, your opinions are important! 

Hiis survey is part of a gracfcate n whim h project In the School of 

Family and Ccnsuwr Resources at the University of Arizona. Year 

participation is voluntary and your help in caipleting the aiclosed 

questionnaire is nost appreciated. Ite questionnaire nust be caipleteO 
by an adult female and will take 10 oimtes to do. 

All responses to this sunny will be Vept strictly confidential. 

Yoiir answers will not be identified with you in any way. 

Please return your carpleted questionnaire in the enclosed, postagp-

paid envelope. Dunk you for ytuc tism and ooopcration! 

Sinoerely, 

Graduate Student, Clothing/Textiles 
Ihiver&jCy of Arizona (621-7U2) 

George B.^proles ^ 
Professor, Clothing/Textiles 
Ihiversxty of Arizona (621-7135) 
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APPENDIX C 

POST CARD FOIiDW-UP 

Dear 

Recently you were asked to respond to a survey 

entitled, "Consumer Perceptions of Quality of Apparel 

at Fashion Stores". 

If you have not yet responded to the survey, 

please take 10 minutes to complete the questionnaire 

and return it, using the postage-paid envelope. 

Your opinions are important to help better satisfy 

the needs of consumers in the future. 

If you have already returned your completed 

questionnaire, I'd like to thank you again for your 

participation! 

C-i ir 

iemmerick Barbara J. Hemmerick 

Graduate Student 

Clothing/Textiles, U of A 
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APPENDIX D 

COVER LETTER FOR SECOND MAILING 

COM E<>F OF AGRICULTURE 
St tlOOl Oh FAMII.Y A CONSIIMIiR KESOURCES 

THE UNIVERSITY OF ARIZONA 
TUCSON, ARIZONA M72I 

February U, 1985 

Dear survey respondent 

About 3 Keeks you were asked to participato in a survey, 
''Consuler Perceptions of Quality of Apparel at Fashion Stores". 

I an writing to you again because your questicmaire is very 

inportant anl I haven't received it yet (please i#rrre this 

letter if you have already returned it). 

As nenticned before, the questionnaire should be ocnpleted by 
an adult female. Please take 10 norates to ccrplete the 

enclosed questionnaire and return it using the postage-paid 

envelope. 

Your cooperation ia greatly appreciated! 

Sincerely, 

Baitara J. llcmicrick 

yit, Clothing/Textiles 

Arizona, 621-7137 ̂  

Graduate St 

University 

George B. Sproles r 

Professor, Clotiiing/Textiles 

University of Arizona, 621-7135 
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APPENDIX E 

RAW DATA FROM RESEARCH OBJECTIVE 1 

Research Objective 1: To compare consumers' satisfaction with extrinsic 
and intrinsic characteristics of designer-label/brand name apparel at 
off-price fashion stores to that of conventional retail stores including 
discount, national chain, department and specialty stores. 

Extrinsic Characteristics 

Table 1. Satisfaction with Designer-Label/Brand Name Across Retail Stores 

Off-Price Discount National Chain Department Specialty 

Very Satisfied 10% (14) 6% (9) 14% (20) 32% (48) 38% (54) 

Satisfied 23% (33) 30% (43) 57% (79) 54% (81) 49% (71) 

Somewhat 
Satisfied 46% (65) 45% (65) 24% (34) 11% (16) 10% (14) 

Not Satisfied 21% (30) 19% (27) 5% (7) 3% (4) 3% (4) 

Total""" 10095(142) 100%(l44) 100%(l40) 100%(l49) 100%(l43) 

Table 2. Satisfaction with Price Across Retail Stores 

Off-Price Discount National Chain Department Specialty 

Very Satisfied 23% (32) 20% (28) 9% (13) 8% (12) 9% (13) 

Satisfied 37% (52) 47% (67) 48% (70) 41% (60) 28% (40) 

Somewhat 
Satisfied 34% (47) 27% (38) 35% (50) 38% (56) 26% (37) 

Not Satisfied 6% (9) 6% (8) 8% (11) 13% (20) 37% (52) 

Total--1 100%(l40) 100%(141) 100%( 144) 100%( 148) 100%( 142) 
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Intrinsic Characteristics 

Table .3. Satisfaction with Style/Fashionability Across Retail Stores 

Off-Price Discount National Chain Department Specialty 

Very Satisfied 8% (11) 7% (10) 11% (16) 28% (41) 47% (66) 

