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AB S T RACT 

This research applied Rogers' theory of the diffusion of 

innovations to examine 42 older women's responses to three 

ways of communicating information about apparel size: a 

numerical code only, a hang tag containing body 

measurernents which were not representative of older women, 

and another hang-tag which did contain representative 

measurernents. Older women, aged 55 to 93 years, were 

interviewed to ascertain their satisfaction with the 

numerical code, impressions of the two hang-tags, relative 

advantage of the hang-tags, and attitude toward them. 

Results showed that older women were not clearly satisfied 

or dissatisfied with the numerical code. Satisfaction with 

the numerical code was not correlated with the perceptions 

of relative advantage of or attitude toward the two 

Hang-tags which bore body measurement information. 

Perceptions of relative advantage of the hang-tags were 

correlated with attitude toward them. Older women 

responded more favourably to and formed more positive 

attitude toward the hang-tag containing body measurement 

information which was not representative of older females. 
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CHAPTER ONE 

INTRODUCTION 

I t  seems unrnistakable t h a t  t h e  popu la t ion  of  Canada is  

aging.  I n  Canada i n  1999, approximately n i n e  p e r  c e n t  of 

women and n i n e  p e r  c e n t  of men were aged between 55 and 64 

yea r s  of  age  ( S t a t i s t i c s  Canada, 2000) .  A t  t h e  same t h e ,  

approximately 1 4 %  of wornen and 11% of men were aged 65 o r  

o l d e r .  By t h e  yea r  2026, a d u l t s  between 55 and 64 may 

comprise 1 4 %  of the popu la t ion ,  whi le  t h e  s i z e  of  t h e  65- 

p l u s  groups is expec ted  t o  double  ( S t a t i s t i c s  Canada, 

2001a) .  The con t inu ing  growth o f  t h i s  popula t ion  group is 

bound t o  have widespread i m p l i c a t i o n s  f o r  t h e  marke te rs  o f  

consumer goods. 

In t h e  a r e a  o f  c l o t h i n g ,  t h e r e  is abundant r e s e a r c h  

r ega rd ing  t h e  p h y s i c a l  d inens ions  of o l d e r  females .  Many 

r e s e a r c h e r s  have concluded that t h e  s i z i n g  o f  ready-to-wear 

garments does  n o t  adequa te ly  accommodate t h e  p h y s i c a l  

c h a r a c t e r i s t i c s  o f  o l d e r  females .  



Sizing of Ready-to-Wear in North America 

The current womenls apparel sizing system in North 

America was developed from the American Voluntary Product 

Standard PS 42-70, which was created in 1958. The data 

were collected in 1941 and consisted of body measurements 

from a sample of 10,042 women of whom 275 subjects were 

over 65 years of age (Goldsberry, Shim, & Reich, 1996a). 

This amounts to 2% of the total sample. 

Goidsberry et al. (1996a) compared body measurements 

of femaies aged 55 and older to corresponding rneasurements 

in PS 42-70 and found significant differences between nine 

body measurements, This evidence suggests that PS 42-70 

does not address any potential differences that might exist 

between older and younger figure types due to the aging 

process. 

The ASTM Standard DS586 

The ASTM publication 05586 Standard Tables of Body 

Measurements for Women Aged 55 and Older was published in 

1993 (Goldsberry et al., 1996a). The data consisted of 
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body measurements of 6656 Arnerican women aged 55 or older 

from 38 States. 

Using this new standard to develop clothing could help 

manufacturers respond to the chronic problem of poor fit 

experienced by marure wornen. At the University of 

Manitoba, research has been completed that ascertained 

older womenfs satisfaction with trousers made according to 

D5586 body measurements and those made according to Canada 

Standard Sizing (CSS) measurernents (Campbell & Horne, 

2001). This thesis is an outgrowth of this product 

development project at the University of Manitoba. 

Assuming that clothing which truly accommodates the 

physical characteristics of older women will eventually be 

made available to older females, it will be important to 

convey to them information that will communicate the 

benefit of the new product. Currently, the Canada Standard 

S i z e  program is one system of informing consumers how a 

garment will accommodate their body dimensions. CSS, which 

is a voluntary standard, specifies that size labels must 

contain a numerical code, a pictogram, and a list of key 

body dimensions. In this thesis, the researcher wants to 

detemine how a label that bears the attributes of a CSS 



4 

label can be used as a vehicle to convey to older females 

how well a garment will accommodate body measurements. 

The Role of Size Labels 

The purpose of size labels is to help consumers choose 

apparel that fits their bodies properly, in order to Save 

time and reduce consumer frustration (Chun-Yoon & Jasper, 

1995). The researcher has not been able to locate 

empirical evidence to suggest that older females find 

labels or hang-tags useful in clothing purchases. 

Furthermore, Tamburrino (1992b) stated that, according to a 

survey of 16 American apparel manufacturers, dimensions for 

bust, waist and hips differed areatly among manufacturers 

for garments labelled to be the same size. In other words, 

little consistency exists among the standards used by 

manufacturers, which are often developed according to a 

firm's specifications. 

Size labels may cornmunicate garment size in different 

ways. Chun-Yoon and Jasper (1995) found that consumers 

most preferred a size label that contained a numerical 

code, a List of key body dimensions, and a pictogram 
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showing l o c a t i o n  of key dimensions. A Label that contained 

o n l y  a numerical  code o n l y  was l e a s t  p r e f e r r e d .  

Purpose 

The purpose of t h i s  r e s e a r c h  was t o  examine t h r e e  ways 

of informinq o l d e r  females whether a gament  will 

accommodate measurernents f o r  t h e  lower body, speci f ica l ly  

waist and h i p  measurements. Size l a b e l s  were t h e  means 

used t o  communicate t h i s  in format ion .  The t h r e e  v a r i a t i o n s  

of s i z e  l a b e l s ,  a s  shown i n  Figure  1, were: 

1. A l a b e l  f o r  a M i s s e s r  P e t i t e  s i z e  16 that 

conta ined  a numerical code only. 

2. A l a b e l  f o r  a M i s s e s '  Petite s i z e  16 with CSS 

a t t r i b u t e s  t h a t  i nc luded  w a i s t  and h i p  rneasurements 

s p e c i f i e d  by CSS s i z i n g  s t a n d a r d  fo r  women's apparel (Hang- 

t a g  A ) .  The h i p  measurernent was label led a t  23 c e n t i m e t e r s  

( n i n e  inches)  below t h e  w a i s t  . 

3. A l abe l  for a M i s s e s r  Petite size 16 with  CSS 

attributes that i nc luded  waist and h i p  rneasurements 

s p e c i f i e d  by ASTM DS586 (Hang-tag B). The h i p  rneasurement 



Size 16 A 
Numerical size label 

Size 16 
to fit: 
waist 84 cm/ 33 inches 
hi p 110 cd43  inches 
height 1 Y0 an/ 62 inches 

Io f% 
84 an/ 33 incfres 

hip 101 d 4 û  indies 
height 158 an/ 62 inches 

?Faure 1. Three v a r i a t i o n s  of hang-tags t o  communicate 
Lower body measurements. 



was labelled at 18 centimeters (seven inches) below the 

waist . 

ASTM D5586 acknowledges the physical characteristics 

of older women. For the lower body, Goldsberry et al. 

(1996a) stated that hip height of a sample of 6652 women 

aged 55 or older could be up to three inches higher than 

the corresponding measurement of younger females. This 

means that, for older females, the area of greatest hip 

girth may occur at a higher location on tne body. 

IncLuding a high hip measurement may be more informative to 

older females than a hip measurement which is based on a 

younger figure type. However, no empirical evidence exists 

to suggest how older females would respond to this 

measurement. 

Although both labels contain attributes of CSS, a 

voluntary system, clothing manufacturers have frequently 

used numerical codes, rather than body measurements, to 

cornmunicate garment s i z e  ro consumers. It was this 

infrequent use of CSS that made labels with CSS attributes 

innovative. 



T h e o r e t i c a l  Framework 

The r e s e a r c h e r  examined o l d e r  fernales' behavior  toward 

innova t ive  s i z e  l a b e l s  by apply ing  Rogersr (1995)  t heo ry  of 

the d i f f u s i o n  of i nnova t ions .  T h e  r e s e a r c h  was 

concep tua l i zed  accord ing  t o  a  s p e c i f i c  set o f  r e l a t i o n s h i p s  

i n  t h i s  t heo ry .  According t o  Rogers (1995), s a t i s f a c t i o n  

with previous  p r a c t i c e  may p r e d i c t  p e r c e p t i o n s  of r e l a t i v e  

advantage f o r  t h e  innovat ion ,  which i n  t u r n  may p r e d i c t  

a t t i t u d e  toward an innovat ion .  

To test t h e  r e l a t i o n s h i p s  among t h e s e  concepts ,  t h r e e  

q u e s t i o n s  were formulated:  

1. How s a t i s f i e d  a r e  o l d e r  fernales w i th  numerical  

s i z e  l a b e l s ?  

2 .  Does s a t i s f a c t i o n  wi th  numerical s i z e  l a b e l s  

a f f e c t  p e r c e p t i o n s  of r e l a t i v e  advantage f o r  two d i f f e r e n t  

v e r s i o n s  o f  s i z e  l a b e l s  with CSS a t t r i b u t e s ?  

3. A r e  a t t i t u d e s  toward each  of two d i f f e r e n t  s i z e  

l a b e l s  with CSS a t t r i b u t e s  a f f e c t e d  by p e r c e p t i o n s  of 

r e l a t i v e  advantage o f  each  of t h e  two l a b e l s ?  



Assumptions and Limitations 

This research assumed that older females used 

numerical size codes to assess whether a garment would 

accommodate their body measurements. It also assumed that 

older females were aware of any age-related physical 

changes that have occurred to them. 

Given the limited amount of empirical evidence 

relating to older females' preferences for size labels, 

this research was exploratory in nature. Results of the 

research cannot be generalized beyond the sample or the 

geographical location of the research. Since there is no 

standardized way to convey body measurements for apparel, 

the researcher was limited to using the attributes in CSS 

to design the labels. 



CHAPTER TWO 

REVIEW OF LITERATURE 

To accomplish t h e  r e s e a r c h  o b j e c t i v e s ,  t h e  r e s e a r c h e r  

reviewed l i t e r a t u r e  from two d i s c i p l i n e s ,  clothing and 

market ing.  The re fo re ,  t h i s  c h a p t e r  r e p o r t s  r e s e a r c h  

f i n d i n g s  from t h e s e  two d i f f e r e n t  areas. A d e s c r i p t i o n  o f  

t h e  t h e o r e t i c a l  mode1 and i ts  a p p l i c a t i o n s  fo l lows .  

The Aging Canadian Populat ion 

According t o  t h e  1995 Canadian Census, t h e  number o f  

a d u l t s  aged 65 o r  o l d e r  had i nc reased  by 50% s i n c e  1981, t o  

3 .6  m i l l i o n  people ,  and accounted f o r  12% o f  t h e  popu la t ion  

(Lindsay, 1 9 9 7 ) .  In  2000, a d u l t s  i n  t h i s  a g e  group number 

3.8 m i l l i o n ,  o r  about  13% o f  t h e  Canadian popu la t ion .  

Women aged 65 o r  o l d e r  comprised 7.2% of  t h e  popu la t ion .  

Adul t s  aged 55 t o  64 numbered 2.8 m i l l i o n ,  and  accounted 

f o r  approximately n i n e  p e r  c e n t  of  t h e  Canadian popu la t ion ,  

w i t h  women aged 55 t o  64 compris ing approxirnately  4.6% o f  

t h e  t o t a l  popu la t ion  ( S t a t i s t i c s  Canada, 2001b) .  



Furthermore, growth p r o j e c t i o n s  f o r  t h i s  age  group 

i n d i c a t e  t h a t  a d u l t s  aged 55 y e a r s  o r  o l d e r  w i l l  comprise a 

l a r g e r  percentage  of  t h e  p o p u l a t i o n  a s  t h e  wave o f  baby 

boomers born between 1946 and 1 9 6 4  reaches  t h e i r  l a t e r  

y e a r s .  By t h e  yea r  2016, i t  is e s t i m a t e d  t h a t  s i x  m i l l i o n  

a d u l t s  aged 65 yea r s  o r  o l d e r  w i l l  l i v e  i n  Canada (16.5% o f  

t h e  p o p u l a t i o n ) ;  by 2041, t h i s  number i s  f o r e c a s t  t o  be  IO 

m i l l i o n  (23%)  (Lindsay, 1997; S t a t i s t i c s  Canada, 2001b) .  

Between 1995 and 2036, t h e  median age of  t h e  p o p u l a t i o n  is 

p r o j e c t e d  t o  i n c r e a s e  from 33.8 y e a r s  t o  49.9 y e a r s  (McKie, 

1993) . 
Nct on ly  a r e  t h e  nllmbers of o l d e r  people  i n c r e a s i n g ,  

bu t  t h e i r  l i f e  expectancy is as w e l l .  Between 1921 and 

1996, t h e  average  l i f e  expec tancy  f o r  o l d e r  a d u l t s  

i n c r e a s e d  by t h r e e  yea r s  f o r  man and seven yea r s  f o r  women 

( S t a t i s t i c s  Canada, 2000) .  In  1996, a  65 yea r  o l d  woman 

could  expec t  t o  l i v e  20 more yea r s ,  whi le  a  55 y e a r  o l d  man 

could  l i v e  16 yea r s ,  on ave rage  ( S t a t i s t i c s  Canada, 2000) .  

What e x a c t l y  can  one i n f e r  from a l 1  t h e s e  f a c t s  and 

f i g u r e s ?  McKie (1993) states t h a t  t h e  growing number o f  

o l d e r  a d u l t s  w i l l  a f f e c t  t h e  s o c i a l  and economic s t r u c t u r e  

of  Canadian s o c i e t y  because " the  needs and p r i o r i t i e s  of  
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t h e  dominant age group w i l l  l i k e l y  ... change t h e  n a t u r e  o f  

p r i v a t e l y  and p u b l i c l y  provided goods and se rv i ces"  ( p . 6 ) .  

Older  a d u l t s  w i l l  i n f l u e n c e  n o t  o n l y  t h e  t y p e s  of goods and 

s e r v i c e s  t h a t  appear  i n  t h e  marketplace,  b u t  a l s o  how t h e y  

a r e  marketed. 

Clo th ing  is one of  these produc t s  t h a t  o l d e r  consumers 

a r e  bound t o  i n f luence .  Manufacturers  o f  appa re l  must 

unders tand  t h e  c l o t h i n g  needs of  o l d e r  consumers i n  o r d e r  

t o  produce s a t i s f a c t o r y  p roduc t s  and t o  ensu re  a  f i rm ' s  

p r o f i t a b i l i t y .  They w i l l  a l s o  have t o  provide  o l d e r  

consumers with  a p p r o p r i a t e  i n fo rma t ion  about  t h e i r  

p roduc t s .  However, t h e  c u r r e n t  l i t e r a t u r e  makes it c l e a r  

t h a t  a  l a c k  of  unders tanding of  the needs o f  t h e  o l d e r  

consumer e x i s t s .  

Clo th ing  and Olde r  Females 

Many r e s e a r c h e r s  have i n v e s t i g a t e d  o l d e r  fernales' 

s a t i s f a c t i o n  wi th  t h e  f i t  o f  ready-to-wear c l o t h i n g  

a v a i l a b l e  i n  t h e  marketplace.  For a  summary o f  t h e s e  

r e s u l t s  one rnay refer t o  Forne, Campbell and Scholz  (1999), 

who s t a t e  t h a t  s i n c e  a t  l e a s t  t h e  1950s numerous 



researchers have documented the lack of well-fitting 

clothing for older females. As the majority of the 

literature dealinq with older peoplesf satisfaction with 

clothing fit has used female subjects, the researcher 

thought it prudent to limit the scope of this research to 

include only females. In this way, it is possible to build 

upon an existing body of research. 

Recent research indicates that this trend toward ill- 

fitting clothing for older women continues. McCreight 

(1990) stated that 58 .5% of a sample of 1 7 4  Manitoba women 

aged 65 or older found it necessary to alter clothing at 

least sometimes to achieve proper fit. Also in Manitoba, 

38% of a sample of 814 women with an average age of 76 

years reported that they were dissatisfied with fit of 

ready-to-wear apparel (Canadian Aging Research Network 

[CARNET], 1994) . 
Goldsberry, Shim, and Reich (1996b) found that 7 0 %  of 

a sample of 5912 women who were at least 5 5  years old 

reported dissatisfaction with fit. Examples of self- 

reported fitting problems include tightness in the shoulder 

seam and bust areas and excessive pant, sleeve and hem 

length. Filso, Goldsberry et al, (1996a) found that the 
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sample generally had a higher hip height measurement than 

was specified in PS 42-70; that is, the fullest part of the 

hip was located up to four inches (ten centimeters) higher 

than the corresponding measurement in PS 42-70. An ASTM 

Misses Petite size 16, for example, has a hip height that 

waç two inches (five centimeters) higher than the 

corresponding measurement in PS 42-70 (Goldsberry et al., 

1 9 9 6 a ) .  

Other researchers have identified inadequacies in the 

current sizing standard in accommodating the physical 

changes of older females, which could influence 

satisfaction with fit. Patterson and Warden (1983-84)  

found that 25 body measurements from a sample of 205 

American women aged 65 or older were significantly 

different from those specified in the current sizing 

standard. Older fernalesr measurements for bust, waist, and 

hip circumferences have also been found to be significantly 

larger than sizing standard measurements (Horridge & 

Woodson, 1 9 8 8 ) .  Woodson and Horridge (1990)  found that the 

current sizing standard did not accommodate the shoulder 

length, armscye depth or hipline height measurements of 

older females. 



Sizing Standards 

A sizing standard for clothing provides body 

measurement data for a range of body sizes in tabular fom, 

based on gradation of dimensions for a particular body type 

(Canadian General Standards Board [CGSB], 1992a; Glock & 

Kunz, 19901. These measurements rnay be used as guidelines 

in constructing gaments which are intended to fit a person 

of a particular size. A sizing standard is based on a 

sizing system; that is, it "gives an indication of the 

degrees of fit which the sizing system can provide with 

respect to certain of the size indicator body dimensions 

(CGSB, 1992b) . " Size indicator body dimensions are those 

which require an accurate fit, and it is these dimensions 

which define sizes (CGSB, 1992a; CGSB, 1992b) . 
Some systems are based upon body dimensions which 

require fitting, such as waist, hip, or bust measurements. 

Others are based on non-fitted dimensions like height 

(CGSB, 1992a). Body types are organized according to 

proportional relationships among body measurements as 

related to age and gender (Glock & Kunz, 1990) . Body types 



can include infants, toddlers, children' s, men' s and 

women' S .  

Çizing standards have been developed with the 

intention of benefiting manufacturers, consumers and 

retailers. If manufacturers use these standards, they will 

proaide clothing that consistently fits consumers. 

Consumers would not experience the frustration that results 

from manufacturer inconsistencies, or lose time trying on 

an excessive number of garments to achieve proper fit 

(Consumer and Corporate Affairs Canada [CCAC], 1989)- Mail 

order shopping and gift buying could be facilitated (CCAC). 

Retailers would benefit from the use of standards because 

the number of returned items could decrease, as would 

soiling and damage due to try-ons (CCAC). 

Sizing Standards for Women's Clothinq in North Arnerica 

O'Brien and Shelton (1941) were responsible for 

developing the database of women's body measurenents which 

formed the basis for the current women's apparel sizing 

standard in North America. The Pmerican Voluntary Product 

Standard PS 42-70 was created in 1958. The data were 
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collected in 1941 from a sample of 10,042 American women, 

of whom only 275 were over 65 years of age (Goldsberry et 

al,, 1996a; Of Brien & Shelton, 1941) . This amounted to 2% 

of the total sample. The apparel sizing standard developed 

from this database (PS 42-70) was based primarily on the 

body measurements of younger women, and would not reflect 

any measurement differences of the older female 

(Goldsberry, 1995) . 

