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ABSTRACT

purpose of this study vras to examine the purchase de-

process for winter outerwear and to investigate the

that a thermal resistance rating program would have

decision making process for winter outerwear.

À survey design was employed using a self-completion mail

questionnaire. Participants were consumers who had pur-

chased a winter coat or jacket for the currenL winter sea-

son. Socioeconomic, demographic and other background vari-
ables were examined as well as variations in the rated

importance of criteria used in the consumer decision making

process, the preference for provision of warmth information

and the severity of shopping problems associated with the

purchase of winter outerwear. Chi square analysis and non-

parametric one-way analysis of variance were used to test
the hypotheses. Discussions with a smaIl sample of winter

outer$¡ear manufacturers allowed comparisons of the views of

consumers with those of manufacturers"

The findings indicated that the raÈed importance of cri-
teria used in the purchase decision making process for win-

ter outervrear varies among consumers. Àlmost ninety percent

of the study participants indicated that they would use a

warmth rating program while shopping problems associated

LV



v¡ith the purchase of winter outerwear were generally not

considered to be major' Manufacturers, on the other hand,

indicated that sLyle was the most important feature and that

consumers have no means by which to assess the warmLh of

wínter coats and jackets. Further studies are suggested as

Lhe views of consumers and manufacturers are not convergent 
"
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Chapter I

I NTRODUCTI ON

STÀTEXENT OF THE PROBLEM

Technofogical advances have changed the nature and scope of

the marketplace making it increasingly difficult for the

consumer to assess products; make a wise, efficient and edu-

cated decision; and ultimately to be satisfied with the

choice made. Consumer demand for information in the market-

place has grovrn more rapidly than t,he availabitity of infor-

mation and a consumer information gap has resulted.

The amount of information needed by a consumer to stay

abreast of the developments in the marketplace has been af-
fected by product, brand and model proliferation, product

complexity and rapidity of changing product characteristics.
The marketplace is norv characterized by mass production,

mass consumption, mass distribution and mass promotion. The

consumer as well has changed time has placed a constraint

on consumers, discretionary income has increased and consum-

ers are more socially aware. To heighten the complexity of

this situation, consumer product and performance information

is sometimes deceptive. The kind and amount of consumer in-
formation and product performance expect.ed by consumers ap-

pears to increase as the level of affluence rises (fhorelli

and Thoretli, 1977; Herman, 1980 and Àaker and Day, 1982).
.1-
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providing consumer information has been highlighted as a

major policy issue for this decade in order that improved

purchase dec ision can be made (capon and Lut,z , 1979) " vrilk-

ie and Gardner (1974) stated that a primary concern among

researchers should be to lead rather than lag in public pol-

icy issues. if the ideal is to have autonomous and self-re-

liant consumers in the marketplace the gap between what the

coRsumer has a right to know and what product information is

actually available must be narrowed (rhorelli and Thorelli,
1977 ) "

As awareness has grovrn of the need for more and better

objective information to be provided to the consumer, dozens

of countries have introduced comparative testing programsf

informative labelIing and quality certif ication programs.

There are both mandatory and voluntary programs in these

categories. À number of labelling programs providing infor-
mation have been implemented in Europe and North America in-
cluding textile labelling, care labelling, down and feather

label1ing, hazardous products 1abelling, energy consumption

labelling and nutrition labeIling. These information pro-

grams are designed to enable the consumer to make a more ef-
ficient and satisfactory choice in the marketplace.

Information provided through product labe1ling not only

assists the consumer in making a more-informed decision but

can minimize and reduce a consumer's economic loss and over-

all dissatisfaction with a given product. The interest in
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product labelling in the public policy setting is to aid

consumers by providing fuller information on the alterna-

tives available in the purchase decision (WiIkie, 1975).

Because the information to be communicated through product

labelling is t,o be objective and standardized there is a

need to address the question of how the consumer will use

this kind of information.