Satisfied 29% (4o) 32% (46) 56% (78) 60% (89) 40% (56) 

Somewhat 
Satisfied 42% (59) 46% (66) 32% (44) 11% (16) 9% (13) 

Not Satisfied 21% (30) 15% (21) 1% (2) 1% (1) ¥ (5) 

Total-"- 100%(l40) 100%(l43) 100%(l40) 100%(l47) 100%(l40) 

Table 4. Satisfaction with Design Details Across Retail Stores 

Off-Price Discount National Chain Department Specialty 

Very Satisfied 4% (6) 4% (5) 9% (12) 25% (36) 44% (62) 

Satisfied 29% (40) 31% (43) 54% (76) 60% (87) 44% (62) 

Somewhat 
Satisfied 39% (54) 46% (65) 32% (45) 13% (19) 10% (14) 

Not Satisfied 28% (39) 19% (27) 5% (7) 2% (3) 2% (3) 

Totals- 10095(139) 100%(l40) 100%(140) 100%(145) 100%(l4l) 

Table 5. Satisfaction with Construction Techniques Across Retail Stores 

Off-Price Discount National Chain Department Specialty 

Very Satisfied 4% (6) 6% (8) 9% (12) 20% (30) 27% (39) 

Satisfied 25% (35) 24% (35) 47% (67) 63% (93) 56% (79) 

Somewhat 
Satisfied 36% (50) 42% (61) 36% (51) 15% (22) 15% (21) 

Not Satisfied 35% (49) 28% (40) 8% (12) 2% (3) 2% (3) 

Total* 100%(l40) 100%(l44) 100%(l42) 100%(l48) 100%(l42) 

-^Column totals do not equal sample size of 169 due to 'no responses' 
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Table 6. Satisfaction with Fiber/Fabric Content Across Retail Stores 

Off-Price Discount National Chain Department Specialty 

Very Satisfied 7% (10) 1% (10) 11% (15) 23% (33) 30% (43) 

Satisfied 34% (48) 36$ (52) 53% (75) 59% (86) 54% (76) 

Somewhat 
Satisfied 35% (50) 40% (57) 35% (50) 16% (24) 13% (19) 

Not Satisfied 24$ (34) 17% (24) 1% (1) 2% (3) 3% "(4) 

Total""' 100%(142) 10056(143) 100%(l4l) 100%( 146) 100%( 142) 

Table 7. Satisfaction with Color Across Retail Stores 

Off-Price Discount National Chain Department Specialty 

Very Satisfied 9% (13) 11% (16) 10% (14) 24% (36) 30% (43) 

Satisfied 48% (69) 52% (74) 68% (97) 65% (98) 56% (80) 

Somewhat 
Satisfied 27% (39) 27% (39) 21% (29) 8% (12) 10% (14) 

Not Satisfied 16% (22) 10% (15) 1% (2) 3% (4) 4% (6) 

Total* 100%(143) 100%(l44) 100%(142) 100%(150) 100%(l43) 

Table 8. Satisfaction with Durability Across Retail Stores 

Off-Price Discount National Chain Department Specialty 

Very Satisfied 5% (7) 

CO 

13% (18) 23% (34) 30% (42) 

Satisfied 31% (43) 33% (47) 50% (70) 59% (86) 50% (71) 

Somewhat 
Satisfied 31% (52) 37% (53) 31% (44) 17% (25) 17% (24) 

Not Satisfied 21% (37) 24% (34) 6% (8) 1% (2) 3% (4) 

Total* 100%(139) 100%(l42) 100%(l40) 100%(l47) 100%(l4l) 

""'Column totals do not equal sample size of 169 due to 'no responses' 
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Table 9» Satisfaction with Versatility Across Retail Stores 

Off-Price Discount National Chain Department Specialty 

Very Satisfied ON
 

CO
 

^0
 

0
 

8% (12) 18% (26) 19% (27) 

Satisfied 35% (49) 35% (50) 50% (69) 58% (83) 58% (80) 

Somewhat 
Satisfied 39% (54) 44% (62) 37% (51) . 22% (32) 19% (27) 

Not Satisfied 20% (28) 14% (19) 5% (7) 2% (3) 4% (6) 

Totals- 100%(139) 100%(l4l) 100%(139) 100%(l44) 100%(l40) 

Table 10. Satisfaction with Comfort Across Retail Stores 

Off-Price Discount National Chain Department Specialty 

Very Satisfied 11% (15) 13% (18) 16% (23) 25% (37) 34% (49) 