The Canada Standard Sizing System (CSS) 

The Canada standard systern for sizing womenfs apparel 

was prepared and published by the Canadian General 

Standards Board in 1992, following revisions to a 1978 

version (CGSB, 1992a). The database from O'Brien's and 

Sheltonrs 1941 study was used to develop this standard 

(CGSB, 1992a). Sizing standards for women's apparel In 

Canada and the United States are voluntary standards and no 

apparel manufacturers are obliged to adhere to them (CCAC, 

1989; O'Brien & Shelton, 1941). Though the standard is 

intended to provide adequate fit for virtually al1 of the 
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adult female population (CGSB, 1992a), research is scarce 

regarding the effectiveness of CSS. 

Marshall (1988) compared body measurements from a 

sample of 92 women aged 65 to 85 to the body measurements 

specified in CSS. Results suggested that CSS did not 

wholly accommodate the mature figure, and that certain body 

dimensions could prove problematic with regard to fit. For 

example, only 43% of the sarnple had waist girth 

measurements that were within 2.5 centirneters (one inch) of 

the CSS measurements (Marshall, 1988). To accommodate 90% 

of the sample, a tolerance of +/ -  7.5 cm (three inches) 

would be necessary in the standard. 

If Canadian manufacturers do follow CSS for womenrs 

apparel, a systern directly based on the American sizing 

system, they must obey certain regulations regarding size 

labels on garments. According to CCAC, a label or hang-tag 

must include the CSS trademark (CCAC, 1989). It must also 

include the key body dimensions that the garment is 

intended to accommodate for either the lower body or the 

upper body. The size designation must also be indicated on 

labels or hang-tags by either the appropriate numerical 

size code or the pertinent size indicator body dimensions, 
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or both. A pictogram indicating location of key dimensions 

may also be used in place of a measurement list. These 

measurements include bust and hip measurements for garments 

fitting the whole or upper body, or waist and hip 

measurements for garments fitting the lower body. Figure 2 

shows examples of labels which meet these requirements for 

women's size 12 garments. 

In reality, few Canadian manufacturers do follow the 

Canada Standard system. Tarnburrino (1992a) reported a 

similar situation in the United States, where there has 

been Little adherence to either sizing standards 

(standardized size measurements) or labeling standards 

(specifications dictating what information size labels 

should contain.) Although virtually al1 manufacturers do 

follow some sort of sizing guidelines, these are often 

arbitrary and Vary not only among manufacturers but also 

for single manufacturers over time (Chun-Yoon & Jasper, 

1994, 1995; Tamburrino, 1992b). Indeed, Tamburrino (1992b) 

collected 16 manufacturersf self-reported key dimensions 

for a Misses size 8. Measurements for the bust measurement 

varied up to 3.5 inches among the manufacturers, while 



Far garments fitt inq the qpar or whole body: 

For garments fitting the louer body: 

t o  fit/ajustii pour: 

Figure 2 .  Examples of size labels that adhere to CSS 
spec i f  ications . 
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waist and hip measurements varied up to 3.0 inches and 4.0 

inches, respectively. 

Because adherence to sizing and labeling standards is 

voluntary in North America, most sizes of women's garments 

are represented by simple numerical codes which have no 

direct relationship to body measurements (Tamburrino, 

1992a) . Furthermore, no anthropometric information is 

generally included on most size labels in North America 

(Chun-Yoon & Jasper, 1993, 1995). This lack of meaningful 

information on size labels results in confusion for female 

consumers, who may find it necessary to r r y  on several 

sizes of a garrnent to Eind one with correct fit (Chun-Yoon 

& Jasper, 1995; Tamburrino, 1992b) . 

An Alternate Sizing System 

Although it is evident from the literature that 

current sizing standards for clothing in North America do 

not meet the needs of older women, no effort has been made 

until recently to solve this problem. Recently, a new 

standard has been developed for the American Society for 

Testing and Materials (ASTM) that specifically addresses 
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the inadequacies of PS 42-70. This database, called D5586 

Standard Tables of Body Measurements for Women Aged 55 and 

Older, was developed from body measurement tables of 6,656 

American women aged 55 and older, who represented 38 states 

(Goldsberry et al., 1996b). The development of this 

standard is important because, for the first tirne, age- 

related physical changes are represented in a sizing 

standard; if the standard were to be applied by 

manufacturers, many problems of fit that older females 

experience could be alleviated. 

If manufacturers of clothing for older females choose 

to apply D5586 to product development in the future, it 

will be essential for them to communicate the benefit of 

improved fit to older females. However, it is important to 

realize that research regarding effective methods to 

communicate garment fit (ASTM garments or not) to consumers 

may benefit al1 consurners. 

Marketing Communications 

McCarthy, Shapiro, and Perreault (1989) portray the 

marketing communications process as a source, trying to 
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reach  a r e c e i v e r ,  u s u a l l y  a p o t e n t i a l  customer,  w i th  a 

message. A f i r m  can have d i f f e r e n t  o b j e c t i v e s  when sending  

a message, which can  be  in tended  t o  inform,  persuade,  o r  

remind a consumer. In format ive  messages s imply l e t  

consumers know t h a t  a product  e x i s t s ,  o r  educa te  them about  

a product  a t t r i b u t e .  They w i l l  p rov ide  in fo rma t ion  t h a t  i s  

no t  n e c e s s a r i l y  i n t ended  t o  persuade â consumer t o  

purchase,  b u t  r a t h e r  t o  a i d  them i n  t h e  decision-making 

p roces s  . 

Wolfe (1990) e l a b o r a t e s  on market ing cornmunications 

s t r a t e g i e s  t h a t  w i l l  b e s t  appea l  t o  mature  consumers. 

According t o  h i s  "an t ihyberbole  f a c t o r "  (p .  161), o l d e r  

consumers have s t r o n g  ave r s ions  t o  embel l i shed  c l a ims  and 

mis lead ing  imagery i n  market ing communications. Mature 

consumers like t o  make informed d e c i s i o n s ,  and l i k e  t o  be 

provided wi th  s t r a i g h t f o r w a r d  and t r u t h f u l  i n fo rma t ion  t h a t  

w i l l  h e l p  them do s o .  Mature consumers 'want f a c t s ,  no t  

fancy, t o  u s e  i n  making purchase dec i s ions"  (Wolfe, 

p. 1 6 2 ) .  These i d e a s  w i l l  s h o r t l y  prove r e l e v a n t  t o  t h e  

purpose a t  hand. 



Clo th ing  Labels  a s  a  Means o f  C o m u n i c a t i n g  Product  

Informat ion 

For c l o t h i n g ,  l a b e l s  serve t h e  purpose of  informing 

consumers of  t h e  f i b e r  c o n t e n t  and c a r e  procedures  of  a  

qarment. Care l a b e l s  a r e  i n t ended  t o  inform t h e  consumer 

of recommended washing, b leaching ,  d ry ing ,  i r o n i n g ,  and d r y  

c l e a n i n q  procedures  f o r  t e x t i l e  p roducts .  They may "serve 

a s  p a r t  of t h e  e v a l u a t i v e  c r i t e r i a  used i n  t h e  d e c i s i o n -  

making process  t o  purchase  a  product"  (Wall, 1978, p.  2 6 5 ) .  

Some American s t u d i e s  have shown t h a t  consumers do pay 

a t t e n t i o n  t o  i n fo rma t ion  on c a r e  l a b e l s ,  and f i n d  such 

informat ion  u s e f u l  (Hatch & Lane, 1980) .  S a l t f o r d ,  Daly, 

and Rushman (1978) found t h a t  consumers b e l i e v e d  t h a t  

in format ion  on c l o t h i n g  care l a b e l s  shou ld  be  e a s y  t o  

unders tand,  r e l i a b l e ,  and most impor tan t ly ,  s t a n d a r d i z e d ,  

t o  b e s t  b e n e f i t  consumers. F u r t h e m o r e ,  care l a b e l  

i n s t r u c t i o n s  can  i n f l u e n c e  consumer p e r c e p t i o n s  o f  a  

p roduct  a t t r i b u t e ,  such  a s  f u t u r e  performance o f  a garment 

(Workman & Johnson, 1 3 9 1 ) .  

A s i z e  l a b e l  system is a way o f  d e s c r i b i n g  garment 

s i z e  t o  t h e  consumer wi th  l a b e l s  a t t a c h e d  t o  a garment i n  



some manner (Chun-Yoon & Jasper, 1995) . Size labels are 
informative, rather than a promotional, forms of 

communication. Knowing the correct size of apparel can 

reduce the number of consumer try-ons of gaments, thereby 

savinq the consumer's time, and reducing frustration 

(Consumer and Corporate Affairs Canada, 1989). 

Different authors have advocated changing size labels 

on apparel in North America. Chun-Yoon and Jasper (1996) 

and Tamburrino (1992b) recommended that labels include the 

key body dimensions a garment is intended to fit. The 

International Standards Organization developed such a size 

labeling system in 1991 (Chun-Yoon & Jasper, 1993), while 

the CSS outlined similar specifications in 1979 ("One 

system fits all," 1979) . 
Chun-Yoon and Jasper (1995) compared reactions of 

332 men and women aged 19 or older to six different size 

labels with varying amounts and types of information. One 

label simply stated a numerical size, while others included 

key body dimensions, descriptions of body measurements for 

key body dimensions, and pictograms showing locations of 

key body dimensions. Subjects strongly preferred the label 

that contained a numerical size, key dimensions, 
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descriptions for body measurement of key dimensions, and a 

pictogram with key dimensions. The label which simply 

stated a numerical size was least preferred. 

Empirical evidence suggests that mature consumers in 

particular do consult product labels when purchasing 

apparel . Lumpkin, Greenberg, and Goldstucker (1985) 

determined that adults aged 65 or older rated "readable 

labels/tags on products" as the seventh most important 

attribute in the retail environment from a total of 

thirteen. A subsequent study showed chat a sample of 1482 

65-plus adults responded that labels or taqs were the 

fourth most important attribute out of a total of 22 

attributes (Lumpkin & Hite, 1988). Lumpkin and Festervand 

(1987-88) found that subjects aged 65 and older did r e l y  on 

certain sources of point-of-purchase (POP) information when 

evaluating the price and quality of apparel. 

The Importance of Labels 

Tt is evident from the literature that mature female 

consumers are dissatisfied with the fit of ready-to-wear 

clothing. From mature female consumersr points-of-view, it 
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would be advantageous to know if garments being considered 

for purchase will fit their body dimensions. Research on 

care labeling systems suggests that care labels can 

influence consumersr perceptions of product attributes. 

Consumers also perceive that they provide useful 

information. It seems reasonable to assume that size 

labels could also prove useful to the older female consumer 

if they provided meaningful information with which to 

assess fit. Considering that garments sized according to 

ASTM standard D5586 may be produced in the future, it is 

essential that rnanufacturers know how to comrnunicate the 

benefit of improved fit to the older female consumer. Size 

labels may have other practical advantages. They could be a 

time-saving device for female consumers who may experience 

difficulty trying on clothing due to decreased mobility or 

difficulty in movement; fewer try-ons would be necessary. 

For those consumers with a limited clothing budget, an 

informative size label would help them make infomed 

decisions about clothing purchases. A~SO, in accordance 

with Wolfe's (1990) antihyberole factor, it would seem that 

mature consumers would prefer a size label that is truly 

informative, as opposed to a numerical code, 
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Apparel f i rms could also b e n e f i t  f rom an a l t e r n a c e  

means t o  convey garment size a s  p a r t  o f  a marketing 

communications s t r a t e g y .  A meaningful and informat ive  size 

l a b e l  may encourage brand l o y a l t y ,  Retail  buyers of  appare l  

for r e t a i l  s t o r e s  might a l s o  show increased brand l o y a l t y  

t o  products t h a t  c a r r y  informative size l a b e l s ,  i f  t h e y  

proved t o  be p r o f i t a b l e  items t o  ca r ry .  

Theore t i ca l  E'ramework 

Rogers' t h e o r y  of the d i f f u s i o n  of innovations has 

been applied Co s t u d y  t h e  d i f f u s i o n  of many kinds o f  

innovations. The e a r l i e s t  a p p l i c a t i o n s  of t h e  theory  were 

in the  a r e a  of  r u r a l  sociology (Rogers, 1 9 9 5 ) .  Current ly ,  

even t h e  most cu r sa ry  search on a cornputerized d a t a b a s e  

shows a broad and v a r i e d  number o f  innovations t h a t  have 

been s t u d i e d  using t h i s  theory, inciuding cornputers, s o l a r  

heacing technology, supermarket bar-code scanners ,  and 

employee t r a i n i n g  programs. 

With regard  t o  a p p a r e l ,  researchers have used Rogers' 

theory  t o  s tudy  sociu-psychological characteristics of  

f a sh ion  adop te r s .  Çchrank and Gilmore (1973) s t u d i e d  
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innovativeness as a predictor of fashion leadership. The 

theory has also been used as a framework to examine the 

need for varietÿ of different types of fashion conçurners, 

including fashion opinion leaders, fashion innovators, 

innovative communicators, and fashion followers (Workman & 

Johnson, 1993) . Huddleston, Ford, and Bickle (1993) 

applied the concept of fashion opinion leadership to 

identify predictors of this trait in fashion consumers. 

Coelho (1994) applied the theory ta study clothing 

manufacturersr perceptions of the relative advantage of a 

computer-aided design service. 

With regard to older consumers, Strutton, Lurnpkin, and 

Vite11 (1994) investigated the appropriateness of Rogersf 

perceived innovation attribute typology when marketing to 

older consumers. Their results indicated that this mode1 

was appropriate to use, especially when discontinuous 

innovations, or those involving fundamental changes in 

consumer consumption patterns, were being marketed 

(Strutton et al., 1994). 



Rogers' Theory of t h e  Diffusion of Innovations 

Rogers (1995) d e f i n e s  d i f f u s i o n  a s  " the process by 

which an innovation i s  cornmunicated through c e r t a i n  

channels over t i m e  among t h e  members of a s o c i a l  system" 

( p .  5 ) .  An innovation is  an idea ,  p r a c t i c e ,  o r  o b j e c t  t h a t  

i s  perceived a s  new by t h e  i n d i v i d u a l  o r  group who may 

adopt it. The idea,  p r a c t i c e ,  o r  o b j e c t  does not  have t o  

be something never be fo re  seen; it is  people's perception 

of newness t h a t  makes t h e  d i f f u s i o n  process unique. 

C h a r a c t e r i s t i c s  of Innovations 

According t o  Rogers (1995) ind iv idua l s  o r  groups 

perce ive  t h a t  innovations have d i f f e r e n t  c h a r a c t e r i s t i c s .  

These percept ions  in f luence  t h e i r  r a t e s  of adoption and 

d i f f u s i o n .  Rela t ive  advantage is " the  degree t o  which an  

innovation is  perceived as  being b e t t e r  than t h e  idea  it 

supersedes" (Rogers, 1995, p. 1 5 ) .  Cornpatibili ty is t h e  

degree t o  which an innovat ion  is perceived a s  being 

c o n s i s t e n t  with t h e  va lues ,  experiences and needs of  

p o t e n t i a l  adopters .  T r i a l a b i l i t y  is t h e  degree t o  which 



potential adopters may experiment with an innovation before 

deciding to adopt it. Observability consists of how well 

the results of using an innovation may be seen by potential 

adopters . 
Relative advantage, compatibility, trialability, and 

observability are positively related to the likelihood of 

adoption. The more they are in evidence, the greater the 

probability of adoption. The last attribute, complexity, 

is negatively related to adoption. Complexity is the 

degree to which potential adopters perceive the innovation 

as being difficult to use. 

Decision-Makinq 

Rogers (1995) portrays the decision-making process 

regarding the adoption of an innovation as consisting of 

five stages. The first stage, knowledge, occurs when the 

individual or group first learns of the innovation. During 

the second stage, persuasion, the decision-making unit 

foms positive or negative attitudes towards the 

innovation, based on the attributes that the unit perceives 

it to possess. The decision-making unit takes steps to 



adopt  o r  r e j e c t  an innovat ion  during t h e  t h i r d  s t a g e ,  

d e c i s i o n .  T r i a l  u s e  o f  t h e  innova t ion  may occur .  During 

t h e  f o u r t h  s t a g e ,  implementation,  t h e  u n i t  e x h i b i t s  some 

o v e r t  behavior  toward t h e  innovat ion ,  l i k e  purchas ing  it .  

A t  t h e  f i f t h  stage, conf i rmat ion ,  t h e  u n i t  s e e k s  re- 

inforcement  f o r  the d e c i s i o n  t h a t  h a s  been made, t o  reduce 

d i ssonance .  

Concep tua l i za t ion  

The l i t e r a t u r e  review shows t h a t  Lit t le r e s e a r c h  

e x i s t s  about  o l d e r  females' responses  t o  c l o t h i n g  s i z e  

labels. Although Chun-Yoon and J a s p e r  (1995) found t h a t  

s i z e  l a b e l s  t h a t  were p r e f e r r e d  had c e r t a i n  a t t r i b u t e s ,  

t h e i r  sample c o n s i s t e d  mainly of u n i v e r s i t y  s t u d e n t s .  Tt is  

no t  known whether o l d e r  females  w i l l  s h a r e  t h e  same 

p r e f e r e n c e s  f o r  s i z e  l a b e l s .  

D i f f e r e n t  r e s e a r c h e r s  have sugges ted  t h a t  mature 

consumers do c o n s u l t  l a b e l s  and t a g s  on garments,  b u t  t h e s e  

s t u d i e s  d i d  n o t  focus on consumer p r e f e r e n c e s  f o r  s i z e  

l a b e l s  (Lumpkin e t  a l . ,  1985; Lumpkin & H i t e ,  19881 . It 

was t n e r e f o r e  of  i n t e r e s t  t o  de te rmine  now o l d e r  females  
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reac ted  t o  l a b e l i n g  devices  t h a t  conta in  a t t r i b u t e s  of a  

Canada Standard Siz ing  l a b e l .  In  accordance with Wolfe's 

(1990) ant i-hyperbole f a c t o r ,  one may con jec tu re  t h a t  o l d e r  

females would p r e f e r  l a b e l s  t h a t  conta in  meaningful and 

u s e f u l  information.  

To examine o l d e r  fernalesr perceptions of innovat ive  

l a b e l i n g  devices,  Rogers' (1995) theory  of t h e  d i f f u s i o n  of 

innovations was used, i n  p a r t i c u l a r  h i s  mode1 of t h e  

innovation-decision process.  Figure 3 i l l u s t r a t e s  concepts 

t h a t  were measured and t h e  hypothesized r e l a t i o n s h i p s  among 

tnem. Because t h i s  research  focused on i n d i v i d u a l s  and an 

innovation r a t h e r  than an innovation 's  d isseminat ion  

through a s o c i a l  system, it is appropr ia te  t o  r e f e r  t o  t h e  

adoption of an innovation r a t h e r  than i t s  d i f f u s i o n .  

Adoption is  t h e  acceptance and continued use cf an 

innovation by an ind iv idua l  (Crane & Clarke, 1 9 9 4 ) .  



Knowledge -b Increased .--,Greater 
of Hang-tag A perceptions likelihood 

/ 
of relative of positive 
advant age attitude 
for Hang-tag A formation 

toward 
Hang-tag A 

Dissatisfaction 
with numerical 
size codes 

Knowledge ---, Increased -+Greater 
of Hang-tag B perceptions li kelihood 

of relative of positive 
advantage attitude 
for Hang-tag B formation 

toward 
Hang-tag B 

Figure 3. Illustration of relationships among measured 
variables. 