One area of concern in recent years has been Lhe changes,

developments and variety of textile products designed for

thermal protection. It may be difficult for the consumer to

know and understand the nature of the many types of insulat-

ing materials used, pârticularly in outdoor clothing. Con-

sequently, Consumer and Corporate Affairs Canada .has sug-

gested that there is a need for establishing a thermal

resistance rating for consumer textiLe articles. This rat-
ing, althou.gh not 1ikeIy to be absolute or definitive be-

cause factors other than thermal properties of the article
will have to be considered by the consumer, could provide

the consumer with enough comparative informalion on which to

base a purchase decision.

A standardized

rat ings for text i 1e

dustry, government

labelling
art ic les

and the consumer.

system of thermal resistance

could have implications for in-
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NEED FOR THE STUDY

gfhile consumers spend a considerable amount of their cloth-

ing do11ar on keeping warm there seems to be little objec-

tive consumer information available on the thermal proper-

ties of clothing especially outerwear.

CIothing, according to Sproles (1979), is a functional

product with a number of useful purposes, that is, it can

satisfy certain needs of the consumer. These needs follow

Maslow's hierarchy of needs. Clothing analysts frequently

focus on four functions of dress - modesty, immodesty, pro-

tection and adornment. Although personal decoration and

adornment are perhaps the most significant and universal

function of dress, the utilitarian and practical functions

of clothing cannot be understated. CloLhing, Sproles (1979)

has indicated, is first a utilitarian product designed to

perform three practical functions: protection as a shield

between the body and the natural environment, comfort in or-

der that the consumer I s preferred body temperature can be

maintained and convenience when freedom of movement and per-

formance of activity are allowed. It is estimated that in

North Àmerica insulation or keeping warm accounts for ap-

proximately hal-f of the money spent on clothing, the remain-

der is explained by sociopsychological factors (steadman,

1980).
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PURPOSE OF THE STUDY

The purpose of this study was to determine the criteria used

in Lhe purchase decision making process for winter outerwear

and more specifically to determine the extent to which con-

sumers use and would use information regarding insulating

values in this process, The tikely impact that a thermal

resistance or warmth rating program would have on Èhe deci-

sion making process was investigated. Demographic vari-

ables, socioeconomic variables, understanding of insulating
values, purchase and ovrnefship experience, use behàvior, and

familiarity with and use of other product labelling programs

were studied to characterize consumer groups who are most

like1y to use warmth information in the decision making pro-

cess for winter outerwear.

The ult imate goal of thi s study vras to provide inf orma-

tion which may be useful in the establishment of a thermal

resistance rating program for consumer textile articles.

OBJECTIVES

The overal-1 objective of this thesis was to determine the
probable impact that a thermal resistance ratíng program

would have on the consumer decision making process for tex-
tile outerwear (specifically winter coats and jackets for
everyday use). This can be translated into the following
objectives:
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in the

weat.

To determine the relative

consumer decision making

importance of

process for

6

criteria used

winter outer-

Z" To determine the

consumer decision making

3. To determine the

determinant attributes used in the

process for winter outerwear.

degree of severity of certain shop-

associated with the buying of win-

be provided.

ping problems that maY

ter outerrrear.

4. To determine

winter 'outerwear.

5. To determine

'warmth' information

how consumers assessed the warmth of

(in what form) consumers would Iike

be

how

to

if6. To determine

would be of greater

winter outerwear.

7. To

to obtain

the provision of warmth

adults' or

information

chi Idren' simportance for

determine the sources of

information about warmth

information used in order

of winter outerwear.

8. To investigate the difference in the importance of

criteria used in the decision making process with the re-

spondents' A) â9ê, sex, leveI of education, occupation, in-
come; and B) awareness and understanding of R value (nSt

value), purchase experience, ownership experience, use be-

havior, and familiarity with and use of two product informa-

Lion labeIIing programs.
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g. To investigate the difference in preference for

provision of warmth information with the respondents' A)

ãÇ€t sex' Ievel of education, occupation, income; and B)

avrareness and understanding of R value (nSf value), purchase

experience, ownership experience' use behavior, and famil-

iarity with and use of two product information labelling

programs.

10. To investigate the difference in shopping problems

associated with the purchase of winter outerwear with the

respondents'A) â9ê, sex, leveI of education, occupation,

income; and B) avrareness and understandinng of R value (nSr

value), purchase experience, ovrnership experience, use be-

havior, and familiarity with and use of two product informa-

tion labeIling programs.