Satisfied 43% (60) 41% (59) 58% (81) 65% (94) 57% (81) 

Somewhat 
Satisfied 28% (39) 34% (49) 24% (34) 9% (13) 7% (10) 

Not Satisfied 18% (27) 12% (17) 2% (3) 1% (2) 2% (3) 

Total* 100%(l4l) 100%(l43) 10056(141) 100%( 146) 100%(143) 

Table 11. Satisfaction with Fit Across Retail Stores 

Off-Price Discount National Chain Department Specialty 

Very Satisfied 6% (9) 8% (12) 15% (22) 26% (39) 42% (60) 

Satisfied 30% (42) 31% (44) 54% (76) 59% (87) 46% (66) 

Somewhat 
Satisfied 41% (58) 42% (61) 25% (36) 12% (18) 8% (12) 

Not Satisfied 23% (33) 19% (27) 6% (8) 3% (4) 4% (6) 

Total* 10098(142) 100%(l44) 100%(l42) 100%(l48) 100%(l44) 

'"'Column totals do not equal sample size of 169 due to 'no responses' 
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Table 12. Satisfaction with Ease of Care Across Retail Stores 

Off-Price Discount National Chain Department Specialty 

Very Satisfied 11% (16) 13% (19) 19% (27) 17% (25) 17% (24) 

Satisfied 44% (62) 43% (61) 52% (74) 60% (88) 51% (73) 

Somewhat 
Satisfied 31% (43) 34% (49) 26% (36) 19% (27) 25% (36) 

Not Satisfied 14% (20) 10% (14) 3% (4) 4% (6) 7% (10) 

Total-"- 100%(l4l) 100%(l43) 100%(l4l) 100%(l46) 100%(l43) 

Composites of Extrinsic/intrinsic Characteristics 

Off-Price Discount National Chain Department Specialty 

Very Satisfied 16% (23) 15% (21) 9% (13) 14% (21) 20% (27) 

Satisfied 31% (44) 37% (52) 53% (74) 52% (76) 35% (48) 

Somewhat 
Satisfied 36% (51) 39% (56) 33% (47) 27% (39) 27% (38) 

Not Satisfied 17% (25) 9% (13) 5% (7) 7% (11) 18% (25) 

Total* 100%(l43) 100%(l42) 100%(l4l) 100%(l47) 100%(138) 

Table 14. Satisfaction with Overall Quality Across Retail Stores 

Off-Price Discount National Chain Department Specialty 

Very Satisfied 

CO 

8% (11) 16% (23) 28% (42) 35% (50) 

Satisfied 29% (41) 29% (42) 48% (68) 61% (90) 55% (7&) 

Somewhat 
Satisfied 42% (59) 44% (64) 35% (49) 11% (17) 7% (10) 

Not Satisfied 24% (34) 19% (27) 1% (2) 0 3% (5) 

Total* 10098(142) 100%(l44) 100%(l42) 100%(l49) 1007b(l43) 

Ĉolumn totals do not equal sample size of 169 due to 'no responses' 



APPENDIX F 

RAW DATA FROM RESEARCH OBJECTIVE 2 

Research Objective 2: To compare consumer satisfaction with extrinsic 
and intrinsic characteristics of designer-label/brand, name (BN/L) 
apparel at off-price fashion stores to that of non-designer-label/non-
brand name (UNB) apparel at off-price fashion stores. 

Extrinsic Characteristic 

Table 1. Satisfaction with Price of Apparel at Off-Price Stores 

BN/L UNB 

Very Satisfied 2Jfo (32) 14% (21) 

Satisfied 37% (52) 5Jfo (78) 

Somewhat Satisfied 3k% (47) 32% (48) 

Not Satisfied 6% (9) Vfo (2) 

Total* 10cyf0( i4o) 100̂ (149) 

Intrinsic Characteristics 

Table 2. Satisfaction with 
Style/Fashionability of Apparel at Off-Price Stores 

BN/L UNB 

Very Satisfied 8% (11) 9% (13) 

Satisfied 29% (40) 57% (86) 

Somewhat Satisfied 42% (59) 31% (46) 

Not Satisfied 21% (30) 3% (5) 

Total* 100̂ (140) 100̂ (150) 

Ĉolumn totals do not equal sample size of 169 due to 'no responses' 
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Table 3- Satisfaction with Design Details of Apparel at Off-Price Stores 