With regard to Rogersr mode1 of the innovation- 

decision process, the first stage, knowledge, is the stage 

at which a consumer first learns about an innovation. 

Certain conditions, called prior conditions, may exist 

prior to knowledge of the innovation. These could include 

previous practice and felt needs. Previous practice refers 

to how an individual or group accomplished whatever the 

innovation does prior to its availability, that is, 

previous behavior. Rogers (1995) defines "felt 

needs/problems" (p. 163) as "a state of dissatisfaction or 

frustration that occurs when one's desires outweigh one's 

actualities" (p. 164) . 
Persuasion is the next stage at which a consumer forms 

an attitude toward an innovation, based on his or her 

perceptions of the innovation's characteristics. One of 

these may be relative advantage, which is the degree to 

which a consumer perceives an innovation as being better 

than whatever preceded it. The likelihood of positive 

attitude formation increases with perceptions of relative 

advantage. 



Knowledge 

For t h e  purposes of t h i s  t h e s i s ,  knowledge was 

considered t h e  information on two v a r i a t i o n s  of a l abe l ing  

device  t h a t  conta in  CSS-specified a t t r i b u t e s .  These 

devices  were intended t o  convey t h e  range of body 

rneasurements t h a t  a garment was meant t o  accommodate. 

Ernpirical evidence suggests  t h a t  u n i v e r s i t y  s tuden t s  p r e f e r  

c e r t a i n  c h a r a c t e r i s t i c s  of s i z e  l a b e l s .  Chun-Yoon and 

Jasper (1995) found t h a t  t h e i r  sample of un ive r s i ty  

s t u d e n t s  l e a s t  p re fe r red  a s i z e  l a b e l  t h a t  contained only a 

numerical code. The most p r e f e r r e d  l a b e l  contained s e v e r a l  

p ieces  of information inc luding a pictogram, a l is t  of key 

body dimensions, and a numerical code. ïnc iden ta l ly ,  t h e s e  

a r e  c h a r a c t e r i s t i c s  of s i z e  l a b e l s  s p e c i f i e d  by CSS. 

Previous Prac t i ce  and F e l t  Problems 

Previous p r a c t i c e  included how o l d e r  fernales assessed  

t h e  f i t  of c lo th ing  when they  see it f o r  t h e  f i r s t  t h e  i n  

a r e t a i l  s t o r e .  A l a b e l i n g  device  t h a t  con ta ins  only a 

numerical code was used t o  r e p r e s e n t  t h e  type of device 



used by older females prior to seeing innovative labeling 

devices. The degree to which older females were 

dissatisfied with numerical size ccdes was considered a 

felt problern. This was also measured. 

Relative Advantage 

Relative advantage was considered the degree to which 

older females perceived that innovative labeling devices 

were better than labeling devices which contained only a 

numerical size code. In theory, persuasion would have 

occurred when a consumer formed a favorable or unfavorable 

predisposition toward a labeling device with CSS attributes 

when they saw such a label. 

The concepts of previous practice, perceived relative 

advantage of labeling devices with CSS attributes, and 

attitudes toward these devices form the core of this 

thesis. The older consumer's degree of satisfaction with 

numerical size codes may affect the way she recognizes the 

benefits of the innovative labeling devices. If the older 

fernale consumer is dissatisfied with numerical size codes, 

her assessrnent of them may be negative. She may then 



perceive greater relative advantage for both types of 

innovative labeling devices, which subsequently may result 

in the formation of a positive attitude toward them. 

On the contrary, if an older fernale consumer is 

satisfied with numerical size codes, relative advantage may 

not be a perceived characteristic of the innovative 

labeling devices, and the Likelihood of positive attitude 

formation may decrease. 

Conceptual Definitions 

This section describes conceptual and operational 

definitions of concepts. These definitions included: 

1. Size labeling system - a way of conveying garment 

size to the consumer that was represented by a Label 

attached to the garment. 

2. Innovation - Rogers (1995) defined an innovation 

as an idea, practice, or object that is perceived as new by 

potential adopters. Operationally, there were two labeling 

devices that were considered innovative. An innovation was 

defined as eitner: 
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a. Hang-tag A, a labeling device for a pair of pants 

in Missesr Petite size 16 with measurements specified by 

CSS standard CAN/CGSB-49.201-92. Hang-tag A contained the 

following attributes: a list of measurements including a 

waist measurement of 84 centirneters (33 inches), a full hip 

measurement of 110 centimeters (43 inches), and a height of 

158 centimeters (five feet, two inches); a pictogram 

illustrating waist and h i p  measurernents, as well the 

vertical distance between waist and full hip (23 

centirneters, or nine inches), and a numericai code, or 

b. Hang-tag B, a labeling device for a pair of pants 

in Misses' Petite size 16 with measurements specified by 

ASTM D5586. Hang-tag B contained the following attributes: 

a list of measurements including a waist measurement of 84 

centimeters (33 inches), a full hip measurement of 101 

centimeters (40 inches), and a neight of 158 centimeters 

(five feet, two i n c h e s ) ;  a pictogram illustrating waist and 

hip measurements as well as the vertical measurement 

between waist and hip (18 centimeters or seven inches), and 

a numerical code. 

3 .  Previous practice - the methods by which older 
female consumers determined whether or not a garment would 
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accommodate her body measurements, prior to knowledge of 

innovative labeling devices. 

4. Felt needs/problems - states of dissatisfaction 

or frustration that occurred when older fernales' desires 

regarding labeling devices outweighed their actualities, 

prior to knowledge of innovative labeling devices. 

5. Persuasion - the formation of a favorable or 

unfavorable predisposition toward labeling devices with CSS 

attributes. 

6. Relative Advantage - the degree to which the 

innovative labeling devices were perceived as being better 

than numerical labeling devices. The items measuring 

perceptions of relative advantage were adapted £rom 

Strutton et al. (1994) . 

7 .  Attitude - The predisposition to act favorably or 

unfavorably toward both types of innovative labeling 

devices. 

Hypotheses 

To find answers to the research questions, the 

following nul1 and alternate hypotheses were formulated: 



Nul1 Hypothesis One 

There will be no relationship between levels of 

satisfaction with the numerical nang-tag and subjects' 

perceptions of relative advantage of hang-tag A when it is 

cornpared to the numerical hang-tag. 

Alternate Hypothesis One 

Subjects who express low satisfaction with the 

numerical labeling device will perceive that hang-tag A has 

greater relative advantage compared to the numerical 

labeling device than subjects who express high satisfaction 

with the numerical labeling device. 

Nul1 Hypothesis Two 

There will be no relationship between levels of 

satisfaction with the numerical hang-tag and subjects' 

perceptions of relative advantage of hang-tag B when it is 

compared to the numericai hang-tag. 



Alternate Hypothesis Two 

Subjects who express low satisfaction with the 

numerical labeling device will perceive that hang-tag B has 

greater relative advantage compared to the numerical 

labeling device than subjects who express high satisfaction 

with the numerical labeling device. 

Nul1 Hypothesis Three 

Testing hypothesis three involved testing three sets 

of relationships, which nave been formulated according to 

Rogers' (1995)  theory, which States that felt needs 

influence perceptions of relative advantage, which in turn 

influence attitudes toward an innovation. In this 

research, the goal was to determine if satisfaction with 

the numerical hang-tag affected perceptions of relative 

advantage for hang-tag A, which subsequently would affect 

attitude toward it. One can speculate that, with regard to 

this research, subjects who expressed low satisfaction with 

the numerical tag would have more positive attitudes toward 

innovative hang-tags than subjects who expressed high 



satisfaction. 

The hypothesis was broken into a series of 

relationships as follows: 

a) There will be no relationship between levels of 

satisfaction with the nmerical hang-tag and subjects' 

perceptions of relative advantage of hang-tag A when it is 

compared to the numerical hang-tag. 

b) There will be no relationship between subjectsl 

perceptions of relative advantage for hang-tag A and the 

dimensions of attitudes for hang-tag A (both separate and 

combined . 
c) There will be no relationship between levels of 

satisfaction with the numerical hang-tag and the dimensions 

of attitudes for hang-tag A (both separate and combined.) 

Alternate Hypothesis Three 

For each of the three sub-nul1 hypotheses, the 

alternate hypotheses are: 

a) Subjects who express l o w  satisfaction with the 

numerical labeling device will perceive that hang-tag A has 

greater relative advantage compared to the numerical 
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labeling device than subjects who express high satisfaction 

with the numerical hang-tag. 

b) Subjects who perceive higher levels of relative 

advantage for hang-tag A will form more positive attitudes 

towards hang-tag A than subjects who perceived lower levels 

of relative advantage. 

C I  Subjects who express low satisfaction with the 

numerical hang-tag will form more positive attitudes 

towards hang-tag A than subjects who express high 

satisfaction with the numerical hang-tag. 

Three dimensions of attitude toward the hang-tags were 

measured, the cognitive, affective, and conative 

dimensions. Because these three dimensions were 

conceptualized as comprising attitude as a whole, their 

values were summed to create a variable representing 

general attitude towards each hang-tag. Thus the variable 

attitude and its dimensions were used in hypothesis 

testing. 



N u l 1  Hypothesis Four 

A s  with hypothesis  th ree ,  t e s t i n g  hypothesis  four  

involved t e s t i n g  a series of r e l a t i o n s h i p s .  The t h r e e  

dimensions of a t t i t u d e  were also summed t o  create a genera l  

a c t i t u d e  v a r i a b l e  for hypothesis  testing. The same 

r a t i o n a l e  was used t o  formulate p a r t s  a ,  b, and c of t h i s  

hypothesis ,  which a re  a s  fol lows:  

a )  There w i l l  be no r e l a t i o n s h i p  between l e v e l s  of 

s a t i s f a c t i o n  with t h e  numerical hang-tag and s u b j e c t s '  

percept ions  of r e l a t i v e  advantage of hang-tag B when it is  

compared t o  t h e  numerical hang-tag 

b )  There w i l l  be no r e l a t i o n s h i p  between s u b j e c t s '  

percept ions  of r e l a t i v e  advantage f o r  hang-tag B and t h e  

dimensions of a t t i t u d e  f o r  hang-tag B and a t t i t u d e  taward 

hang-tag B.  

c )  There w i l l  be no r e l a t i o n s h i p  between l e v e l s  of 

s a t i s f a c t i o n  with t h e  numerical hang-tag and t h e  dimensions 

of a t t i t u d e s  f o r  hang-tag B and a t t i t u d e  toward hang-tag B. 



Alternate Hypothesis Four 

For each of the three sub-nul1 hypotheses, the 

alternate hypotheses are: 

a) Subjects who express Low satisfaction with the 

numerical labeling device will perceive that hang-tag 3 has 

greater relative advantage cornpared to the numerical hang- 

tag t h a n  subjects who express high satisfaction with the 

numerical hang-tag . 
b) Subjects who perceive higher levels of relative 

advantage for hang-tag B will form more positive attitudes 

towards hang-tag A than subjects who perceived lower levels 

of relative advantage. 

C )  Subjects who express low satisfaction with the 

numerical hang-tag will form more positive attitudes 

towards hang-tag B than subjects who express high 

satisfaction with the numerical hang-tag. 

Hypothesis Five 

Hang-tags A and B were developed using the body 

measurements of two different sizing standards, one which 

represent~d w~m~n's pbysica! char-c+~ri-+ic- (ARTM 
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DS58 6)  and one which d i d  n o t  (CSS . At t h i s  t h e ,  t h e  ASTM 

s t a n d a r d  i s  no t  known t o  t h e  p u b l i c .  Hence, t h e  r e s e a r c h e r  

d i d  n o t  have any e rnpi r ica l  ev idence  t o  sugges t  t h e  n a t u r e  

of t h e  r e l a t i o n s h i p  between p e r c e p t i o n s  of  r e l a t i v e  

advantage of one hang-tag compared t o  ano the r .  Therefore ,  

t h e  r e s e a r c h e r  i n v e s t i g a t e d  t h e  r e l a t i o n s h i p  between 

p e r c e p t i o n s  of r e l a t i v e  advantage of each t a g  compared t o  

t h e  o t h e r  by f o m u l a t i n g  t h e  n u l 1  hypothes i s  t h a t  t h e r e  

w i l l  b e  no d i f f e r e n c e  i n  p e r c e p t i o n s  of  r e l a t i v e  advantage 

f o r  hang-tag A and hang-tag B r  when hang-tag A i s  cornpared 

t o  hang-tag B, and when hang-tag B i s  compared t o  hang-tag 

A.  



CHAPTER THREE 

METHOD 

In developing the procedure for seeking answers to 

research questions, the researcher developed three size 

Labels and an interview schedule. The researcher then 

administered the interview schedule by interviewing 42 

subjects individually Co ascertain reactions to the hang- 

cags. This chapter describes the development of the hang- 

ïags, interview schedule, sample recruitment, data 

collection, and analysis. 

Development of Research Instrument 

In this section, the researcher accounts for the 

process of developing and pre-testing the hang-tags and the 

interview schedule for this research. 

Pre-Test Hang Tags 

Three hang tags were developed. One was a numerical 

hang-tag identical to that previously seen in Figure 1, 
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which contained only a numerical code for a pair of pants 

for a Misses Petite Size 16. The other two pre-test 

stimuli may be seen in Figure 4. These were: 

1. Hang-tag A, a labeling device for a pair of pants 

in Misses Petite Size 16 with the following attributes: a 

list of measurements specified by ASTM D5586, including a 

waist measurement of 84 centimeters (33 inches), a full hip 

measuremenc of 101 centimeters (40 inches), a pictograrn 

illustrating these measurements, and a numerical code, or 

2. Hang-tag B, a labeling device for a pair of pants 

in Misses Petite Size 16 with the following attributes: a 

List of measurements specified by ASTM D5586, including a 

waist measurement of 84 centimeters (33 inches), a full hip 

measurement of 101 centimeters (40 inches), and a height of 

158 centimeters (62 inches), a pictogram illustrating these 

measurements except height, as well was the vertical 

distance between waist and full hip, located 18 centirneters 

fseven inches) below the waist, and a numerical code. 

To avoid biases created by size labels, the petite 

stature was conveyed by indicating the height of the person 

the gament is intended to fit. Neither the word "Petite" 

nor the abbreviation 'P" appeared on the hang-tags. 



Size 16 
to fit: 
mist 84 cm/ 33 inches 
hi p 101 cm/ 40 inches 

Size 16 
ofit: 
mist 84 cm/ 33 inches 
ii p 101 c d 4 0  inches 
ieig M 158 cm/ 62 inches 

Hang-tag B 

Figure 4, Pre-cest hang-tags A and B. 



Measurements were given in both inches and 

centimeters, to address any subjectrs unfamiliarity with 

their measurements in metric. The waist and hip 

measurements were shown becaüse CSS specified that only 

these measurements need be included on hang-tags for 

garments fitting the lower body. 

Hang-tags A and B were identical except that B 

included two additional pieces of information, height and 

vertical distance between waist and full hip. The 

researcher chose to use ASTM D5586 measurements for a 

Misses Petite size 16 on hang-tags A and 0 to allow for 

continuity between this research and other research that 

was ongoing at the University of Monitoba during the 

planning stages of this thesis. This other research 

investigated satisfaction with fit for garments designed 

according to ASTM D5586, with Misses Petite size 16 as the 

chosen size (Campbell & Horne, 2001) . 

Development of Interview Schedule 

An interview schedule was developed to measure the 

concepts contained in Rogersr (1995) theory. The interview 

schedule recorded subjectsr responses to the three hang- 



tags. The first part of the interview schedule included 

questions about previous practice and the subjectst 

background information. The second part of the interview 

schedule collected demographic information in close-ended 

questions. The interview schedule may be seen in Appendix 

A. 

The interval schedule consisted of close-ended and 

open-ended questions. For some close ended-questions, the 

response scale was a five-point scale in which the 

distances between the points on the scale were assumed to 

be equal, with "5" being the maximum value a response could 

have, and "1" being the minimum value. The pool of close- 

ended questions included: 

1. Subjects' ownership of pants, operationalized as 

t h e  item "Are pants a part of your wardrobe?" with a 

response scale of "Yes" or "No". 

2. Subjects' frequency of wearing pants, 

operationalized as the item "How often would you Say you 

Wear pants?" with a five-point response scale ranging from 

"Never" (1) to "Always" (5) . 
3. Subjects' satisfaction with the numerical hang- 

tag. This concept was operationalized as the item, "How 
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satisfied are you with this [numerical] hang-tag in helping 

you find garments that fit you without trying them on?" The 

five-point response scale ranged from "very 

dissatisfied" (1) to "very satisf ied" (5) . 
4. Persuasiveness of stimuli hang-tags. This concept 

was operationalized as the item, "What is your impression 

of this hang-tag?" The five-point response scale ranged 

f rom "very unf avorable" (1) to 

"very favorable" ( 5 ) . 

5. Perceptions of relative advantage of hang-tag A 

compared to the numerical size label. This concept was 

operationalized as the item, "This hang-tag [A] is superior 

to the numerical hang-tag." The £ive-point response scale 

ranged from "strongly disagree" (1) to "strongly agree" ( 5 )  . 
6. Perceptions of relative advantage of hang-tag B 

compared to the numerical size label. This concept was 

operationalized as the item, "This hang-tag [BI  is superior 

to the numerical hang-tag." The five-point response scale 

ranged f rom "strongly disagree" (1) to "strongly agree" (5) . 
7 .  Perceptions of relative advantage of hang-tag A 

compared to hang-tag B. This concept was operationalized 

as the item, "Hang-tag A is superior to Hang-tag B." The 



five-point response scale ranged from "strongly 

disagree" (1) to "strongly agree" (5) . 
8. Perceptions of relative advantage of hang-tag B 

compared to hang-tag A. This concept was operationalized 

as the item, "Hang-tag B is superior to Hang-tag A." The 

five-point response scale ranged from "strongly 

disagree" (1) to "strongly agree" (5) . 
9. Attitude toward hang-tag A and hang-tag B. 

Attitude toward both hang-tags was conceptualized as having 

three dimensions. These were operationalized as follows: 

"Hang-tag A/B contains the information that would help me 

find pants that fit me," (cognitive dimension); "1 like 

Hang-tag A/B," (affective dimension), and "1 would use 

Hang-tag A/B to help me find clothes that fit me" (conative 

dimension). The five-point response scale for each item 

ranged from "strongly disagree" (1) to "strongly agree" (5 ) . 
10. Perceptions of innovativeness of hang-tag A and 

hang-tag B. These concepts were operationalized as the 

items "Hang-tag A is like al1 other hang-tags 1 have seen 

before" and "Hang-tag B is like al1 other hang-tags 1 have 

seen before." The five-point response scale for each item 

ranged f rom 'strongly disagree" (1) to "strongly agree" (5) . 



After responding t o  close-ended items t h a t  measured 

p e r c e p t i o n s  o f  r e l a t i v e  advantage,  s u b j e c t s  were asked t o  

respond t o  open-ended q u e s t i o n s  t h a t  were in t ended  t o  t a p  

t h e  meaning o f  r e l a t i v e  advantages .  The responses  were 

audio  t a p e d  f o r  t r a n s c r i p t i o n  l a t e r .  

The r e s e a r c h e r  thought  t h a t  responses  t o  t h e  i n t e r v i e w  

schedu le  cou ld  be a f f e c t e d  i f  t h e  two hang-tags were 

p r e s e n t e d  t o  s u b j e c t s  i n  t h e  same o r d e r .  To c o n t r o l  f o r  

t h e  o r d e r  e f f e c t ,  t h e  r e s e a r c h e r  a l t e r n a t e d  t h e  o r d e r  i n  

which hang-tags A and B were p r e s e n t e d  t o  t h e  s u b j e c t s .  