NULL HYPOTHESES

In order to meet objectives 8,

have been developed.

9 and 1 0 three hypotheses

No significant difference exists in the importance of

criteria used in the consumer decision making process

for winter outerwear with the respondents'

a) age

b) sex

c) level of education

d) occupation

1
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I

e) income

f) awareness and understanding of R value (nSr value)

g) purchase experience

h) ownership experience

i ) use behavior

j) familiarity with and use of two product informa-

tion IabelIing programs

No significant difference exists in pr.eference for

provision of warmth information with t,he respondents'

a) age

b) sex

c) Ievel of education

d) occupation

e ) income

f) awareness and understanding of R value (nsr value)

g) purchase experience

h) ownership experience

i ) use behavior

j) familiarity with and use of two product informa-

tion IabeIIing programs

No significant difference exists in shopping problems

associated with the purchase of winter outerwear with

the respondents'

a) age

b) sex

c) level of education

3
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d)

e)

f)

e)

h)

i)
j)

occupat ion

i ncome

awareness and understanding of R value (nSr value)

purchase experience

ovrnership experience

use behavior

familiarity with and use of. two product informa-

tion Iabe11ing programs

DEF T NI TI ONS

THERMAL RESISTANCE (warmth rating and insulating value are

used interchangeably with this term): a measure of the in-

suLation against heat loss or a measurement of the ins'uIa-

tion's resistance to heat flow.

CONSUMER INFORMATION (product information and performance

information are used interchangeably . with this term): ob-

jective and standardized information for purpose of. assist-
ing the consumer in making judicious choices in the market-

place.



Chapter I I

REVIET^r OF LITERATURE

A summary and discussion of the literature relevanL to this

study is presented in this chapter. The review includes

Iiterature on the conceptual framework for the study' con-

sumer information, thermal protection of t.extile articles

and socioeconomic and demographic variables.

CONCEPTUAL FRAMEWORK

The consumer behavior model developed by Engel, KoIlat and

BlackwelI (nngel and B1ackwell, 1982) [appendix À] is used

in this study as the basis for conceptualizing and studying

the decision making process of consumers. This model "spec-

ifies the underlying variables, the nature of the relation-
ships between them, and the manner in which behavior is
shaped and af f ected" (enge1 and BIackwell,, 1982, p. 22) .

When making a decision, the consumer goes through five
phases which are referred to here as extended problem solv-
ing: 1 ) problem recognition, 2) search, 3) alternative
evaluation, 4) choice and 5) outcomes.

Extended problem solving can only

purchase or consumption is seen by

having high personal importance or

occur "when the act of

the decision maker as

relevance" (engel and

10
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Blackh'elI, 1982, p"24) " This is ref erred to as the high-in-

volvement decision process and is present when the consumer

uses a number of product attributes and evaluative criteria

(the more used the higher the degree of involvement) in de-

cision making. High involvement takes place when t.he prod-

uct itself is perceived as reflecting one's self image, ês

is the case with most clothing items.

The focus of the present study, the use of thermal resis-

tance ratings as purchase decision criteria for outerwear

garments, comprises two phases of the high-involvement deci-

sion making process: search and alternative evaluation (tt¡e

second and third phases, respectively).

Search

When the consumer considers making a purchase, he or she may

search for information about the product. Search as defined

by Engel and Kollat (1982) is "motivated exposure to infor-
mation with regard to a given alternative" (p. 321). Search

results when information, beliefs and attitudes are seen as

inadequate. The consumer searches memory before looking to
external sources for information.

External search is a "motivated and completely voluntary

decision to seek new information" (nngel and Kol1at, 1982,

p" 323). The decision to search and the extent of the

search depends on the perceived value to be gained as com-

pared to the costs of obtaining the product information.
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The fac|ors that influence the motivation to search include

the guantity and quality of existing information, the abili-

Ly to recall that information, the perceived risk and confi-

dence in decision-making abilit.y (ungel and KolIat, 1982) 
"

External search in this study refers to search for objective

product information and is discussed further in the section

entitled Consumer Information. The propensity to search for

product information is affected by a number of individual

differences: personality characteristics, family role

structure and demographic characteristics (discussed in more

detail in the section on Demographic and Socioeconomic Anal-

ysis).