BN/L UNB 

Very Satisfied 4% (6) OR
 

CO
 

Satisfied 29% (40) 42% (64) 

Somewhat Satisfied 39% (54) 44% (66) 

Not Satisfied 28% (39) 8% (13) 

Totals- 100̂ (139) 100%(151) 

Table 4. Satisfaction with 
Construction Techniques of Apparel at Off-Price Stores 

BN/L UNB 

Very Satisfied 4% (6) 3% (4) 

Satisfied 25% (35) 35% (53) 

Somewhat Satisfied 36% (50) 45% (68) 

Not Satisfied 35% (49) 17% (26) 

Total* 100%(l40) 100%( 151) 

Table 5- Satisfaction with 
Fiber/Fabric Content of Apparel at Off-Price Stores 

BN/L UNB 

Very Satisfied 7% (10) 3% (5) 

Satisfied 34% (48) 43% (63) 

Somewhat Satisfied 35% (50) 43% (63) 

Not Satisfied 24% (34) 11% (17) 

Total* 1 00%( 142) 100%(l48) 

^Column totals do not equal sample size of 169 due to 'no responses' 
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Table 6. Satisfaction with Color of Apparel at Off-Price Stores 

BN/L UNB 

Very Satisfied 9% (13) 8% (12) 

Satisfied 48% (69) 60% (90) 

Somewhat Satisfied 27% (39) 27% (41) 

Not Satisfied 16?S (22) 0
0
 

Total-* 100%(l43) 100%(15l) 

Table 7- Satisfaction with Comfort of Apparel at Off-Price Stores 

BN/L UNB 

Very Satisfied 11% (15) 4% (6) 

Satisfied 42% (60) 59% (88) 

Somewhat Satisfied 28% (39) 28% (4l) 

Not Satisfied 19% (2 7) 9% (1̂ ) 

Total* 10 0%( 141) 100%(l49) 

Table 8. Satisfaction with Fit of Apparel at Off-Price Stores 

BN/L UNB 

Very Satisfied 6% (9) 3% (5) 

Satisfied 30% (42) 47% (70) 

Somewhat Satisfied 41% (58) 34% (51) 

Not Satisfied 23% (33) 16% (23) 

Total* 100%(142) 10056(149) 

Ĉolumn totals do not equal sample size of 169 due to 'no responses' 
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Table 9- Satisfaction with Ease of Care of Apparel at Off-Price Stores 

BN/L UNB 

Very Satisfied 11% (16) 7% (10) 

Satisfied 44% (62) 55% (82) 

Somewhat Satisfied 31% (43) 32% (47) 

Not Satisfied 14% (20) 6fo (9) 

Total'"" 100%( 141) 100%(148) 

Table 10. Satisfaction with Durability of Apparel at Off-Price Stores 

BN/L UNB 

Very Satisfied 5% (7) 5% (7) 

Satisfied 31% (43) Wo (67) 

Somewhat Satisfied 37% (52) 35% (52) 

Not Satisfied 27% (37) 15% (23) 

Total* 100̂ (139) 100%(l49) 

Table 11. Satisfaction with Versatility of Apparel at Off-Price Stores 

BN/L UNB 

Very Satisfied 6% (8) 7% (10) 

Satisfied 35% (49) 46% (67) 

Somewhat Satisfied 39% (54) 38% (56) 

Not Satisfied 20% (28) 9% (13) 

Total""" 100%(l"39) 100%(l46) 

"*Column totals do not equal sample size of 169 due to 'no responses' 
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Composites of Extrinsic/intrinsic Characteristics 

Table 12. Satisfaction with 
Value for the Money of Apparel at Off-Price Stores 

BN/L UNB 

Very Satisfied 16% (23) 10% (15) 

Satisfied 31% (44) 44% (66) 

Somewhat Satisfied 36% (51) 39% (58) 

Not Satisfied 17% (25) 7% (11) 

Total-* 10055(143) 100%(150) 

Table 13. Satisfaction with 
Overall Quality of Apparel at Off-Price Stores 

BN/L UNB 

Very Satisfied 0
0

 

2% (4) 

Satisfied 29% (41) 42% (64) 

Somewhat Satisfied 42% (59) 48% (73) 

Not Satisfied 24% (34) 8% (12) 

Total"* 10056(142) 100%(153) 

Ĉolumn totals do not equal sample size of 169 due to 'no responses' 
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