Before conc luding  t h e  in t e rv i ew,  s u b j e c t s  were asked t o  

exp res s  f r e e l y  o t h e r  impress ions  t h e y  may have had about  

t h e  hang-tags.  

Admin i s t r a t i on  o f  Pre-Test 

The r e s e a r c h e r  conducted a p r e - t e s t  d u r i n g  J u l y  and 

October o f  1998 i n  o r d e r  t o  e v a l u a t e  t h e  c l a r i t y  o f  

i n t e r v i e w  schedu le  items, t h e  in fo rma t ion  con ta ined  i n  t h e  

hang-tags, and  t h e  o p e r a t i o n a l  d e f i n i t i o n s .  I n  a d d i t i o n ,  

t h e  p r e - t e s t  enab led  t h e  r e s e a r c h e r  t o  i d e n t i f y  any flaws 

i n  the procedure .  A group of seven p a r t i c i p a n t s  w a s  
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recruited by word of mouth for the pre-test sample. Five 

interviews were conducted in Waterdown, Ontario, and two 

were conducted in Winnipeg during one of the researcher's 

visits there. 

Changes to Interview Schedule 

During the pre-test, the researcher noticed that some 

subjectsf familiarity with sewing influenced their 

responses to the hang-tags. Specifically, the subjectts 

experience with sewing could heighten her awareness of her 

own body measurements, which in turn could influence 

perceptions of relative advantage. Therefore, the 

researcher modified the interview schedule by adding two 

items. The first item measured subjects' experience with 

sewing their own clothing. This item was added to 

ascertain if experience with sewing influenced awareness of 

body measurements. It was operationalized as the item "Do 

you sew any of your own clothing?" with a five-point 

response scale ranging from "Never" (1) to "Always" ( 5 )  . 

The second item measured subjectsr awareness of their own 

body measurements, operationalized as the item '1 am aware 
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of my body measurements" with a five-point response scaie 

ranging from "Strongly Disagree" (1) to "Strongly Agree" 

( 5 )  

The second question was further modified after 

interviewing the first nine subjects in the data collection 

phase. The researcher split this question into two 

questions inquiring about specific familiarity with waist 

and hip measurements for the remaining subjects. The 

researcher felt that this decision was justified because 

waist and hip measurements were information contained in 

the hang-tags and they were more specific than "body 

measurement", thereby adding clarity to the questions. 

Consequently, awareness of waist and hip measurements were 

operationalized as, respectively, "1 know my waist 

measurement when 1 shop for pants," and '1 know rny hip 

measurement when 1 shop for pants." The five-point 

response scale for each item ranged from "Strongly 

Disagree" (1) to "Strongly Agree" (5) . 
The addition of these items in the interview schedule 

enabled the researcher to assess the contribution of two 

potentially confounding variables by analyzing the 

relationships between subjectsf experience with sewing and 
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awareness of body measurement later in the data analysis 

stage . 

Changes to Hanq-Tags 

60th hang-tags were modified so that each contained 

the same type of measurements (hip, waist, height, and 

vertical distance between waist and full hip). The waist 

measurements (33 inches) of hang-tags A and B were 

identical. However, the waist measurement and the location 

of the fullest part of the hip differed. The waist 

measurement was 40 inches for bang-tag A (CSS measurements) 

and 43 inches for hang-tag B (ASTM D5586 measurements) . 
Furthermore, for hang-tag B, the fullest part of the hip 

was located at seven inches below the waist, which was two 

inches higher than hang-tag A (CSS measurements). The 

difference in the location of the widest part of the hip 

between the two hang-tags were expressed in the vertical 

distance between the waist and full hip on the tags. The 

vertical distance between the waist and the full hip 

depicted in pictogram B was drawn to appear shorter than 

A's. Thus, what was reflected in the hang-tags was the 
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differences in body measurements that did not represent the 

physical characteristics of older women (CSS measurements 

on A), and those that did (ASTM D5586 measurernents on B). 

The tags that were finally used in data collection are 

shown in Figure 5, along with the numerical tag to which 

they were compared. 

By making these changes to the tags, the researcher 

felt that subjects would respond to information regarding 

body measurements that were characteristics of the two 

sizing system rather than the number of pieces of 

information on each tag. Changes to hang-tags were made to 

ensure that if subjects perceived that either hang-tag had 

relative advantages over the other, it would be attributed 

to the differences in body measurements between the tags, 

and not simply because B contained more information than A. 



Size 16 1 
Numerical size label 



Data C o l l e c t i o n  

This s e c t i o n  d e s c r i b e s  t h e  procedure f o r  c o l l e c t i n g  

data. This includes sample r ec ru i tmen t  and t h e  

a d m i n i s t r a t i o n  of t h e  i n t e r v i e w  schedule .  

Sample Recruitment 

The sampling frame inc luded  al1 females aged 55 o r  

older i n  t h e  a r e a s  of Flamborough, Bur i ing ton ,  Oakv i l l e ,  

and Hamilton a r e a s .  T i m e  c o n s t r a i n t s  d i d  n o t  allow t h e  

recruitment of a random sample; t h e r e f o r e ,  a convenience 

sample was used fo r  t h i s  r e s e a r c h .  T h i s  type of  sample was 

appropriate because no i n f e r e n c e s  were drawn t o  the e n t i r e  

populat ion of o l d e r  females. Before  any s u b j e c t s  were 

r e c r u i t e d ,  approval was g r a n t e d  by the Human Ecology E t h i c s  

Review Committee t o  use human subjects i n  t h e  r e sea rch .  A 

copy of  t he  approva l  letter may be seen  i n  Appendix 8. 

Flamborough inc luded  many small cornmunities, i n c l u d i n g  

Raterdom, and was in c l o s e  proximity t o  t h e  o t h e r  p l a c e s  

mentioned. These l o c a l e s  were chosen because the 

r e s e a r c h e r  Lived in Waterdown. However, some s u b j e c t s  were 



recruited from Winnipeg, because the researcher visited 

there occasionally and it was convenient to do so. Ten 

subjects were recruited from Winnipeg, and 32 were from 

Flamborough and the surrounding areas. 

Research subjects were recruited in several ways. 

Advertisements were twice placed in each of two local 

Flamborough newspapers (in June and November of 1999), and 

once in a Burlington newspaper (in January 2000). 

Recruitment notices listing the researcher's phone nurnber 

were posted in various locales such as churches, 

supermarkets, banks, and a women's fitness center. An 

example of a recruitment notice may be found in Appendix C. 

The researcher also made a brief presentation at a meeting 

of women aged 50 or older at an Oakville womenrs center and 

collected names and telephone numbers of interested 

parties. Finally, the researcher also recruited subjects 

by word-of-mouth. 

Advertisements and recruitment notices specified that 

subjects must be of the female gender and 55 years or 

older. Interested persons were encouraged to telephone the 

researcher, who then explained the purpose of the research 

to the caller. The information that was told to potential 



s u b j e c t s  may be  seen  i n  Appendix D. The r e s e a r c h e r  

scheduled  i n t e r v i e w s  wi th  t h o s e  who were w i l l i n g  t o  

p a r t i c i p a t e .  

Sixty-one women responded t o  a l 1  r e c r u i t i n g  e f f o r t s .  

Forty-two of  t h e  i n i t i a l  61 women, o r  69%, were 

in t e rv i ewed .  The o t h e r  19 women d i d  n o t  p a r t i c i p a t e  due t o  

a l a c k  o f  i n t e r e s t  i n  t h e  r e sea rch ,  s chedu l ing  

d i f f i c u l t i e s ,  o r  d i d  no t  meet t h e  age  c r i t e r i o n .  The 

r e s e a r c h e r  a r r anged  t o  meet wi th  s u b j e c t s  a t  a l o c a t i o n  of 

t h e  s u b j e c t ' s  cho ice  t o  conduct an  in-person in t e rv i ew.  

Ali b u t  two i n t e r v i e w s  took  p l a c e  a t  t h e  s u b j e c t ' s  home. 

Forty-two u s a b l e  i n t e r v i e w s  were conducted du r ing  t h e  

p e r i o d  May 1999 t o  A p r i l  2000. Thirty-two interviews were 

conducted i n  Waterdown, On ta r io  and t h o s e  a r e a s  i n  c l o s e  

p rox imi ty  t o  Waterdown mentioned p r e v i o u s l y .  Ten 

i n t e r v i e w s  were conducted i n  Winnipeg d u r i n g  October  1999 

and A p r i l  2000. These i n t e r v i e w s  c o i n c i d e d  wi th  two of t h e  

r e s e a r c h e r ' s  v i s i t s  t o  Winnipeg. 



Administration of the Interview Schedule 

After arriving at the interview site, the researcher 

reiterated the purpose of the research to the subject. 

Subjects were then asked to sign a consent fom, which may 

be seen in Appendix E. Subjects completed the following 

tas ks : 

1. Subjects viewed the numerical hang-tag. They then 

responded to the question that measured satisfaction with 

the numerical size label. 

2. Subjects viewed the numerical hang-tag and 

hang-tag A at the same time. They then responded to 

questions that measured persuasiveness of hang-tag A, and 

also perceptions of relative advantage of hang-tag A over 

the numerical hang-tag. 

3. Subjects viewed the numerical hang-tag and hang-tag 

B at the same tirne. They then responded to questions that 

measured persuasiveness of hang-tag B, and also perceptions 

of relative advantage for hang-tag B over the numerical 

hang-tag . 
4. Subjects viewed hang-tag A and B at the same the. 

They then responded to questions that measured perceptions 
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of relative advantage for hang-tag A compared to hang-tag 

B. Afterward, they responded to questions that measured 

perceptions of relative advantage for hang-tag B compared 

to hang-tag A. 

5 .  After this step, subjects completed a distracter 

event task, with the intention of avoiding short-term 

memory rehearsal of the stimuli. The task involved 

subjects' sorting 25 cards into £ive categories, based on 

their perceptions of the cards (Kogan, Connor, Gross & 

Fava, 1980) . 

6 .  Subjects viewed hang-tag A and then responded to 

questions that measured attitudes toward hang-tag A. 

7 .  Subjects next viewed the hang-tag B and then 

responded to questions that measured attitudes toward hang- 

tag B. 

As mentioned, the order in which the innovative hang- 

tags were presented to subjects was alternated. That is, 

subjects who were interviewed using the "A" schedule 

completed the tasks in this order: 1, 2, 3, 4, 5, 6; while 

subjects who were interviewed using the ''8" schedule 

completed tasks in this order: 1, 3, 2, 4,  6, 5. 



After interviews were completed, subjects were 

debriefed as to the purpose of the research. The 

debriefing information may be seen in Appendix F. The 

average length of an interview was approximately 35 

minutes. 

Data Analysis 

Responses to close-ended questions for al1 42 subjects 

were usable. Responses to five open-ended questions among 

three subjects' responses were not recorded due to 

mechanical failure of the tape recorder. In total, 

responses to open-ended questions from 39 subjects were 

used for analysis. 

The researcher transcribed the responses to the open- 

ended questions on relative advantage. A coding scheme was 

developed from the transcriptions, which were individually 

coded by three coders, including the researcher, her 

advisor, and a third coder. The three coders then met to 

discuss their coding decisions, and, where there were 

disagreements, to reach a consensus as to how a particular 

response may have been coded. 



Inter-coder reliability was calculated using the 

method discussed in Holsti (1969). A CO-efficient of 

reliability was calculated as C.R.= 3m/Nl+N2+N3, where 

m = number of agreements of coders; NI, N2, and N3 = rider 

of coding decisions made by coders. 

To test the hypotheses, the following statistical 

tests were performed using version 8.0 of the Statistical 

Package for the Social Sciences (SPSS) . For Hypotheses L 

and 2, Pearson's correlation CO-efficients were computed to 

determine the direction and strength of the relationship 

between satisfaction with the numerical hang-tag and 

perceptions of relative advantage of hang-tags A 

(Hypothesis 1) and B (Hypothesis 2). 

Pearson's correlation CO-efficients were also used to 

test the series of relationships that comprised Hypotheses 

3 and 4, to determine if satisfaction with the numerical 

hang-tag was significantly related to the cognitive, 

affective, and conative dimensions of attitude toward hang- 

tags A (Hypothesis 3) and 6 (Hypothesis 4). Because these 

three dimensions were conceptualized as comprising attitude 

as a whole, their values were summed to create a variable 

representing general attitude toward each innovative hang- 
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tag. Subsequently, the researcher tested hypotheses three 

and four by correlating satisfaction with numerical tag 

with attitude, the cognitive, affective, and conative 

dimensions of attitude. For the variable attitude, the 

Cronbachrs alpha was computed to ascertain interna1 

consistency. 

For hypothesis five, t-tests were used to test the 

differences in perceptions of relative advantage when hang- 

tag A was compared to hang-tag B,  and when hang-tag B was 

compared to hang-tag A. 



CHAPTER FOUR 

RESULTS 

This  c h a p t e r  d e s c r i b e s  t h e  r e s e a r c h  r e s u l t s ,  i n c i u d i n g  

demographic c h a r a c t e r i s t i c s  of  t h e  sample, p r i o r  

c o n d i t i o n s ,  p e r c e p t i o n s  o f  r e l a t i v e  advantage f o r  and 

a t t i t u d e  toward hang-tags, responses  t o  open-ended 

ques t ions ,  and hypothes i s  t e s t i n g .  

Demographic C h a r a c t e r i s t i c s  

Forty-two s u b j e c t s  p a r t i c i p a t e d  i n  t h e  r e s e a r c h .  

A s  i n d i c a t e d  i n  Table  1, the  mean age  o f  s u b j e c t s  was 67 

yea r s  w i th  a standard d e v i a t i o n  of  9.62 y e a r s .  The mean 

was c a l c u l a t e d  us ing  t h e  e x a c t  age r e p o r t e d  by t h e  

s u b j e c t s .  The median age was also 67 yea r s ,  and t h e  modal 

age  was 7 1  yea r s .  About 46% were between t h e  ages  of 55 

and 65 yea r s ,  and 39% between t h e  ages  o f  66 and 75 yea r s .  

A s  shown i n  Table  2, approximately 52% o f  respondents  

d e c l i n e d  t o  r e p o r t  t h e i r  income. Over one-half  o f  t h o s e  

s u b j e c t s  who d i d  (55%)  r e p o r t e d  t h a t  t h e i r  income was 
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between $15,000 and $34,999. Also, 25% of subjects  had a 

personal annual  incorne of over $65,000. 

Table i 

Age Distribution of Subjects 

Age (N=41Id Frequency Valid Percent 

subject  declined to answer t h e  item regarding age. 



Table 2 

Income Distribution of Subi ects 

Income ( N=2 0 1 Frequency Valid Percent 

Less than $15,000 

$l5,OOO-$24,999 

$25,OOO-$34,999 

$35,000-$44,999 

$45,000-$54,999 

$55,000-$64,999 

Over $65,000 

'~wenty-two subjects declined to report their income. 

Marital status, levels of education, employment 

status, and perceived health of subjects are shown in Table 

3. The majority of subjects (57.1%) were married, and 31% 

were widowed. Also, 64.2% of respondents had completed at 

least one year of post-secondary education. Thirty-three 

per cent of respondents reported having completed a 

university degree, technical school, or community college 

-. 
program, m e  majority of subjects were te t i rea  i T3 .S%i .  



Furthermore, t h e  m a j o r i t y  o f  s u b j e c t s  i n  t h i s  s tudy  

r e p o r t e d  t h a t  t h e i r  perce ived  h e a l t h  e i t h e r  "never" (42.9%) 

o r  " r a r e l y "  (35.7%) prevented  t h e i r  a c t i v i t i e s .  

Behaviors P e r t a i n i n g  t o  Ownership o f  Pants  

C e r t a i n  behaviors  were measured p r i o r  t o  s u b j e c t s '  

s e e i n g  hang-tags A and B f o r  t h e  first time. These 

behaviors  i nc lude  frequency o f  wearing pants,  whether 

s u b j e c t s  sewed any of t h e i r  own c l o t h i n g ,  and s u b j e c t s '  

awareness o f  t h e i r  own waist and h i p  measurements. A s  

i n d i c a t e d  i n  Table 4 ,  v i r t u a l l y  a l 1  s u b j e c t s  (97.6%) owned 

p a n t s  a s  p a r t  of t n e i r  wardrobes. S i m i l a r l y ,  85.7% of  t h e  

sample r e p o r t e d  t h a t  t h e y  "of ten" o r  "always" wore pan t s .  

No s u b j e c t s  r epo r t ed  t h a t  t h e y  'never" wore p a n t s .  



Table 3 

Marital Status, Levels of  Education, Employment and 

Perceived Health of Subjects (N=42) 

Demographic characteristics Frequency Percent 

Marital  Status 

S i n g l e  

Married 

Divorced/Separated 

Widowea 

Level of Education 

Grade 6 o r  lower 

Grade 7-9 

Grade 10-13 

1-3 years  university 

Completed university, technical o r  

community c o l l e g e  

Completed graduate degree 

Ernployment 

Retired 

F u l l  t h e  



Table 3-continued 

Demographic c h a r a c t e r i s t i c s  Frequency Percent  

Employment 

Part-t ime 

Other 

Perceived h e a l t h  

Health never prevents  a c t i v i t i e s  

Health r a r e l y  p reven t s  a c t i v i t i e s  

Health o f t e n  p reven t s  a c t i v i t i e s  

Health very o f t e n  p reven t s  a c t i v i t i e s  

Health prevents  most a c t i v i t i e s  O O 

Table 4 

Pants a s  P a r t  of  Subjec ts '  Wardrobe and Frequency of 

Wearing Pants (N=42) 

Behaviors p e r t a i n i n g  t o  pan t s  Frequency Percent  

Pants i n  wardrobe 

Y es 



Table 4-continued 

Behavior pe r t a in ing  t o  pan t s  Frequency Percent 

Pants i n  Wardrobe 

No 

Frequency of wearing pan t s  

Never 

Seldom 

Some t imes 

Often 

Always 

A s  shown i n  Table 5, 59.5% of s u b j e c t s  never sewed 

t h e i r  own c lo th ing .  The mean score  f o r  t h i s  v a r i a b l e  was 

1.17,  with a s tandard  d e v i a t i o n  of .99. Fur themore ,  

s u b j e c t s  a l s o  tended not  t o  know t h e i r  own wais t  o r  h i p  

measurernents (Tables 6 and 7 ) .  Almost 55% of s u b j e c t s  d i d  

not  know t h e i r  h i p  measurement, while 21.2% d i d  know it. 

While 48.5% of s u b j e c t s  who responded t o  items about wais t  

and h i p  measurements were not  aware o f  t h e i r  wa i s t  

measurernents, 30% were aware. 



Table 5 

Subjectsr Frequency of Sewinq Own Clothing (N=42) 

Frequency Percent 

Sometimes 7 16.7 

Of ten  3 7.1 

Always O O 



Table 6 

Subjects' Knowledge of Their Own Hip Measurement (N=33) 

Valid 

Knowledge of hip measurement Frequency percent 

"1 know my hip measurement 

when 1 shop for pants . " 
Strongly Disagree 

Disagree 

Agree 

Strongly Agree 

Missing 

M - 

SD - 

Note. Valid percent does not include responses missing due 

to changed interview schedule items. 
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Table 7 

Subjectsr Knowledge of Their Own Waist Measurement (N=33) 

Valid 

Knowledge of waist measurement Frequency Percent 

"1 know my waist measurement 

when 1 shop for pants." 

Strongly Disagree 2 

Disagree 16 

Agree 10 

Strongly Agree 3 

Missing 9 

Note. Valid percent does not include responses missing due 

to changed interview schedule items. 