There are three types of information sources that can be

sought by the consumer: marketer-dominated, consumer-ori-

ented and neutral (Cox, 1967). At the present time, market-

er-dominated and consumer-oriented sources dominate the mar-

ketplace. According to a number of studies the type and

source of information varies by product, the perceived risk
involved and the stage in the decision making process (Horne

and Crown, 1983). The focus of this study is primarily on

neutral information sources which provide information to the

consumer with no direct commercial interest in the promotion

of these goods.
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problems Àssociated with Prepurchase Search

UntiI the Claxton and Ritchie (1978) study littIe attention

had been given to the problems that consumers associated

with prepurchase search. The objective of their study vtas

to provide a greater understanding of the nature and scope

ot. consumer prepurchase search and information processing

problems. This, is turn, was to be used as a basis for

identifying actions to assist consumers in overcoming these

problems.

The problems associated with the purchase of clothing was

one of five product and service categories studied by CIax-

ton and Ritchie. The findings of their study indicated that

'finding information about different clothing products' was

the number one ranked problem.

Alternat ive Evaluation

The third phase of the extended problem solving nodeI, al-
ternative evaluation, comprises two steps. The first step

is the use of evaluative criteria, that is, the standards

and specifications used by consumers to evaLuate products.

Evaluative criteria can be either objective (physical

characteristics) or subjective (symbolic values). The focus

of this study is on the extent to which consumers use ther-
mal or warmth information (objective criteria) in the deci-
sion process. Evaluative criteria are shaped by motives and

memory. Motives have their roots in life-sty1e which in
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turn is shaped to some degree by cultural norms and values

as well as social influences. Motives shape preferences for

product attributes and benefits. Memory refers to informa-

tion gathered through search and first-hand information.

The number of evaluative criteria used in reaching a de-

cision and the relative importance of each can be useful to

rnarketers and researchers. Most studies indicate that six

or Jess criteria are used by consumers although as many as

nine could be used. Generally, the higher the degree of in-

volvement, the more evaluative criteria used in the decision

proceSS.

Ðeterminant Àttr i butes

There are certain product features or attributes that are

more influential in predisposing consumers to a certain
preference or actual purchase. These features or attributes
are said to be determinant (tøyers and Alpert, 1968 ) . Ac-

cording to Àlpert (1980) determinance goes beyond importance

although it is not conceptually different. An attribute or

feature may be very important but at the same time have no

real effect on the decision made if little difference is
perceived among the choices. Determinance implies that fea-
tures or attributes are important and that perceived differ-
ences exist among the products available.

To illustrate
are given here.

the concept of determinance, three examples

Although safety as a criterion in the eval-
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uation of automobiles is often ranked first in importance it

is a feature that is often taken for granted. A manufactur-

er câoootr however, ignore Safety features. The "ontt*.i
generally perceives safety of all cars to be at or about the

same leveI. 
" 

Safety is, therefore, not considered to be a

deterrninant attribuLe in the purchase decision of automo-

biles (t'tyers and ÀIPert, 1968).

When asked about attitudes toward savings and l-oan asso-

ciations, consumers ranked safety of money aS being foremost

in importance but little difference was perceived among sav-

ings and Loan associations with, regard to this feature and,

therefore, it was not a determinant attribute or feature.

The feature showing high importance and greater difference

was interest rate, which is the determinant attribute (t'tyers

and Alpert, 1 968 ) .

In a study on energy information labels and the purchase

of home appliances, energy related attributes v¡ere found not

to be determinant. Recent buyers of appliances vrere unwill-
ing to trade off operating cost savings for the convenience

of certain relatively high energy consuming featuies (ander-

son, 1977 ) .

In the second step of alternative evaluation, the consum-

er compares the information from the search process against

the evaluative criteria. When beliefs have been formed and

changedr âs a result of the search process, attitudes toward



the purchasing of an alternative wiIl also

things being equal). Formation of a purchase

lows íf. a favorable attitude is formed.

change

Cecision

16

(atl

f o1-

Two phases of the consumer decision making process are

used ín this study. The consumer may need to search for ad-

ditional information on the product class under considera-

tion and will then evaluate and compare the available alter-

nat ives. Certain product features are said to be

determinant, that is, more influential in predisposing con-

sumers to a certain preference or choice.