Experience With Sewing and Body Measurements 

One-way ANOVAfs were run t o  dete-mine i f  s u b j e c t s '  

frequency of sewing t h e i r  own c l o t h i n g  was r e l a t e d  t o  

knowledge of body measurements. Reca l l  t h a t  the first n i n e  

s u b j e c t s  answered q u e s t i o n s  about gene ra l  knowledge of body 

rneasurements, whi le  remaining s u b j e c t s  answered q u e s t i o n s  

about  t h e i r  awareness o f  two s p e c i f i c  body measurements, 

wa i s t  and h ip .  Therefore ,  ANOVAfs were perforrned on two 

pools  of  d a t a  t o  t e s t  t h e  r e l a t i o n s h i p  between expe r i ence  

wi th  sewing and body rneasurements. Resu l t s  o f  one-way 

ANOVAfs i n d i c a t e d  t h a t  no s i g n i f i c a n t  r e l a t i o n s h i p s  e x i s t e d  

between exper ience  w i t h  sewing and knowledge o f  body 

rneasurements (F = 2.272, p = .175) ,  exper ience  w i t h  sewing 

and knowledge of w a i s t  measurement (F - = 1.871, p = . 157 ) ,  

o r  between expe r i ence  w i t h  sewing and knowledge of  h i p  

measurement ( F  - = 1.745, E = .180) 

Responses t o  Close-Ended Ques t ions  

This  s e c t i o n  p r e s e n t s  s u b j e c t s '  responses  t o  c l o s e -  

ended q u e s t i o n s  abou t  t h e  numerical  tag and hang-tags A and 
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B. Five p o i n t  response s c a l e s  were used f o r  close-ended 

items except  where i n d i c a t e d .  

Behaviors Toward Numerical Hang-taq 

According t o  Rogers' (1995) t heo ry ,  p rev ious  p r a c t i c e  

r e f e r s  t o  how a person accomplished what t h e  i nnova t ion  

does p r i o r  t o  h i s  o r  h e r  knowledge o f  it. I n  t h i s  t h e s i s ,  

p r ev ious  p r a c t i c e  r e f e r r e d  t o  hou o l d e r  females a s s e s s e d  

t h e  f i t  of  c l o t h i n g  when t h e y  saw it f o r  t h e  f i r s t  t i m e  i n  

a r e t a i l  s t o r e .  The c u r r e n t  p r a c t i c e  of  c l o t h i n g  

manufac turers  i s  t o  use  a numerical  s i z e  l a b e l  t o  i n d i c a t e  

f i t .  Thus, f o r  t h e  purposes  of  this t h e s i s ,  t h e  numerical  

hang-tag r ep re sen ted  p rev ious  p r a c t i c e ,  a concept  t h a t  was 

measured by t h e  f requency wi th  which s u b j e c t s  used a 

numerical  l a b e l  t o  a s s e s s  fit when shopping f o r  c l o t h i n g  i n  

a r e t a i l  s t o r e .  

The i n t e r v i e w  schedu le  measured how f r e q u e n t l y  

s u b j e c t s  used a hang-tag wi th  a numerical  code on ly  

(M= 4.31, - SD = .84). The rna jor i ty  o f  s u b j e c t s  r e p o r t e d  

us ing  such a t a g .  About 86% r e p o r t e d  t h a t  t h e y  o f t e n  

(35 .7%)  o r  always (50 .0%)  used t h e  numerical  tag. 



Table 8 

Use of and Satisfaction with Numerical Hanq-tag (N=42) 

Behavior toward numerical hang-tag Frequency Percent 

Use of numerical hang-tag 

Never 

Sometimes 

Seldom 

Often 

Always 

Satisfaction with numerical hang-tag 

Very dissatisfied 

Dissatisfied 

Neutra1 

Satisfied 

Very satisfied 



In Rogersr (1995)  theory, a felt need was subjects' 

degree of satisfaction or dissatisfaction with the 

numerical hang-tag. As also indicated in Table 8, close to 

equal percentages of subjects responded that they were very 

dissatisfied o r  dissatisfied (40.5%), o r  very satisfied or 

satisfied (38.1%) with the numerical tag, with 21.4% 

indicating they had neutral feelings toward it. The mean 

was 2.98, with a standard deviation of 1.05. 

Perceptions of Hang-tag A as Innovative and Impressions of 

Favorability of Hang-taq A 

Rogers (1995) defined an innovation as an idea, 

practice, or abjec t  that is perceived as new by p o t e n t i a l  

adopters. A s  shown in Table 9, 92% of subjects indicated 

that hang-tag A was not a label that they had seen before.  

The mean for this variable was 1.76, with a standard 

deviation of - 7 3 .  These resu l t s  suggest t h a t  subjects 

perceived hang-tag A to be innova~ive, 

Operationally, persuasion was defined as the formation 

of a favorable  or unfavorable predisposition toward hang- 
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tags A and B. The majority (69%) of subjects had either 

"favorable" o r  "very favorable" impressions of hang-tag A. 

Table 9 

Perceptions of Hang-tag A as Innovative and Impressions of 

Favorabii i ty of Hang-tag A (N=42) 

Behavior toward hanq-tag A Frequency Percent 

Impression of hang-tag A 

Very unfavorable 

Unfavorable 

Favorable 

Very favorable 

"Hang-tag A is l i k e  al1 o ther  

size labels 1 have seen 

Strongly Disagree 

Disagree 



Table 9-continued 

Behavior toward hang-tag A Frequency Percent 

"Hang-tag A is like al1 other 

size labels 1 have seen 

before. " 

Agree 2 

Strongly agree O 

Attitude Toward Hang-tag A 

Operationally, attitudes were defined as the 

predispositions to act favorably or unfavorably toward 

hang-tags A and B. According to Crane and Clarke (1994), 

the concept of attitude comprises three dimensions, the 

cognitive (belief) dimension, the affective (emotional) 

dimension, and the conative (intention) dimension. 
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The researcher measured each of these dimensions and sumrned 

the scores for the three dimensions to create the variables 

"attitude." 

As indicated in Table 10, for each of the three 

dimensions of attitude, subjects' responses were favorable. 

Collectively, 73.8% of subjects agreed (47.6%) or strongly 

agreed (26.2%) that they believed hang-tag A contained 

information that would help thern find pants that fit them 

(M = 3.83, - SD = 1.03.) Similarly, 71.4% collectively 

agreed ( 4 7  - 6 % )  or strongly agreed (23.8%) that they liked 

hang-tag A (g = 3.81, - SD = - 9 7 ) .  In terms of using hang- 

tag A to help find pants that fit, 66.7% either agreed 

(42.9%) or strongly agreed (23.8%) that they would do so 

(M = 3.69, - SD = 1.09.) 



Table 10 

Dimensions of Attitude Toward Hang-tag A (N=42) 

Dimension of attitude Frequency Percent 

coqnit ivea 

Strongly disagree 

Disagree 

Neutral 

Agree 

Strongly agree 

M - 
SD - 

A£ f ectiveb 

Strongly disagree 

Disagree 

Neutral 

Agree 

Strongly agree 

M - 

SD - 



Table 10-continued 

Dimension of attitude Frequency Percent 

conativet 

Strongly disagree I 

Disagree 7 

Neutra1 6 

Agree 18 

Strongly agree 10 

M - 3.69 

SD - 1.09 

'~esponse to the question "Hang-tag A contains the 

information that would help me find pants that fit me." 

b Response to the question '1 like hang-tag A". 

'Response to the question "1 would use hang-tag A to help me 

find pants that fit me". 

For the concept of attitude, scores for the three 

dimensions were summed, therefore the numerical value for 

this variable ranged from 3 to 15. Attitude toward hang- 

i c q  k b u  i ~ i e d r i  ui il. 33 ü ataïidard de~iütFûiï  ûf 2.22- 



The Cronbachfs alpha tests indicated that al1 three 

dimensions of actitude for hang-tag A were internally 

consistent. The reliability CO-efficient for hang-tag A 

was a = ,9231. 

Perceptions of Relative Advantage of Hang-tag A Compared to 

Numerical Hang-taq 

3elative advantage was defined as the degree to which 

hang-tag A was perceived as being better than the nurnerical 

hang-tag. As shown in Table 11, the majority of subjects 

(76.2%) ei ther  agreed or strongly agreed that hang-tag A 

was superior to the nurnerical tag; 19.0% disagreed that 

hang-tag A was superior. The mean for perceived relative 

advantage of hang-tag A was 3.96, with a standard deviation 

of 1.10. 

Perceptions of Hang-tag B as Innovative and Impressions of 

Favorability of Hang-tag B 

As shown in Table 12, the majority of subjects (66.7%) 

had favorable (42.9%) or very favorable (23.8%) impressions 
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of hang-tag B. The mean rating for favorability was 3.74, 

with a standard deviation of 1.01. This table also shows 

that the vast majority of subjects (90.5%) either disagreed 

or strongly disagreed that hang-tag B was like any other 

hang-tag they had seen before. The mean for this variable 

was 1.81, with a standard deviation of .80. Pearson's 

correlation revealed that the two variables were negatively 

related, but not significantly (r - = - .272 ,  p = .081.) 

As with hang-tag A, this negative relationship was not 

surprising as one might assume that if subjects did not 

perceive hang-tag B was like other size labels, their 

impressions of it would be more favorable. 



Table  11 

Percept ions  of  R e l a t i v e  Advantaqe of Hang-tag A Compared t o  

Numerical Hang-tag (N=42) 

R e l a t i v e  advantage Frequency Percent  

"This hang-tag [ A ]  i s  s u p e r i o r  

t h e  numzrical  hang-tag." 

S t r o n g l y  

Disagree 

Neutra1 

Agree 

S t rong ly  

M - 
SD - 

Disagree 

Agree 



Table 12 

Perceptions of Hang-tag B a s  Innovative and Impressions of 

Favorab i l i ty  of Hang-tag B (N=42) 

At t r i bu t e s  of hang-tag B Frequency Percent 

Impression of hang-tag B 

Very unfavorable 

Unfavorable 

Neutral 

Favorable 

Very favorable  

M - 

SD - 

"Hang-tag B is l i k e  al1 other  

s i z e  l a b e l s  1 have seen 

before.  " 

Strongly d i sagree  

Disagree 

Neutral. 

Agree 
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Table 12-continued 

Attributes of hang-tag B Frequency Percent 

"Hang-tag B is like al1 other 

size labels 1 have seen 

bef ore. " 

Strongly Agree O 

M - 1.81 

SD - .80 

Attitude Toward Hanq-tag B 

The same dimensions of attitude were measured for 

hang-tag B as were measured for hang-tag A, using similar 

interview schedule items. The three dimensions were also 

summed to create the variable "attitude toward B." As 

shown in Table 13, in general, subjects formed positive 

attitudes toward hang-tag B. With respect to the cognitive 

dimension, while 54.8% of subjects either agreed (40.5%) or 

strongly agreed (14.3%) that hang-tag B contained the 



in format ion  t h a t  would h e l p  them f i n d  pan t s  t h a t  f i t  them, 

one should  no te  t h a t  31% o f  t h e  sample d i sag reed  wi th  t h i s  

s ta ternent  ( M  - = 3.23, - SD = 1.2.) For t h e  a f f e c t i v e  

dimension, 45.3% of  s u b j e c t s  agreed  (28 .6%)  o r  s t r o n g l y  

agreed  (16.7%) t h a t  t hey  l i k e d  hang-tag 3 ,  while  23.8% 

d i sag reed  (M  - = 3 . 2 3 ,  - SD = 1 .15 . )  For t h e  cona t ive  

dimension, 52% agreed  o r  s t r o n g l y  agreed  t h a t  t h e y  would 

use  hang-tag 5 t o  f i n d  p a n t s  t h a t  f i t  them, while  28.6% 

d i s a g r e e d  t h a t  t hey  would ( M  - = 3.33, - SD = 1.22.)  

For a t t i t u d e  toward hang-tag B, t h e  mean was 9.90 w i th  

a s t a n d a r d  d e v i a t i o n  of 3.21. The Cronbachfs  a lpha  

i n d i c a t e d  t h a t  t h e  t h r e e  dimensions of a t t i t u d e  f o r  hang- 

t a g  B were i n t e r n a l l y  c o n s i s t e n t .  The r e l i a b i l i t y  co- 

e f f i c i e n t  f o r  hang-tag B was a = -8793. 



Table 13 

Dimensions of A t t i t u d e  Toward Hanq-tag B (N=42) 

Dimensions of a t t i t u d e  Frequency Percent  

S t rongly  d i s a g r e e  

Neutral  

Agree 

St rong ly  agree 

Strongly disagree 

Disagree 

Neut ra l  

Agree 

S t rong ly  ag ree  
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Table 13-continued 

Dimensions of Attitude Frequency Percent 

Strongly disagree 2 

Disagree 12 

Agree 14 

Strongly agree 8 

'~esponses to the question "Hang-tag B contains the 

infolmation that would help me find pants that fit me." 

b Responses to the question "1 like hang-tag B". 

c~esponses to the question ''1 would use hang-tag B to help 

me find pants that fit me". 



Differences in Subjects' Attitude Toward Hanq-tag A and 

Hang-tag B 

T-tests were run to determine if means for attitude 

and its dimensions differed significantly between hang-tags 

A and B. Results showed that for al1 three dimensions of 

attitude, means were significantly higher for hang-tag A. 

With regard to attitude toward hang-tag A, the mean for 

hang-tag A was significantly higher than that for hang-tag 

B. Results are summarized in Table 14. 

Perceptions of Relative Advantage of Hang-tag B Compared to 

Numerical Hang-taq 

As shown in Table 15, the majority of subjects either 

agreed (35.7%) or strongly agreed (40.5%) that hang-tag B 

was superior to the numerical hang-tag, while 16.7% 

disagreed with this statement. The mean for this variable 

was 3.95, with a standard deviation of 1.17. 



Table 14 

Paired Samples Tests of Attitude Toward Hang-taqs A and B 

Attitude measures 

Cognitive Dimension of A 

Cognitive Dimension of B 

Affective Dimension of A 3.81 3.12 .O03 

Affective Dimension of B 3.29 

- 

Conative Dimension of A 

Conative Dimension of B 

Attitude toward A 

Attitude toward B 



Table 15 

Perceptions of Rela t ive  Advantage of Hang-tag B Compared t o  

Numerical Hang-tag (N=42) 

Re la t ive  advantage Frequency Percent 

"This hang-tag [ B I  is s u p e r i o r  

t o  Che nuner ica l  hang-tag." 

Strongly  d i sagree  1 

Disagree 7 

Neutra1 2 

Agree 15 

St rongly  agree  17 

M - 3 . 9 5  

SD - 1.17 

Perceptions of Re la t ive  Advantage of  Hang-tags A and B When 

Compared t o  Each Other 

A s  ind ica ted  i n  Table 1 6 ,  subjects perceived hang-tag 

A a s  being super io r  t o  hang-tag B. Although 50% s t a t e d  
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that their impression of hang-tag A being superior to hang- 

tag B was neutral, 35.7% agreed or strongly agreed that A 

was superior (M - = 3.31, - SD = - 8 4 ) .  For hang-tag B, 54.8% 

were neutral regarding it as being superior to hang-tag A, 

while 33.3% disagreed that it was. Only 7.1% of subjects 

agreed that hang-tag B was superior to hang-tag A 

(M = 2.64, SD = -69). - 

As expected, Pearson's correlation showed that the 

relationship between these two variables was negative and 

significant (r - = -.308, p = .047)  . 

Responses to Open-Ended Questions 

The close-ended questions helped to determine the 

degree to which subjects perceived relative advantage. 

T h e i r  responses, however, did not reveal what these 

relative advantages were. Hence, after perceptions of 

relative advantage were measured, subjects articulated what 

they perceived as advantages or disadvantages of a hang-tag 

in open-ended questions. This section discusses responses 

to these open-ended questions. Inter-coder reliabilities 

for these questions ranged £rom 97% to 100%. 
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Table 16 

Perceptions of Re la t ive  Advantage of  Hang-tags A and B When 

Compared t o  Each Other (N=42) 

Rela t ive  advantage Frequency Percent 

Hang-tag A super io r  t o  hang-tag B 

S t rongly  d i sagree  

Disagree 

Neutral  

Agree 

St rongly  agree  

Wang-tag B super io r  t o  hang-tag A 

St rongly  d i sagree  

Disagree 

Neutral  

Agree 

St rongly  agree  



Perceived Relative Advantages of Hang-tag A 

As shown in Table 17 ,  subjects' responses to open- 

ended questions when they perceived hang-tag A as superior 

to the numerical hang-tag. Five perceived relative 

advantages of hang-tag A were identified. These were: more 

information on hang-tag A, the specific body measurements 

on hang-tag A (waist, hip, height, and vertical distance 

between waist and hip), Imperia1 or metric measurements, 

and the pictogram. Also, subjects mentioned that hang-tag 

A would facilitate determination of fit, that is, it would 

make it easier to judge the fit of pants without trying 

them on. 

Prior Conditions Associated with Relative Advantages of 

Hang-tag A 

While coding subjects' perceived relative advantages 

and disaàvantages of hang-tags A and B when compared to the 

numerical tag, the researcher recognized that the 

respondents mentioned certain conditions that existed prior 

to seeing the stimuli tags which were thought to have 



influenced perceptions of  relative advantages or 

disadvantages. These conditions were coded as prior 

condition that fit with the concept of prior conditions 

identified in Rogers ' (1995) theory. 

Table 17 

Perceived Relative Advantages of Hang-tag A Compared to 

Numerical Hanq-taq 

Perceived relative advantagesd Freqüency Valid percent 

More information 15 23.4 

Specific body measurements 2 1  32.8 

Imperia1 or metric measurements 8 12.5 

Fictogram 3 4.7 

Note. Valid Percent does not include percentage of sample 

that did not respond t o  item. 

"n - = 30. 

As shown in Table 18, four prior conditions were 

mentioned: the arbitrariness of numerical/manufacturer 

coaes, Ene metBoa of fit assessrnent usea prior Co seeing 
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the innovative labels, a subject's specific fitting problem 

with pants, and her awareness of her body measurements. Of 

al1 responses to open-ended questions that mentioned a 

prior condition, one-third referred to the arbitrariness of 

the numerical or manufacturer code on current garment hang- 

tags . 

Table 18 

Prior Conditions Associated with Relative Advantages of 

Prior conditionsd Frequency Valid percent 

Arbitrariness of 4 33.3 

numerical/manufacturel codes 

Method of fit assessment 

Specific fitting problem 

Awareness of body measurernents 2 15.4 

Note, Valid Percent does not include percentage of sample 

that did not respond to item. 

a n = 12. - 



Perceived Disadvantages of Hang-tag A 

As seen in Table 19, four perceived disadvantages of 

hang-tag A were identified: the information on the tag not 

beinq meaningful, the tag having too much information, the 

specific measurements not being useful/rneaningful, and the 

tag being too the-consuming to read. Fifty percent of 

responses referred to the tag as having too much 

information. 

Table 19 

Perceived Disadvantages of Hang-tag A Compared to Numerical 

- 

Perceived ~isadvantages' Frequency Valid percent 

Information not meaningful 2 25.0 

Too much information 4 50.0 

Measurements not 1 12.5 

Useful/meaningful 

Time consuming 1 12.5 



Prior Conditions Associated with Disadvantages of 

Hana-taa A 

As shown in Table 20, two prior conditions that were 

mentioned were subjects' being unaware of their body 

measurements, and method of fit assessment used prior to 

seeing the tag. One half of responses that mentioned a 

prior condition referred to a method of fit assessment; 

that is, subjects used another method to assess fit of 

pants other than a hang-tag with a size code. Almost 25% 

of responses stated that a subject was unaware of her body 

measurements before she saw bang-tag A. 