CONSUMER INFORMATION (PSNTONMÀNCE INFORMATTON)

I nfor ation and Performance Gap

Consumer information l-iterature reveals that there is a

large gap between what is needed and what is available in

public information programs. Most of the research in con-

sumer information processing has been developed within the

areas of communications theory and advertising research

which typically interfere with the straight reception of in-
formation (wilkie, 1975).

The availability of consumer information as well as the

desire or search for such information has had an impact on

the marketplace. The information that consumers expect as

well as the number of consumer information programs avail-
able has increased, particularly since the mid 1960s. The

search for information is influenced by the consumer's per-
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lc"p1ions of what is needed and useful. In order to ensure

LhaE information is perceived by the consumer as being use-

ful the information should be readily available' helpful in

choosing products, Iow in cost and simple to use (Heslop,

1979¡ Bettman , 197g).

As early as 1974 there was a shift in consumer protection

in the affluent nations, from reaction to problems, to pro-

tection designed to modify the consumer information environ-

ment. The importance of providing consumers with product

performance information varies by product but is most reie-

vant where examination and experience will not easily reveal

the necessry information (MiIIer, 1978). Àccording to the

Swedish VDN (tnstitute for Informative Labelling), providing

product information to consumers would standardize the in-
formation rather than the products (r,iefeld, 1973),

Many Northern European countries have elaborate consumer

information programs and alt.hough studies show that Northern

Europeans seek and consider more variables in choosing prod-

ucts no relationship has been established between the two

(Ueslop, 1979). Recent programs have moved toward providing

multidimensional information because consumer choice in-
volves trade-offs among a number of important attributes or

producL characterist,ics (I^IiIkie, 1977) .

One way of providing consumer information is through in-
formative labetling schemes which are operative in Austria,
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Finland, France, Germany, the Netherlands, Norway, SpaÍn'

Sweden, Swilzerland, the United States and Canada as well aS

in virtually e_very industrialized country of the Western

vrorld (t,iefeld, 1973). The International Organization of

Consumers Unions (IOCU) fras organîzations in more than fifty

countries, many of the organizations are small but are none-

theless operating in someÈimes inhospitable environments

(rhoreIli and ThorelIi , 1977).

The proper basis on which to evaluate or judge a product

is often not understood by consumers. A study by Baird and

Brier (1981) indicated that people tend to use size of an

object as a criterion in judging energy requirements of fa-

miliar household appliances. People often relate high ener-

gy consumption with dishwashers but are unaware that hair

dryers also consume Iarge guantities of energy.

Providing product performance information has implica-

tions that all consumers have an equal opportunity to pur-

chase high quality products if information on alternatives
is available and used (Spro1es, Geistfeld and Badenhop,

1978). Government agencies and consumer associations and

agencies are continually making attempts to see that a fair

competitive environment is available for consumers. Because

consumers with more education, income and higher occupation

status seek product information they have' according to one

study, benefitted far more than low-income and minority con-

sumers (Brandt, Day and Deustcher, 1975).
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There is some support for the view, suggested by Day

(1976 and.1975), that the mere availability of information

increases buyer confidence. Information seems to enhance

confidence by assuring the buyer that the choice of product

is a good one rather than leading to actual changes in pur-

chase behavior. In a study on informative nutritional Ia-

bels (Lenahan, Thomas, Taylor, CalI and Padberg, 1973), con-

sumers saw information disclosure as a part of industry

accountability rather than as a criterion in the decision

making process.

The provision of objective product information is seen to

enhance rather than reduce efficient consumer decision mak-

ing (SproIes, Geistfeld and Badenhop, 1980). Studies have

indicated that in order for consumers to be satisfied they

need more qualitative information on which to make an effi-
cient purchase decision (Sproles et af., 1980). For exam-

pIe, the more accurately the physiological comfort proper-

ties of textiles products can be deLermined the less likely
consumers will be dissatisfied because of thermal discomfort
(Comfort Indoors, 1984).