Table 20 

Prior Conditions Associated with Disadvantaaes of 

- -  

Prior conditionsd 

- - - -  

Frequency Valid percent 

Unaware of body measurements 1 25.0 

Method of fit assessrnent 3 75.0 



Perceived R e l a t i v e  Advantages of Hanq-taq B 

A s  shown i n  t a b l e  21, f i v e  perce ived  r e l a t i v e  

advantages of  hang-tag B were mentioned: more in fo rma t ion ,  

s p e c i f i c  body measurements, I m p e r i a l h e t r i c  measurements, 

t h e  pictogram, and  facilitates de te rmina t ion  of  f i t .  

Almost 32% mentioned t h a t  t h e  s p e c i f i c  body measurements on 

t h e  tag ( w a i s t ,  h i p ,  h e i g h t ,  and v e r t i c a l  d i s t a n c e  between 

w a i s t  and h i p )  made it s u p e r i o r  t o  t h e  numerical. tag. 

About 30% of responses  rnentioned t h a t  hanq-tag 5 would 

f a c i l i t a t e  de t e rmina t ion  o f  f i t ,  while 28.6% r e f e r r e d  t o  

the g r e a t e r  amount o f  in format ion  on t h e  t a g  as s u p e r i o r .  

Table  21 

Perceived R e l a t i v e  Advantaqes of  Hang-tag B Compared t o  

Numerical Hang-tag 

Perceived r e l a t i v e  advantagesd Frequency Valid p e r c e n t  

More in format ion  18 28.6 

S p e c i f i c  body measurements 2 O 3 1 . 7  

Imper ia l /Met r ic  m e a s u r ~ e n t s  5 7.9 
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Table 21-continued 

Perceived r e l a t i v e  advantagesa Frequency Valid percent  

Pictogram 1 1 . 6  

Faci l i ta tes  de t e rmina t ion  of  f i t  1 9  30.2  

Prier Condi t ions  Associated with  Relative Advantages of 

Three  p r i o r  c o n d i t i o n s  were rnentioned wi th  regard t o  

hang-tag B when i t  was perce ived  a s  s u p e r i o r  t o  the 

numerical  tag: a r b i t r a r i n e s s  of  n m e r i c a l / m a n u f a c t u r e r  

codes ,  s p e c i f i c  f i t t i n g  problem, and awareness o f  body 

measurements. A s  i n d i c a t e d  i n  Table  22, t h e  p r i o r  

c o n d i t i o n  noted most o f t e n  by s u b j e c t s  i n  responses  t o  

open-ended q u e s t i o n s  (when they pe rce ived  hang-tag B as 

s u p e r i o r  to t h e  numerical tag) was the a r b i t r a r i n e s s  of 

numerical  gr manufacturer  s i z e  codes ( 6 0 % ) .  Before s e e i n g  

bang-tag 0 ,  s u b j e c t s  had noted t h i s  q u a l i t y  when shopping 

f u r  y d ~ ~ t w l i s  in L i r e  re idi i  errvirutrititxii. 



Table 22 

Prior Conditions Associated with Relative Advantages of 

Prior conditionsd Frequency Valid percent 

Arbitrariness of 

numerical/manufacturer codes 

Specific fitting problem 1 20.0 

Awareness of body measurements 1 20. O 

Ferceived Disadvantaqes of Hang-tag B 

Four perceived disadvantages were identified, as shown 

in Table 23. About 56% of responses mentioned that hang- 

tag B had too much information. Also, 33.3% of responses 

stated that the measurements on the tag were not useful or 

meaningful. 



Table 23 

Perceived Disadvantages of Hanq-tag B Cornpared to Numerical 

Perceived disadvantagesd 

Valid 

Frequency percent 

Information not rneaningful 1 11.1 

Too much information 5 55.6 

Measurements not useful/meaningful 3 33.3 

Prier Conditions Associated with Disadvantages of 

As shown in Table 24, two prior conditions were 

identified, subjects' being unaware of body measurements 

and method of fit assessment. One-half (50%)of responses 

which mentioned a prior condition referred to subjects' 

being unaware of their body measurements before seeing 

hang-tag B, while 50% referred to subjects assessing f i c  by 

means other than a hang-tag before seeing hang-tag B. 



Table 24 

P r i o r  Condi t ions  Assoc ia ted  wi th  Disadvantaqes of 

Hanq-tag B 

Prior condi  t i o n s d  Frequency Valid percent  

Unaware of body measurements 2 50.0 

Method of f i t  assessrnent 2 50.0 

Comparinq Ferce ived  R e l a t i v e  Advantaqes and Disadvantages 

of Hang-tags 4 and B 

A s  shown i n  Table 25, reasons why subjects perce ived  

hang-tag A as s u p e r i o r  o r  i n f e r i o r  t o  hang-tag B i nc luded  

t h e  l o c a t i o n  of t h e  h i p  rneasurement on hang-tag A (46.2% of 

r e s p o n s e s ) .  Tha t  is, s u b j e c t s  perce ived  t h e  h i p  measurement 

on hang-tag A as be ing  t aken  a t  a lower l o c a t i o n  on t h e  

body t h a n  what was d e p i c t e d  on hang-tag B. Also, about 

3 8 . 4 %  o f  responses  rnentioned t h a t  s u b j e c t s  thought  t h e  

Longer v e r t i c a l  measurement between waist and  f u l l  h i p  on 

iidny-Lag A was super ior  to EnaE on hang-cag a. Zbouc 14% 
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mentioned that hang-tag A's bigger hip measurement was a 

relative advantage. 

Table 25 

Comparing Hang-tag A to Hang-tag B 

Cornparison Frequency Valid percent 

Relative advantagesd 

Location of hip measurement 6 

Bigger hip measurement 2 

Longer measurement between 5 

waist and full hip 

Perceived disadvantagesb 

Measurement between waist and 1 

full h i p  too  long 

Redundant information 1 25.0 

Larger hip measurement 2 50.0 
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Few responses cited perceived disadvantages of hang- 

tag A compared to hang-tag B, but 50% of those that did 

mentioned hang-tag A r s  larger hip rneasurement. Subjects 

a l s o  mentioned that the vertical measurement between waist 

and full hip on hanq-tag A was too long (25%) ,  and that 

hang-tag A contained redundant information when compared to 

hang-tag B (25%). 

As illustrated in Table 26, reasons why subjects 

perceived hang-tag B as being superior or inferior to hang- 

tag A were hang-tag B's smaller hip measurement, and hang- 

tag B 1 s  shorter vertical measurement between waist and full 

h i p .  However, few subjects perceived that hang-tag B was 

superior to hang-tag A. 

Reasons why subjects perceived hang-tag B as inferior 

to hang-tag A included firstly the "higher location" of 

hang-tag B ' s hip measurement (4 6.7%) . Sub j ects perceived 

that the location of hip measurement on hang-tag B was 

inaccurate and that the gannent would have fit improperly. 

About one-third of responses mentioned shorter vertical 

measurement between waist and full hip as a perceived 

disadvantage. Other perceived disadvantages included a 
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smaller hip measurement, and information being redundant 

when compared to hang-tag A's. 

Table 26 

Comparinq Hang-tag B to Hang-tag A 

Cornparison Frequency Valid percent 

Relative advantagesd 

Smaller hip measurement 

Shorter vertical measurement 

between waist and full hip 

Perceived disadvantagesb 

Higher location of hip 

measurement 

Smaller hip measurement 

Shorter vertical measurement 

between waist and full hip 

Redundant information 



Order Effect 

Since the stimuli were presented to subjects in two 

orders, the researcher determined if the order effect 

existed. To determine if means differed between order 'A" 

responses and order "B" responses, t-tests for equality of 

means were performed on the variables that were included in 

hypothesis testing for each hang-tag. These variables 

were: impressions of favorability, perceptions of 

innovativeness, perceptions of relative advantage, attitude 

and attitudinal dimensions. 

Order means differed significantly for the conative 

dimension of attitude for hang-tag A (t - = 2.557, df =40), 

where p =.015. The mean for this variable for order A 

(M = 4.14) was significantly higher than for order B 

(M = 3 . 5 2 . )  For attitude toward hang-tag A, the mean for 

order A (M - = 12.24) was significantly hiqher than that for 

order B (M = 10.43) (t - = 2.117, - df = 40.) 

The significant order effect had to be taken into 

consideration when testing hypothesis three. Therefore, it 

was tested by including the responses for al1 subjects. 
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Then, t h e  hypothesis  was re - t e s t ed  using o rde r  A responses 

only  and o rde r  B responses only. 

Hypothesis Tes t ing  

i-iypotheses one, two, th ree ,  and four  were t e s t e d  using 

Pearson's  product moment c o r r e l a t i o n .  Hypothesis f i v e  was 

t e s t e d  using a  - t-test. The l e v e l  of s i g n i f i c a n c e  f o r  

hypothesis  t e s t i n g  was p =.05. 

Hypothesis One 

Null hypothesis  one s t a t e d  t h a t  t h e r e  was no 

r e l a t i o n s h i p  between l e v e l s  of s a t i s f a c t i o n  with t h e  

numerical bang-tag and s u b j e c t s '  perceptions of r e l a t i v e  

advantage of hang-tag A when it was compared t o  t h e  

numerical hang-tag. Resul ts  showed no s i g n i f i c a n t  

c o r r e l a t i o n  between t h e  v a r i a b l e s  ( r  - = -.022, p = ,889), 

fal though t h e  d i r e c t i o n  of t h e  r e l a t i o n s h i p  was c o n s i s t e n t  

with Rogersf theory . )  Therefore,  t h e  nu l1  hypothesis  was 

not  r e j ec ted .  Consequently, t h e  a l t e r n a t e  hypothesis ,  t h a t  

t h e r e  was a  negat ive  r e l a t i o n s h i p  between s a t i s f a c t i o n  with 
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the numerical tag and perceptions of relative advantage for 

hang-tag A, was not accepted. 

Hypothesis Two 

Null hypothesis two stated that there was no 

relationship between levels of satisfaction with the 

numerical hang-tag and subjects' perceptions of relative 

advantage of hang-tag B when it was compared to the 

numerical hang-tag. Results showed that there was no 

significant correlation between these two variables 

(g= .099, p = .534), therefore the nul1 hypothesis could 

not be rejected. The alternate hypothesis, which stated 

that there was a negative relationship between satisfaction 

with the numerical tag and perceptions of relative 

advantage for hang-tag B, could not be accepted. 

Hypothesis Three 

Testing for Hypothesis 3 involved testing three sets 

of relationships. Null Hypothesis 3 stated that: 



a) There will be no relationship between levels of 

satisfaction with the numerical hang-tag and subjects' 

perceptions of relative advantage of hang-tag A when it is 

compared to the numerical hang-tag. It has already been 

established that no significant relationship lxisted 

between these variables. 

b) There will be no relationship between subjects' 

perceptions of relative advantage for hang-tag A and 

attitude toward hang-tag A. The researcher tested this 

relationship between relative advantage and attitude, and 

with each of the three dimensions of attitude. Pearson's 

correlation revealed that a significant relationship did 

exist between perceived relative advantage for hang-tag A 

and attitude toward it (s=  -779, p = .000) .  

Similarly, significant relationships were found 

between perceived relative advantage and each of the three 

dimensions of attitude. For the cognitive dimension, 

r = .741, p = -000; the affective dimension, r = .790, - - 

p = .000; and the conative dimension, - r = .655, p = .000. 

Therefore, the hypothesis that no relationship existed was 

rejected. The alternate hypothesis, which stated that 

subjects who perceive higher levels of relative advantage 
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f o r  hang-tag A w i l l  form more p o s i t i v e  a t t i t u d e s  towards 

hang-tag A t h a n  s u b j e c t s  who pe rce ived  lower l e v e l s  o f  

r e l a t i v e  advantage,  was accepted .  

c)  There w i l l  be no r e l a t i o n s h i p  between l e v e l s  of  

s a t i s f a c t i o n  wi th  t h e  numerical  hang-tag and a t t i t u d e  f o r  

hang-tag A. The r e s e a r c h e r  t e s t e d  t h i s  r e l a t i o n s h i p  

between s a t i s f a c t i o n  w i t h  t h e  numerical  t a g  and a t t i t u d e  

and wi th  each  o f  t h e  t h r e e  dimensions o f  a t t i t u d e .  

Pearson's c o r r e l a t i o n  r evea l ed  t h a t  a s i g n i f i c a n t  

r e l a t i o n s h i p  d i d  n o t  e x i s t  between pe rce ived  s a t i s f a c t i o n  

wi th  t h e  numerical  t a g  and a t t i t u d e  toward it (r = -229, 

p = . 1 4 5 )  . 
Pearson's c o r r e l a t i o n  a l s o  showed t h a t  the o n l y  

r e l a t i o n s h i p  t h a t  was s i g n i f i c a n t  was between numerical  

s a t i s f a c t i o n  and t h e  c o n a t i v e  dimension o f  a t t i t u d e  

(- = .3l3, 2 = .O44. ) However, t h e  d i r e c t i o n  o f  t h i s  

r e l a t i o n s h i p  was p o s i t i v e ,  whereas a  n e g a t i v e  r e l a t i o n s h i p  

had been hypothesized.  Resu l t s  f o r  t h e  c o g n i t i v e  dimension 

were - r = .131, and p = .407, whi l e  r e s u l t s  for  t h e  a f f e c t i v e  

dimension were - r = -188 and E =.234. Hénce, t h e  n u l 1  

hypo thes i s  was n o t  rejected. The a l t e r n a t i v e  hypothes i s ,  

t h a t  s u b j e c t s  who e x p r e s s  low s a t i s f a c t i o n  wi th  t h e  



numerical hang-tag will forrn more positive attitudes 

towards hang-tag A than subjects who express high 

satisfaction with the numerical hang-tag, could not be 

accepted . 
To summarize, for the relationship between 

satisfaction with the numerical tag, perceptions of 

relative advantaqe for hang-tag A and attitude toward hang- 

tag A, no significant relationship existed between 

satisfaction with the numerical tag and perceptions of 

relative advantage. Significant relationships were found 

between perceptions of relative advantage and attitude and 

its dimensions, but no relationships were found between 

satisfaction with the numerical tag and attitude, with the 

exception of one significant relationship between 

satisfaction with the numerical taq and the conative 

dimension of attitude. Results for testing of hypothesis 

four are summarized in Table 27. 



Table 27 

Results of Testing Hypothesis Three 

-- -- 

Relationships tested 

Satisfaction with numerical tag and -.O22 ,809 

relative advantage for A 

Relative advantage for A and -779  .O00 

attitude toward A 

Satisfaction with numerical tag and .229 ,145 

attitude toward A 

Relative advantage for A and .741 . O00 

cognitive dimension 

Relative advantage for A and .790 .O00 

affective dimension 

Relative advantage for A and 

conative dimension 

Satisfaction with numetical tag and .131 .407 

cognitive dimension 

Satisfaction with numerical tag and .188 .234 

affective dimension 



Table 27-continued 

Relationships tested r - E 

Satisfaction with numerical tag and .313* .O44 

conative dimension 

Order Effect and Testing for Hypothesis 3 

As stated, Hypothesis 3 was re-tested according to 

order. As with the first test, a series of relationships 

were tested. Results of this re-testing may be seen in 

Tables 28 and 29. Re-testing of the hypothesis yielded 

results similar to tests that used al1 subjects' responses. 

That is, for each order, no significant relationship 

existed between satisfaction with the numerical tag and 

perceptions of relative advantage, but significant 

relationships were found between perceptions of relative 

advantage and attitude and its dimensions. No relationships 

were found between satisfaction with the numerical tag and 

attitude; the significant relationship between satisfaction 
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with the numerical tag and the conative dimension of 

attitude was not evident when the hypothesis was re-tested. 

Table 28 

Results of Testing Hypothesis Three Using Order A Data 

- ~ 

Relationships tested 

Satisfaction with numerical tag and -. 174 . 452  

relative advantage for A 

Relative advantage for A and .680 ,001 

attitude toward A 

Satisfaction with numerical tag and .O79 -733 

attitude toward A 

Relative advantage for A and 

cognitive dimension 

Relative advantage for A and .614 .O03 

affective dimension 

Relative advantage for A and conative .510 .O18 

dimension 

Satisfaction with numerical tag and -.O44 .a49 

cognitive dimension 



Table 28-continued 

Relationships tested 

Satisfaction with numerical tag and -137 -553 

affective dimension 

S a t i s f a c t i o n  with numerical tag and .120 

conative dimension 

Table 29 

Results of T e s t i n g  Hypothesis Three Using Order B Data 

R e l a t i o n s h i p s  cested - r E 

S a t i s f a c t i o n  with numerical tag and -.O06 

r e l a t i v e  advantage f o r  A 

Relative advantage f o r  A and 

attitude toward A 

Satisfaction wi th  numerical tag and -225 

attitude toward A 



Table 29-continued 

Relationships tested - r E 

Relative advantage for A and 

cognitive dimension 

Relative advantage for A and 

affective dimension 

Relative advantage for A and 

conative dimension 

Satisfaction with nurnerical tag and 

cognitive dimension 

Satisfaction with numerical tag and 

affective dimension 

Satisfaction with numerical tag and 

conative dimension 



Hypothesis Four 

Testing for hypothesis four involved testing three 

sers of relationships. Results for testing of this 

hypothesis are summarized in Table 30. Nul1 hypothesis 

four stated that: 

a) There will be no relationship between levels of 

satisfaction with the numerical hang-tag and subjects' 

perceptions of relative advantage of hang-tag B when it is 

compared to the numerical hang-tag. It has already been 

established that no significant relationship existed 

between these variables. 

b) There will be no relationship between subjects' 

perceptions of relative advantage for hang-tag B and 

attitude toward for hang-tag B. Pearson's correlations 

revealed that a significant relationship did exist between 

perceived relative advantage for hang-tag B and attitude 

toward it (r - = .533, p = .000). Similarly, significant 

relationships were found between perceived relative 

advantage and each of the three dimensions of attitude. 



Table 30 

Results of Testing Hypothesis Four 

Re la t ionsh ips  tested - r E? 

S a t i s f a c t i o n  wi th  numerical tag and .O99 -534 

relative advantage for B 

Rela t ive  advantage f o r  B and 

a t t i t u d e  toward B 

Numerical s a t i s f a c t i o n  and 

a t t i t u d e  toward B 

R e l a t i v e  advantage for  0 and 

c o g n i t i v e  dimension 

R e l a t i v e  advantage f o r  B and 

a f f e c t i v e  dimension 

Relative advantage f o r  B and 

conative dimension 

Satisfact ion wi th  numerical  tag and 

cognitive dimension 

S a t i s f a c t i o n  w i t h  numerical tag and 

a f f e c t i v e  dimension 



Table  30-continued 

R e l a t i o n s h i p  t e s t e d  - r E 

S a t i s f a c t i o n  wi th  numerical  t a g  and .178 .2 60 

c o n a t i v e  dimension 

For t h e  c o g n i t i v e  dimension, r = .394, p = .010; t h e  

a f f e c t i v e  dimension, - r = ,481, p = .001; and t h e  cona t ive  

dimension, - r = .558, p = .000. Therefore ,  t h i s  p a r t  of  

n u l 1  hypo thes i s  f o u r  was r e j e c t e d .  The a l t e r n a t e  

hypo thes i s ,  which s t a t e d  t h a t  s u b j e c t s  who pe rce ive  h igher  

l e v e l s  o f  r e l a t i v e  advantage f o r  hang-tag B w i l l  form more 

p o s i t i v e  a t t i t u d e s  towards hang-tag B t h a n  s u b j e c t s  who 

pe rce ived  lower levels  of relative advantage,  was accepted .  