Programs ( Information Schemes )Labellinq

Since John

rights in

consumer's

format i on

F. Kennedy's speech enunciating

1962 there has been an increasing

right to information as well as

to be provided to consumers. Some

the four consumer

awa reness of the

for in-the need

of the programs
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information in Canada are: the Textile LabeIl-

Canadian Care Labelling System and Energuide.

The Canadian Textile LabelIing Àct requires that perma-

nent labels be affixed to t.extile articles indicating the

types of fibres contained in the fabric, the amount of each

f.íbre which is present and the identity of the dealer. Ac-

cording to Consumer and Corporate Àffairs Canada (1979), fi-

bre content label1ing has been made mandatory in order to

provide the consumer not only with information about fabrics

and apparel but also to aid the consumer in determining good

shopping value, prohibit deception on the part of the deal-

ers or manufacturers and make it possible for the consumer

to avoid fabrics to which they are allergic.

The Canadian Care LabelIing System is a means by which

caie information about colorfastness, dimensional stability,
effect of retained chlorine bleach and maximum safe ironing

temperature can be conveyed in a simple and understandable

format. This is a voluntary program but when employed the

symbols must be used correctly. Care LabeIling is an impor-

tant aid to consumers as it "enables consumers to choose

textiles on the basis of the care method required and reduc-

es both economic loss and the number of complaints resulting
from inappropriale cleaning procedures" (Consumer and Corpo-

rate Àffairs Canada, 1984, p. 2).
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The Energuide program requires that a variety of house-

hold appliances prominently display a labeI indicating the

monthly electricity consumption in kilowatt hours. One of

the primary objectives of the Energuide program is to enable

consumers to compare the energy consumption of similar mod-

els available in the marketplace and to choose t,he one that

consumes the least amount of energy (Consumer and Corporate

Affairs Canada' 1983). The Energuide program has been. im-

plemented with three objectives in mind: to enable the con-

sumer to make comparisons, to allow retailers to assist the

consumer make energy efficient choices and to encourage the

manufacturers to improve the energy efficiency of applianc-

es" Às the cost of energy continues to increase, there wiIl
be a corresponding rise in demand for improved appliance en-

ergy eff iciency (Tryfos and Fenwick, 1 984 ) .

One of t,he objectives in a study of disadvantaged consum-

ers (Liefeld, 1976) was to determine the importance of cri-
teria used in clothing purchase decisions. Although warmth

or insulating features \.Iere noL mentioned, the study sug-

gested that when a type of product information (".g., care

and textile labelling) is available to the consumer long

enough it wiIl eventually be incorporated into the decision

making process.

As a result of the many recent developments

available in the marketplace and the frequent

consumers to understand and judge new products

in products

inability of

a consumer



ínformation gap has resulted. In order that alI

have an equal opportunity to purchase high quality

many countries have adopted consumer information

The provision of objective product information is

seen to enhance efficient consumer decision making.
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consumers

produc ts

pr09rams 
"

general 1y

.Í'IJF]RMAL PROTECTION OF TEXTILE ARTICLES

The quantification and measurement of thermal properties of

textile articles has been of importance for many centures

but only recently has there been an attempt to establish a

standardized means of measuring warmth. There are currently

available a number of systems giving thermal comfort infor-

mation to consumers in the marketplace. There is, however,

no standard label , un i t or means of measurement f or t,hese

rat i ngs .

Phvsical Àssessment

In the past, climatic studies have been undertaken to deter-
mine how much ctothing is needed to remain comfortable. In

previous centuries the Chinese, apparently, described the

clothing behavioral response in thermal terms such as, 'the
two suit month' when referring to November (aulciems, De

Freitas and Hare, 1973). Climate zones have been identified
by the United States Army Quartermaster Corps according to
insulation needs using descriptive terms like 'the one layer
clothing zone' when referring to the sub-tropics and 'the
four layer maximum clothing zone' when referring to the sub-

arctic (auticiems et â1., 1973).
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Numerous studies have been undertaken to establish a

reliable and valid test for measuring and quantifying the

thermal protection of textile articles. À wealth of test

matería1s is available to assess the relationship between

clothing comfort and fabric properties. In the English

speaking world there are several organizations that publish

test methods including: the United States government, the

Canadian government, the American Society for Testing Ma-

terials, the American Àssociation of Textile Chemists and

Colorists and the nritish Standards Institute. Other organ-

izations in Hungary, Germany, Rumania, the Soviet Union and

a number of other countries have dealt with the testing of

thermal properties of textile articles.

Although a standard test for thermal resistance of tex-
tile articles has not been established, it has been of con-

cern to researchers for several decades. Before World War I

the thermal- ohm was advocated as a measure of thermal resis-
tance. The tog as proposed by Peirce and Rees in 1946 vras

intended to be a practical unit of measurement, one tog be-

ing equal to approximately the insulation of light summer

clothing. The tog is one-tenth the thermal insulation of

the thermal ohm and is equal to 0.645 clo (Fourt and Hol-
Lies, 1970). The c1o unit of thermal measurement was intro-
duced in Àmerica around 1940 with one clo being equal to the

"amount of clothing required to keep a sitting man of aver-
age metabolic rate comfortable in the average indoor atmos-

phere of 21o C" (Comfort Indoors, 1984, p. 20).
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The insulat ing values of var ious types of c ivi I ian

clothing have been neglected and the bulk of research relat-

ing to this topic has been stimulated by the needs of the

mi1ítary services (auliciems et ê1., 1973). The clo unit of

thermal insul-ation has been widely used in practical discus-

sions ót military clothing. rn familiar terms, âs it v¡as

intended, the cIo unit gives the thermal insulation of a

soldier's wool uniform for cool weather, of a business suit

as v¡orn in Philadelphia, New Haven or Toronto or the added

insulation given by a substantial top coat (fourt and Hol-

lies, 1970). The clo value may refer to Lhe average balance

value of a clothing assembly. Àlthough given in practical

or familiar terms, these equivalents are not the definition
of the clo unit itself. In precise physical terms clo =

0.18o C m2 hr/kg cal.

Àpplication to onsumer Textile Productse,

Two

mal

and

systems employing a standarized means of measuring ther-
resistance are currently in operation, one for clothing
another for quilts.

STAYWÀRM with Clothing, a computerized analysis of the

insulation value of clothing, is designed to familiarize in-
dividuals with v¡ays of maintaining thermal comfort when in-
door temperatures have been lowered (Oedic and Hil1iker,
1982). The program estimates the insulation value of a num-

ber of clothing ensembles and this value is expresssed in
clo index numbers.
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one known labelling system giving thermal- resistance is

currenlly in operation in England. À British Standard spec-

ification 855335 - 1976 has been written on duvets or conti-

nental quilts. If articles are made to this standard they

atê required to give a minimum thermal performance. Two

thermal characteristics are incorporated into this standard:

insulation value or tog value and the warmth to weight ra-

tio. It is noted that, while thermal insulation is important

it should be provided with a minimum amount of weight. This

gritish Standaid gives four warmth categories for quilts:

7 .5 togs minimum, 8.5 togs minimum , 9.5 togs minimum and

10.5 togs minimum. Manufacturers may produce quilts with

tog values between these values and higher if desired. Gen-

eralIy, the heavier the quilt the lower the tog value. The

values of these thermal criteria indicating the grade or

thermal quality of the quilt are required on the quilt for
the guidance of the buyer (nay, 1981).

Other systems giving thermal comfort information are in
operation but vary from one company to another and often

lack reliability and validity. Minimum comfort and tempera-

ture ranges are sometimes given for outdoor clothing and

sleeping bags and are usually the result of personal en-

dorsements rather than any controlled tests being undertaken

to determine such chracteristics (McCullough and Rohles,

1s83).