C) There w i l l  be no r e l a t i o n s h i p  between l e v e l s  of  

s a t i s f a c t i o n  wi th  the numerical  hang-tag and a t t i t u d e  

toward hang-tag B. Pearsmrs c o r r e l a t i o n  showed no 

s i g n i f i c a n t  r e l a t i o n s h i p s  

s a t i s f a c t i o n  and a t t i t u d e  

S i m i l a r l y ,  no s i g n i f i c a n t  

e x i s t e d  between numerical  

toward it ( r  - = .174, p = .272) . 
c o r r e l a t i o n s  were found between 



satisfaction with the numerical tag and dimensions of 

attitude. For the cognitive dimension, r = .239, E = .127; - 

for the affective dimension, r = .046, p = -772; and for the - 

conative dimension r = .178. E = .260. - 

Given these results, this part of nul1 hypothesis four 

was not rejected. The alternate hypothesis, that subjects 

who express low satisfaction with the numerical hang-tag 

will form more positive attitudes towards hang-tag B than 

subjects who express high satisfaction with the numerical 

hang-tag, was not accepted. 

To summarize, for the relationship between 

satisfaction with the numerical tag, perceptions of 

relative advantage for hang-tag B and attitude toward hang- 

tag B, no significant relationship existed between 

satisfaction with the numerical tag and perceptions of 

relative advantage. Significant relationships were found 

between perceptions of relative advantage and attitude and 

its dimensions, but no relationships were found between 

satisfaction with the numerical tag and attitude. 



Hypothesis 5 

Hypothesis f i v e  S t a t e s  t h a t  t h e r e  w i l l  no d i f f e r e n c e  

i n  pe rcep t ions  of r e l a t i v e  advantage f o r  hang-tag A and 

hang-tag B r  when hang-tag A i s  compared t o  hang-tag B (M = 

3 .31 ) ,  and when hang-tag B i s  compared t o  hang-tag A 

(M = 2.64.)  

A - t-test was performed t o  determine i f  t h e  means f o r  

t h e s e  two v a r i a b l e s  were s i g n i f i c a n t l y  d i f f e r e n t .  The - t- 

va lue  was 3.476 (d f  - = 4 1 ) ,  and i n d i c a t e d  t h a t  t h e  means 

were s t a t i s t i c a l l y  d i f f e r e n t  a t  a l e v e l  of  Q = .001. Thus 

hypothes i s  f i v e  was r e j e c t e d .  That is ,  p e r c e p t i o n s  o f  

r e l a t i v e  advantage f o r  hang-tags A and B were d i f f e r e n t  

when they  were compared tu each other .  



CHAPTER 5 

DISCUSSION 

This  chapter  con ta ins  a  d i scuss ion  of t h e  r e s u l t s  of 

t h i s  research ,  and impl ica t ions  f o r  f u r t h e r  research .  

Subjects '  Behavior Toward Pants 

Resul ts  ind ica ted  t h a t  v i r t u a l l y  a l 1  s u b j e c t s  owned 

and wore pants .  This  i s  important t o  note because when 

s u b j e c t s  responded t o  t h e  hang-tags a s  a  means of a s s e s s i n g  

f i t  of pants ,  they were not  responding t o  a  hypothet ica l  

s i t u a t i o n .  Rather, t h e i r  responses came from t h e i r  own 

experiences.  Thus, wearing and owning pants  l e n t  v a l i d i t y  

t o  o t h e r  responses about perceived r e l a t i v e  advantages of  

and a t t i t u d e s  toward innovat ive  hang-tags. 

Research Objec t ives  

The research  was developed t o  f u l f i l l  t h r e e  resea rch  

o b j e c t i v e s .  The f i r s t  o b j e c t i v e  was t o  a s c e r t a i n  how 

s a t i s f i e d  o lde r  females were wi th  numerical size l a b e l s ;  
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t h e  second, t o  a s c e r t a i n  i f  s a t i s f a c t i o n  w i t h  numerical  

size l a b e l s  a f f e c t e d  p e r c e p t i o n s  of  r e l a t i v e  advantage f o r  

two d i f f e r e n t  hang-tags with  CSS attributes; and t h e  t h i r d ,  

t o  a s c e r t a i n  i f  a t t i t u d e  tcward each of  the hang-tags wi th  

CSS a t t r i b u t e s  were a f f e c t e d  by perceptions of r e l a t i v e  

advantage of each  of t h e  two hang-tags. 

Objec t ive  One: S a t i s f a c t i o n  With Numerical Size Labels 

This objective was met, a l t hough  r e s u l t s  were n o t  a s  

expected.  The r e s u l t s  showed t h a t  t h e  p r o p o r t i o n s  of  

subjects who were s a t i s f i e d  and dissatisfied wi th  the 

nwnerical  tag were alrnost equal.  However, 85% of s u b j e c t s  

"often" o r  "alwaysM used a numerical t a g .  It would seem 

t h a t  s a t i s f a c t i o n  wi th  t h e  numerical t a g  did no t  

n e c e s s a r i l y  a f f e c t  the frequency o f  i t s  use,  and 

conversely, t h e  f ac t  t h a t  is was used f r e q u e n t l y  did  n o t  

mean s u b j e c t s  were satisfied with it. Whether s u b j e c t s  

were satisfied with  it o r  no t ,  t h e y  still used t h e  

numerical  tag. Perhüps this is because there is no rea l  

a l t e r n a t i v e  t o  the numerical  hang-tag i n  the re ta i l  



environment t h a t  can  be used t o  a s s e s s  garment f i t ,  wi thout  

t r y i n g  the garment on. 

Ob jec t ive  Two: R e l a t i o n s h i p  Between S a t i s f a c t i o n  w i t h  

Numerical S i z e  Labe ls  and Percept ions  of Re la t ive  

Advantages f o r  Hang-tags 

I n  t h i s  r e s e ~ c h ,  s u b j e c t s '  f e l t  needs were 

o p e r a t i o n a l i z e d  a s  s a t i s f a c t i o n  w i t h  t h e  numerical hang- 

t a g .  Applying Rogers' theory  to t h i s  r e s e a r c h ,  one would 

expect t h a t  t h e  p ropor t ion  of  s u b j e c t s  who were 

d i s s a t i s f i e d  with the numerical  t a g  might approximate  the  

p r o p o r t i o n  of s u b j e c t s  who agreed t h a t  hang-tag A o r  hang- 

t a g  3 was s u p e r i o r  t o  t h e  numerical  t a g .  Conversely,  i f  

s u b j e c t s  were s a t i s f i e d  with t h e  numerical  t a g ,  one would 

not  expect  a l a r g e  p ropor t ion  of the sample t o  pe rce ive  

that hang-tag A and B had r e l a t i v e  advantages .  However, 

r e ç u l t s  of t e s t i n g  hypotheses one and two i n d i c a t e d  t h a t  

t h e r e  were no s i g n i f i c a n t  c o r r e l a t i o n s  between s a t i s f a c t i o n  

wi th  t h e  numerical  t a g  and p e r c e p t i o n s  of  relat ive 

advantage f o r  hang-tags A and B. 
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The researcher exarnined these variables more closely 

by looking at cross-tabulations of satisfaction with the 

numerical tag and perceptions of relative advantage for 

hang-tags A and B, and observed that although about 40% of 

subjects reported that they were dissatisfied with the 

numerical tag, 76.2% perceived that hang-tag A was superior 

to the numerical tag. Similar results occurred for hang- 

tag B. Contrary to what Rogers' theory would predict, the 

subjects' responses suggested that it did not matter 

whether or not subjects were satisfied with the numerical 

tag, they still perceived that hang-tags A and B were 

superior to the numerical tag. 

One can speculate why the data from this research did 

not support hypotheses one and two. Given that there was 

no discernible pattern in responses to indicate that 

subjects were clearly satisfied or dissatisfied with the 

numerical tag, this lack of significant correlations was 

not surprising. The researcher speculated that sewing 

experience might have influenced knowledge of body 

measurements, which subsequently may have affected 

perceptions of relative advantage. However, results of 

ANOVA's did not support this conjecture. The srnall sample 
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s i z e  may have f a i l e d  t o  c a p t u r e  t h e  v a r i a b i l i t y  i n  human 

behavior  t h a t  might Rave been more evident i n  a l a r g e r  

sample. 

The r e s e a r c h e r  d i d  no t  t h i n k  t h a t  t h e  r e s e a r c h  

ins t rument  accounted f o r  t h i s  l a c k  of a r e l a t i o n s h i p  

between s a t i s f a c t i o n  w i t h  t h e  numerical  t ag  and perceptions 

of  r e l a t i v e  advantage because of vague q u e s t i o n s .  The i t e m  

measuring s a t i s f a c t i o n  wi th  t h e  nurnerical tag s p e c i f i c a l l y  

r e f e r r e d  t o  s a t i s f a c t i o n  i n  terms of h e l p i n g  a s u b j e c t  f i n d  

c l o t h i n g  t h a t  f i t  wi thout  trying it on. Responses t o  open- 

ended q u e s t i o n s  r e g a r d i n g  pe rce ived  r e l a t i v e  advantage 

i n d i c a t e d  t h e  e x a c t  a t t r i b u t e s  were pe rce ived  a s  s u p e r i o r .  

Also, t h e s e  a t t r i b u t e s  were c o n s i s t e n t  among s u b j e c t s .  

These q u a l i t i e s  of t h e  i n t e r v i e w  schedule  helped t o  

e s t a b l i s h  i n t e r n a 1  v a l i d i t y  of  r e s u l t s  o f  t h e  r e sea rch .  

One may wonder then ,  what were t h e  f e l t  needs t h a t  

in f luenced  p e r c e p t i o n s  of r e l a t i v e  advantage i n  t h i s  

i n s t a n c e  i f  n o t  s a t i s f a c t i o n  w i t h  t h e  nurnerical tag? 

Perhaps one cou ld  look  t o  p r i o r  c o n d i t i o n s  i n d i c a t e d  i n  

responses  t o  open-ended q u e s t i o n s  r ega rd ing  r e l a z i v e  

advantage.  These i nc luded  a r b i t r a r i n e s s  o f  manufac turer  

s i z e  codes, s u b j e c t s '  method o f  f i t  assessment  (o ther  t h a n  
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s i z e  l a b e l s ) ,  s p e c i f i c  f i t t i n g  problems f o r  s u b j e c t s ,  and 

sub jec t s '  awareness of t h e i r  own body measurements. I n  

f u t u r e  research,  these  condi t ions  could be q u a n t i f i e d  t o  

a s c e r t a i n  whether they in f luence  perceptions of r e l a t i v e  

advantage, inc luding those  s p e c i f i c  q u a l i t i e s  of hang-tags 

A and 3 i d e n t i f i e d  i n  open-ended responses a s  advantageous. 

S imi la r ly ,  t h e  p r i o r  condi t ions  expressed by those  s u b j e c t s  

who d i d  not perce ive  hang-tag A o r  hang-tag B t o  be 

super io r  t o  t h e  numerical t a g  could be q u a n t i f i e d  t o  

a s c e r t a i n  whether they a r e  r e l a t e d  t o  perceptions of 

disadvantages. 

Order E f f e c t  f o r  Hang-tag A 

The s i g n i f i c a n t  d i f f e r e n c e  i n  responses (according t o  

o rde r )  f o r  t h e  conat ive  dimension of hang-tag A suggested 

t h a t  s u b j e c t s  who saw hang-tag A f i r s t  were more l i k e l y  t o  

agree t h a t  they  would use hang-tag A than s u b j e c t s  who saw 

hang-tag B f i r s t .  To atternpt t o  expla in  t h e  o rde r  e f f e c t ,  

t h e  researcher  reviewed s u b j e c t s r  responses t o  both hang- 

t ags .  The means f o r  a t t i t u d e  and i ts dimensions f o r  hang- 

t a g  A were s i g n i f i c a n t l y  higher  than  those  toward hang-tag 



B, i n d i c a t i n g  t h a t  a t t i t u d e  toward hang-tag A was more 

favorable  than those  toward hang-tag B r ega rd less  of t h e  

o rde r  i n  which s u b j e c t s  saw t a g s .  This observat ion  l e d  t h e  

resea rcher  t o  reason t h a t  perhaps it was not  an o rde r  

e f f e c t  t h a t  was observed. 

The f ind ing  t h a t  s u b j e c t s  had a more favorable  

impression of hang-tag A than hang-tag B might a l s o  exp la in  

t h e  d i f f e r e n c e  i n  means f o r  t h e  conat ive  dimension of hang- 

t ag  A when hang-tag A was presented f i r s t .  However, t h e  

means f o r  sub jec t s '  impressions of hang-tag A (M - = 3.83)  

and hang-tag B (M - = 3 . 7 4 )  were not s i g n i f i c a n t l y  d i f f e r e n t .  

Fur themore ,  t h e  proport ion of t h e  sarnple t h a t  r a t e d  hang- 

t a g  A as "favorable" o r  'very favorable" ( 6 9 % )  was almost 

equal  t o  t h e  propor t ion  who d i d  so f o r  hang-tag B ( 6 6 . 7 % ) .  

These observat ions  l e d  t h e  resea rcher  t o  be l i eve  t h a t  

impressions of t h e  hang-tags may not have con t r ibu ted  t o  

t h e  o r d e r  e f f e c t .  

The researcher  reasoned t h a t  t h e  o r d e r  e f f e c t  f o r  t h e  

conat ive  dimension of hang-tag A could be a t t r i b u t a b l e  t o  

t h e  sequence of p resen t ing  hang-tags A and B t o  s u b j e c t s .  

I t  is  conceivable t h a t  i f  s u b j e c t s  saw hang-tag B f i r s t ,  

t hey  perceived t h a t  hang-tag A was not  s u f f i c i e n t l y  



d i f f e r e n t  £rom what they  had j u s t  seen t o  merit h igher  

r a t i n g s  on t h e  cona t ive  dimension. Also, it is known from 

responses t o  open-ended ques t ions  t h a t  s u b j e c t s  perceived 

t h e  l o c a t i o n  of t h e  h i p  measurement on hang-tag B as 

inaccura te .  I f  s u b j e c t s  saw hang-tag B f i r s t  and 

considered t h e  l o c a t i o n  of t h e  h ip  measurement a s  an  e r r o r ,  

t h i s  could have primed them t o  judge hang-tag B a s  less 

be l i evab le  than  hang-tag A. Hence, s u b j e c t s  were more 

l i k e l y  t o  use hang-tag A when they saw hang-tag A before  

they  saw hang-tag BI  because A could have been judged more 

be l i evab le  than  hang-tag B. 

Object ive Three: Perceptions of Re la t ive  Advantage and 

A t t i t u d e  Toward Hang-tags 

According t o  Rogersr (1995) theory,  f e l t  needs can 

heighten a person's  percept ions  of r e l a t i v e  advantage of an  

innovation.  These heightened percept ions  can i n  t u r n  l e a d  

t o  t h e  formation of more favorable  a t t i t u d e s  toward t h e  

innovation.  Thus it is  l o g i c a l  t o  assume t h a t  a f e l t  need 

could p r e d i c t  a t t i t u d e  toward an  innovation.  Hypotheses 
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thus, the relationship between satisfaction with the 

numerical tag and attitude is discussed here as well as the 

relationship between relative advantage and attitude. 

The third objective was met. Results of testing 

hypotheses three and four indicated that attitude and its 

dimensions were significantly and positively correlated 

with perceptions of relative advantage of each tag, but not 

with satisfaction with the numerical tag. For hang-tag A, 

satisfaction with the numerical t a g  was not significantly 

correlated with attitude, with the exception of the 

conative dimension of hang-tag A, and the combined attitude 

dimensions for hang-tag A. In these instances significant 

relationships existed but were in the opposite direction to 

what had been hypothesized. 

With regard to hypotheses three and four, attitude 

toward hang-tags A and B were not affected by satisfaction 

with the numerical tag. What variables could have been 

associated with attitude besides relative advantage? As 

with Objective 2, the prior conditions that were identified 

from responses to open-ended questions regarding relative 

advantage (such as specific fitting problems or knowledge 

of body measurements) could be quantified and tested to 



dete rmine  if t h e y  are r e l a t e d  t o  a t t i t u d e  and i t s  

dimensions.  Also,  one cou ld  examine which s p e c i f i c  

perce ived  r e l a t i v e  advantages  ( such  as more i n f o r m a t i o n )  

a r e  r e l a t e d  t o  any o r  a l1  dimensions of a t t i t u d e .  

Perce ived  R e l a t i v e  Advantages of  and D i f i e r e n c e s  i n  

A t t i t u d e  Toward Hang-tags 

For bo th  hang-tags A and B ,  s u b j e c t s  responded 

f avo rab ly  t o  t h e  hang-tag w i t h  more i n fo rma t ion  when 

compared to t h e  numer ica l  t a g .  T h i s  r e s u l t  was c o n s i s t e n t  

wi th  f i n d i n g s  o f  Chun-Yoon and Jasper (1995) who found t h a t  

u n i v e r s i t y  s t u d e n t s  most p r e f e r r e d  a s i z e  l a b e l  t h a t  

con ta ined  a l i s t  of  key body measurements, a  pic togram,  and 

a numerical  code on ly ,  and l e a s t  preferred a s i z e  Label 

wi th  a  numerical  code on ly .  

The r e s e a r c h e r  made an i n t e r e s t i n g  o b s e r v a t i o n  t h a t  

t h e  university s t u d e n t s  i n  Chun-Yoon and J a s p e r  (1995) were 

aged predominant ly  between 1 9  and 23 y e a r s  of age. I n  this 

r e sea rch ,  t h e  s a m p l e r s  modal age ca t ego ry  was between 55 

and 60 yea r s  of  age.  An i m p l i c a t i o n  may be  t h a t  it i s  n o t  

j u s t  older females  r h a t  may respond more f a v o r a b l y  t o  s i z e  
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labels with more information. Perhaps older and younger 

age groups would both respond favorably to such tags. 

With regard to attitude toward hang-tags A and Br 

according to Rogers (1995), the greater the perceived 

relative advantage for an innovation, the more favorable 

the attitude, Given that the degree to which hang-tags A 

and B were considered superior to the numerical tag were 

not statistically different, one might expect that 

attitudes would not be either. Unexpectedly however, 

results of t-tests indicated that attitudes and its 

dimensions toward hang-tag A were significantly higher, or 

more positive, than those toward hang-tag 3. Also, the r- 

values for the relationships between perceptions of 

relative advantage and attitude were considerably higher 

for hang-tag A, indicating that the relationships between 

these variables were stronger than they were for hang-tag 

B. 

Why were attitudes toward hang-tags A and B different? 

Perhaps what was reflected in this difference in attitude 

was subjects' reactions to certain qualities of hang-tag B. 

When the hang-tags were compared to each other, responses 

to close-ended questions showed that 35.7% of subjects 
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ag reed  o r  s t r o n g l y  agreed t h a t  hang-tag A was s u p e r i o r  t o  

hang-tag B r  whi le  on ly  7 .1% agreed  t h a t  hang-tag B was 

s u p e r i o r  t o  hang-tag A. Responses t o  open-ended q u e s t i o n s  

gave some c l u e s  a s  t o  why t h e s e  r e s u l t s  occur red .  

Responses r evea l ed  t h a t  s u b j e c t s  d i d  n o t  i n t e r p r e t  t h e  

d i f f e r e n c e  i n  h i p  l o c a t i o n s  a s  r e p r e s e n t a t i v e  of age- 

r e l a t e d  p h y s i c a l  changes. Rather ,  t h e y  pe rce ived  t h a t  

hang-tag B ' s  h i p  l o c a t i o n  was " too  high", o r  t aken  ' a t  t h e  

wrong p l ace . "  Thus, t h e  i n fo rma t ion  i n  hang-tag B, which 

was in t ended  t o  convey an aavantage  of improved f i t  t o  

s u b j e c t s ,  was a c t u a l l y  perce ived  a s  a d isadvantage .  

Advantages of Applying Rogersr Theory 

Rogersr t heo ry  o f  d i f f u s i o n  o f  i nnova t ions  provided an 

a p p r o p r i a t e  c o n t e x t  t o  examine t h e  r e l a t i o n s h i p s  between 

o l d e r  females '  s a t i s f a c t i o n  wi th  numerical  hang-tags, 

p e r c e p t i o n s  of  r e l a t i v e  advantage o f  and a t t i t u d e s  toward 

i n n o v a t i v e  hang-tags. The t h e o r y ' s  mode1 o f  t h e  

innovat ion-dec is ion  p roces s  a l lowed f o r  t h e  s t u d y  of  t h e  

i n t e r - r e l a t i o n s h i p s  between t h e s e  v a r i a b l e s .  Th i s  was 

impor t an t  because t h e  r a t i o n a l e  o f  t h e  r e s e a r c h  was t h a t  
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each variable mentioned above could influence the next as 

part of a process. 

This theory allowed the researcher to identify that 

satisfaction with numerical hang-tags, operationalized in 

this research as a felt need, was not a felt need which 

influenced perceptions of relative advantage of and 

attitude toward hang-tags. However, prior conditions coded 

£rom responses to open-ended questions suggested that there 

were other felt needs that could be related to relative 

advantage and attitude, These could include the need to 

address a specific fitting problem, such as those in the 

waist and hip areas, or with height. 

Representativeness of the Sample 

When the researcher compared the demographic 

characteristics of the sample with Canadian national 

statistics, she noted that the demographic characteristics 

of the sample were comparable to national Canadian 

statistics in matters of age distribution, employment, and 

perceived health. However, the sample differed 

substantially frcm national data in other characteristics, 
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like income, marital status, and levels of education. This 

lack of representativeness compromised the external 

validity of the research, as it meant that the results of 

the research could not be applied to a wider population of 

older women. A larger, more representative sample from a 

varied geographical area would perhaps yield results that 

would strengthen the external validity of the study. 

Advantages of Using Open-Ended and Close-Ended Questions 

The use of a combination of close-ended and open-ended 

questions was beneficial for this exploratory research. The 

quantitative responses enabled the researcher to identify 

the degree to which subjects perceived relative advantage, 

while the qualitative responses clarified what the 

perceived relative advantages were. Also, the qualitative 

data gathered in the open-ended questions offered 

directions for future research. 

Limitations 

Before drawing any conclusions, it is important to 

recognlze that the results or tnis research nave severai 
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limitations. These include the fact that the sample came 

from a relatively small geographical locale, and was not 

entirely represeniative of Canadian women aged 55 years or 

older. The applicability of the results may also be 

limited by the small sample size. Also, results can be 

applied to size labels that include lower body measurements 

only . 

Conclusions and Implications 

Several conclusions can be drawn from the results of 

this research, The older women who participated in this 

research were not clearly dissatisfied or satisfied with 

the numerical hang-tag. However, they still used such a 

tag whether they were satisfied with it or not. The 

results also showed that hang-tags A and B were perceived 

as innovative. 

In contrast to Rogersr theory, satisfaction with the 

numerical hang-tag did not appear to be the felt need which 

would affect perceptions of relative advantage of or 

attitude toward either hang-tag, However, in the process 

of identifying relative advantages, prior conditions were 



145 

identified that could be investigated in future research. 

In agreement with Rogersr theory, perceptions of relative 

advantage and attitude were significantly and positively 

related, and were more strongly related for hang-tag A than 

for hang-tag B. 

It is also evident frorn the results that subjects 

responded more favorably to a hang-tag that contained more 

information, rather than simply a numerical code. This 

finding could have implications for manufacturers of 

clothing, particularly if their target market is women aged 

55 years or older. In terms of informing customers how 

well garments will accommodate their body measurements, 

manufacturers might have to consider using more information 

than a numerical code, considering that their target 

customers respond more favorably to a hang-tag with more 

information. A further implication for manufacturers would 

be that if they used a size labeling system that contained 

more information, they would have to be prepared to educate 

consumers as to the meaning of the information. 

On the basis of subjects' responses to hang-tag B when 

compared to hang-tag A, they did not recognize hang-tag B's 

advantage of having measurements for women 55 years or 
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older. Rather, they perceived its hip measurement as being 

taken at the wrong place. An implication of this result is 

that subjects did not recognize that a sizing standard 

written specifically for their body measurements exists. 

Perhaps they were not even aware of sizing standards in 

general. This would seem plausible, as they perceived 

hang-tags A and B as highly innovative; they had 

encountered little else besides numerical tags in the 

retail environment. The subjects' responses imply that 

older womenrs awareness of apparel size information needs 

to be raised. This is especially relevant considering that 

ASTM D5586 can provide information specifically for them. 
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Appendix A 

Interview Schedule for 

Measurement of Perceptions of Relative Advantage 

and Attitudes Toward Innovative Labeling Devices for 

Apparel 

SUBJECT ID = 

ORDER = A 3 

PART 1 

F i r s t ,  1 am going to ask ycu some questions about your 

warddrobe. Then, 1 will show you some hang-tags for 

clothing, and have you respond to some questions about 

them. 

Q-1. Are pants a part of your wardrobe? Yes No 

Q-2. How often would you Say you Wear pants? 

1 2 3 4 5 

Never Seldom Sornetimes Often Aiways 



Q-3. Do you s e w  any  of  your own c lo th ing?  

f 
L 2 3 4 5 

Never Seldom Sometimes Often Always 

Q-4. I know my waist rneasurement when 1 shop for  pants .  

Strongly Disagree Neutra1 Agree St rong ly  
Disagree Agree 

Q-5. 1 know my hip measurement when 1 shop for p a n t s .  

S t rong ly  Disagree Neutra1 Agree St rongly  
Disagree Agree 

(Show nimierical hang-tag) 

Q-6. How o f t e n  do you use t h e  kind o f  information on t h i s  

hang-tag t o  h e l p  you d e c i d e  whether a garment w i l l  f i t  you? 



Never Seldom Sometimes Often Always 

Q-7. How s a t i s f i e d  a r e  you wi th  t h i s  hang-tag i n  he lp ing  

you f i n d  garments t h a t  f i t  you wi thout  t r y i n g  them on? 

Very D i s s a t i s f i e d  Neutra1 S a t i s f i e d  Very 
D i s s a t i s f  i e d  S a t i s f  i e d  

(Show Hang-tag A and numerid together) 

4-8. What i s  your impress ion  of t h i s  hang-tag? 

Very Unfavorable Neu t r a l  Favorable Very 
Unfavorable Favorable  

Q-9. This  hang-tag is s u p e r i o r  t o  t h e  numerical  hang-tag. 

S t rong ly  Disagree  Neutra1 Agree S t rong ly  
Disagree Agree 

( i f  a g r e e  o r  s t r o n g l y  ag ree ,  go t o  Q-10; i f  no t ,  proceed t o  

Q-11) 



Q-10. How i s  t h i s  hang-tag s u p e r i o r  t o  t h e  numerical  hang- 

t a g ?  (open-ended) 

- 1  How i s  t h i s  hang-tag n o t  s u p e r i o r  t o  t h e  numerical  

hang- t a g  ? (open-ended) 

(show Hang-tag B and numerical together) 

4-12. What i s  your impress ion  of  t h i s  hang-tag? 

Very Unfavorable Neut ra l  Favorable Very 
Unfavorable Favorable  

Q-13. This  hang-tag is s u p e r i o r  t o  t h e  numerical  hang-tag. 

S t r o n g l y  Disagree Neutra1 Agree S t r o n g l y  
Disagree Agree 

( i f  a g r e e  o r  s t r o n g l y  ag ree ,  proceed t o  4-14; i f  no t ,  

proceed t o  Q-15) 



158 

4-14. How is this hang-tag superior to the numerical hang- 

tag ? (open-ended) 

4-15, How is this hang-tag not superior to the numerical 

hang- t ag ? (open-ended) 

(Show Hang-tag A and Hang-tag B together) 

- 6 .  Hang-tag A is superior to Hang-tag B. 

Strongly Disagree Neutra1 Agree Strongly 
Disagree Agree 

(if agree or strongly agree, go to 4-17: if not, proceed to 

Q-18 1 

4-11. How is Hang-tag A superior to Hang-tag B? 

(open-ended) 

Q-18. How is Hang-tag A not superior to Hang-tag B? 

(open-ended) 



Strongly Disagree Neutra1 Agree Strongly 
Disagree Agree 

(If agree o r  s t rongly  agree, go t o  Q-20; if not, proceed to 

Q-21 i 

Q-20. How is Hang-tag B superior to Hang-tag A? 

(open-ended) 

4-21. How is Hang-tag B not superior to Hang-tag A? 

(open-ended) 

***DISTRACTOR EVENT*** 

Next, 1 would like you to sort these cards into any f ive  

categories that you think are appropriate. The piles do 

not have to con ta in  an equal number of cards. 
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(Show Hang-tag A) 

Q-22. Hang-tag A contains t h e  information that would help 

me find pants t h a t  fit m e .  

Strongly Disagree Neutra1 Agree Strongly 
Disagree Agree 

Çtrongly Disagree Neutra1 Agree Strongly 
Disagree Agree 

4-24. 1 would u s e  Hang-tag A t o  h e l p  m e  f i n d  pants that f i t  

me. 

Strongly Disagree Neutra1 Agree Strongly 
Disagree Agree 



(show Hang-hg B) 

Q-25. Hang-tag B contains the in format ion  t h a t  would h e l p  

m e  f i n d  pants t h a t  f i t  me. 

St rong ly  Disagree Neutra1 Agree S t rong ly  
Disagree Agree 

Q-26. 1 l i k e  Hang-tag B. 

S t rong ly  Disagree Neutra1 Aqree S t r o n g l y  
Disagree Agree 

4-27, 1 would use  Hang-tag B t o  h e l p  m e  f i n d  p a n t s  t h a t  f i t  

m e .  

S t rong ly  Disagree Neutra1 Agree S t r o n g l y  
Disagree Agree 



(Show Hang-tag A) 

4-28. Hang-tag A is  l i k e  a l 1  o t h e r  s i z e  l a b e l s  t h a t  1 have 

seen  be fo re .  

S t rong ly  Disagree Neut ra1  Agree S t rong ly  
Disaqree Agree 

(Show Hang-tag 8) 

Q-29. Hang-tag B i s  like a l1  o t h e r  size l a b e l s  t h a t  1 have 

seen  be fo re .  

S t rong ly  Disagree Neutra1 Agree S t rong ly  
Disagree Agree 

Next, 1 would l i k e  t o  know about  some o f  your o t h e r  

impressions about  t h e  hang-tags 1 have shown you. 

4-30. What a r e  some of your  o t h e r  impressions about  t h i s  

hang-tag t h a t  1 have shown you? (open-ended:show Hang-tag 

A) 
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Q-31. What a r e  some of  your o t h e r  impress ions  about  t h i s  

hang-tag t h a t  1 have shown you? (open-ended:show Hang-tag 

B 

4-32. Do you have any o t h e r  comments t h a t  you would l i k e  t o  

make about  any of t h e  hang-tags t h a t  you have seen  today? 

PART 2 

F i n a l l y ,  1 am going t o  a sk  you some q u e s t i o n s  which r e l a t e  

t o  your background. I f  t h e r e  a r e  any q u e s t i o n s  t h a t  you do 

no t  feel cornfortable answering, you a r e  n o t  o b l i g a t e d  t o  

answer them. I f  a t  any t i m e  a q u e s t i o n  is not  c l e a r  t o  you, 

f e e l  f r e e  t o  ask me. 

Q-33. I n  what year  were you born? 

4-34. What is your m a r i t a l  s t a t u s ?  

1. S i n g l e  

2 .  Married 

3. Divorced/Separated 

4. Widowed 
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Q-35. What is the highest level of educa t ion  that you have 

completed? 

1. Grade 6 o r  less 

2 .  Grade 7 t o  9 

3 .  Grade 10 to 13 

4 .  1 to 3 years u n i v e r s i t y ,  i n c l u d i n g  b u s i n e s s  

s choo l s ,  t e c h n i c a l  s choo l s ,  o r  community c o l l e g e  

5. completed u n i v e r s i t y  (degree program), 

t e c h n i c a l  school, o r  community c o l l e g e  

6. Completed a graduate degree  (Masters '  o r  PhD) 

(2-36. A r e  you c u r r e n t l y  ernployed? 

1. 1 am retired 

2. Yes, full time 

3. Yes, part-tirne 

4 .  Other 

4 - 3 7 .  What is your c u r e n t  job d e s c r i p t i o n ,  o r  what was 

your job d e s c r i p t i o n  b e f o r e  retirement? 



4-38. How would you d e s c r i b e  your h e a l t h :  

1. My h e a l t h  never  p reven t s  my 

a c t i v i t i e s .  

2 .  My h e a l t h  r a r e l y  p reven t s  my a c t i v i t i e s .  

3. My h e a l t h  o c c a s i o n a l l y  p reven t s  my 

a c t i v i t i e s .  

4 .  My h e a l t h  very  o f t e n  p reven t s  my 

a c t i v i t i e s .  

5.  My h e a l t h  p reven t s  most a c t i v i t i e s .  

4-39. What i s  your annual  income b e f o r e  t axes?  

1. under $15,000 

2. $15,000 - $24,999 

3. $25,000 - $34,999 

4. $35,000 - $44,999 

5. S45,OOO - $54,999 

6. $55,000 - $64,999 
7. over  $65,000 
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Letter of Approval fram Human Ecology E t h i c s  Review 

Commit t ee  

Oarh May i9. 1998 

ilai: oaaa 

Ta: Mt. Camiyn S~?alz. Ciothinq 

h m :  Or. G.?. Sevenhuysan, Chair, 

lad 



Appendix C 

Example of Recruitment Notice 

WOMEN 55 OR OLDER 

A graduate student of clothing and 

tex t i l e s  from the 

University of Manitoba is  looking 

for women who are a t  least 55 years 

or older ta participate in research 

pertaining to clothing. If you are 

interested, please cal1 

(905) 689-8350. 



Appendix D 

S c r i p t  f o r  Verbal  In format ion  f o r  P r e - t e s t  

1 am a g r a d u a t e  s t u d e n t  frorn t h e  U n i v e r s i t y  o f  

Manitoba. 1 am s t u d y i n g  how fernale consumers p e r c e i v e  

r e a c t  t o  hang-tags on c l o t h i n g .  1 would l i k e  t o  have 

female consumers l ook  a t  t h r e e  of t h e s e  d e v i c e s  because  1 

am i n t e r e s t e d  i n  t h e i r  r e a c t i o n s  t o  thern. 

1 would meet wi th  you f o r  about  45  minutes  t o  show you 

t h e  hang-tags,  and a s k  you some q u e s t i o n s  abou t  your  

p e r c e p t i o n s  of them. 

I f  you would l i k e  t o  p a r t i c i p a t e  i n  my r e s e a r c h ,  1 can  

a r r a n g e  a t i m e  t o  meet w i t h  you now, o r  1 can  t a k e  your 

name and number and c a l 1  you back t o  a r r a n g e  a t i m e  a t  a 

l a t e r  d a t e .  



Appendix E 

Consent Form 

Dear 

Thank you f o r  p a r t i c i p a t i n g  i n  t h i s  r e s e a r c h  p r o j e c t .  
The purpose of  t h e  p r o j e c t  is t o  f i n d  o u t  your r e a c t i o n s  t o  
t h r e e  l a b e l i n g  dev ice s  f o r  c l o t h i n g .  

1 would l i k e  t o  a s s u r e  you t h a t  your responses  t o  
q u e s t i o n s  w i l l  no t  be linked wi th  your narne. You w i l l  be  
i d e n t i f i e d  on ly  by a number, and your  name w i l l  n o t  be  
r e v e a l e d  t o  anyone. Sorne of  your responses  w i l l  b e  
reçorded  on a t a p e  r eco rde r ,  which w i l l  be  e r a s e d  a f t e r  t h e  
p r o j e c c  is cornplete. 

Your p a r t i c i p a t i o n  i n  t h i ç  p r o j e c t  i s  s t r i c t l y  
vo lun t a ry .  You a r e  f r e e  t o  withdraw a t  anytime, and you 
a r e  n o t  o b l i g a t e d  t o  answer any  q u e s t i o n  wi th  which you a r e  
no t  cornfortable.  

I f  you would l i k e  t o  proceed wi th  t h e  i n t e rv i ew ,  
p h a s e  s i g n  below. 

S i g n a t u r e  Date 



Appendix F 

Debrief ing Information for Sub j ects 

Thank you aga in  f o r  p a r t i c i p a t i n g  i n  t h i s  r e sea rch .  

The purpose o f  t h i s  r e sea rch  is t o  find out  your r e a c t i o n s  

t o  d i f f e r e n t  types of bang-tags f o r  c l o t h i n g .  

The r e s e a r c h e r r s  i n t e r e s r  i n  t h i s  t o p i c  stems from 

r e s e a r c h  which shows that ready-to-wear c l o t h i n g  f o r  women 

does no t  adequate ly  f i t  women age  55 o r  o l d e r .  One reason  

f o r  t h i s  l a c k  of  w e l l - f i t t i n g  c l o t h i n g  may be t h e  s i z i n g  

s t a n d a r d  t h a t  s p e c i f i e s  t h e  rneasurements t h a t  a garment i s  

designed t o  f i t .  The c u r r e n t  s i z i n g  s t a n d a r d  f o r  women's 

a p p a r e l  is based alrnost e n t i r e l y  on body measurements of 

younger women. Because t h e  female body undergoes va r ious  

p h y s i c a l  changes du r ing  t h e  ag ing  p roces s ,  c l o t h i n g  s i z e d  

f o r  a younger body type  may n o t  accommodate the body 

rneasurements of 55-plus women. 

Recently,  a s i z i n g  s t a n d a r d  bas been developed from a 

da t abase  of body measurements e x c l u s i v e l y  from women aged 

55 o r  o l d e r .  I f  rnanufacturers were t o  u s e  t h i s  s t anda rd ,  

t h e y  could  develop w e l l - f i t t i n g  c l o t h i n g  f o r  55-plus women. 
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It is of interest then to investigate how to communicate to 

55-plus female consumers that a garment is designed to fit 

their body measurements. 

The two hang-tags that you have seen are designed 

according to the Canadian government standard which 

specifies that a hang-tag for trousers must show, in 

addition to a numerical size, the waist and hip 

measurements (in metric) that a garment is intended to fit, 

with a written list and/or a pictogram (picturel. Both 

hang-tags "A" and "B" showed waist a d  hip measurements, as 

well as a height measurement and a vertical measurement 

between waist and full hip. However, 'A" used rneasurements 

from the Canadian government standard for a Misses Petite 

Size 16, while "B" used measurements from the new 55-plus 

standard. According to the new standard, the vertical 

measurement between waist and full hip for 55-plus women is 

less than that specified by the older standard, and the hip 

measurement is smaller as well. Although both hang-tags 

are intended to convey to 55-plus women that a pair of 

trousers will fit their body measurements, 'B" is thought 

to be more meaningful because it contains information that 



applies specifically to the measurements of women 55 or 

older . 

The researcher is trying to determine if 55-plus women 

react differently to each hang-tag. Because "B" contains 

differenc information, it is of interest to see if 55-plus 

women think this is the superior hang-tag, and why. If it 

is not perceived this way, it is also  of interest to find 

out why, and how hang-tags could be improved to the benefit 

of 55-plus female consumers. 