A study undertaken to

properties of sleePing

methods and rat'ing scafes

nite conclusion was that

ing bag cannot be judged

BackPacking, 1977) .
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compare and evaluate the thermal

bags proved inconclusive as test
var ied by company. The only rlef i-

the insulating ability of a sleep-

by its price tag (Sleeping Bags for

Other tests have been undertaken to compare various arti-

cles but no standardized program, test, ot labelling system

exists at the present time that compares all textile prod-

ucts according to thermal resistance. According to product

information released by 3M Canada Inc., tests to determine

the thermal resistance of Thinsulate, poJ-yester fiberfills

and down, indicate that Thinsulate offers twice as much in-
sulating value as polyester fiberfills and 1.8 times as much

insulating value as down (Cociver, 1980).

OnIy one known study (Margerum, 1984) has directly asked

consumers if they would favor a consumer information program

giving warmth ratings. Eighty-four percent of the respon-

dents favored a warmth rating Iabel on indoor garments with
those between the ages of 61-78 indicating the highest pref-
erence (94>") .

The quantification of thermal resistance has been under-

taken and expressed in units called togs and clos. A stan-
dardized means of measuring thermal resistance has been ap-

plied primarily to textile articles used in an indoor



selting in order that thermal- comfort can be

ternperatures have been lowered. Às related

etwear, the measurement of thermal resistance

ed buL not applied or available to consumer

marketPlace '
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maintained when

to textile out-

has been test-
products in the

DEMOGRAPHT C AND SOCIOECONOMIC VARIABLES

In this section demographic and socioeconomic variables wiIl

be related to the decison making process.

According to the Engel, Kollat and Blackwell model (Enget

and BlackweIl, 1982) economic and demographic realities are

environmental influences that shape consumer choices. The

environmental variables are lifetime experiences and are

present from birth to determine the way in which a consumer

will react and make choices in the decision making process.

Demographic and economic variables are internalized into the

decision making process and these influence intentions and

choices of the consumer.

Numerous studies indicate that income, education, person-

ality and lifestyle have an effect on the decision making

process including information seeking (search) (Brody and

Cunningham, 1 968; Claxton et âI. , 1974; O'Brien , 1972) ,

Consumers wit.h higher incomes, education and those with more

self-confidence are more likely to use, seek and desire
product information (Ues1op, 1979; Thorelli and Thore1li,
1977). Information seekersr âs these consumers are called,



are cosmopolitan, trom middle and upper income

college educated, hold professional and managerial

the 'vigilantes' of the marketplace and disseminate

tion and advice to fellow consumers (thoretli and

1977 \ .
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brac ket s ,

jobs, are

i n f orma-

ThorelIi,

Level of education and income can be used as determinants

in the search process. Findings indicate that the relation-

ship between information- seeking or search activities with

income and education is positively correlated (Katona and

Mueller, 1958). In a study of new car and appliance pur-

chases, Newman and Staelin (1972,1973) found that buyers who

had not cornpleted high schooL sought less information than

consumers who had completed high school, attended vocational

training or who had a college degree.

Income has been shown to be a factor in the ability to

proc.ess and use inf ormation. Day (197 6 ) indicated that low-

income buyers are unaware of the benefits of comparative

shopping, lack education and knowledge to choose the best

buy and, ês weIl, Iack motivalion to make improvements in

their situation.

If a better understanding of information seeking by fash-

ion leaders and foLlowers was available manufacturers and

retailers could more effectively promote fashions to leaders
(Polegato and Wa11, 1980). The study indicaÈed that fashion

leaders used a greater number of fashion information sources

and also used them more frequently.
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A study by Crosby and Taylor (1981) suggested that an

atea Lor f uture research might be the rel-at ionship of sex

roles to the use and acquisition of consumer information.

The implication being that male and female may acquire and

use d íf.f.erent kinds of inf ormation in the purchase decision

making Process '

Age can also be a factor in determining or influencing

preference for certain types of information' In a study

cited earlier, (Margerum, 1984) ttre older respondents more

highly favored the provision of warmth rating information on

indoor textile garments.

Both demographic and socioeconomic characteristics have

been shown to have an influence on the consumer decison mak-

ing process. As these characteristics are internalized into

the decision making process, the intentions and choices of

the consumer are shaped



Chapter I I I

METHODOLOGY

'J'his chapter outlines the research design, questionnaire de-

velopment, sample selection and data analysis.

RESEARCH DESIGN

As t.he application of thermal resistance ratings to textile

articles in the form of consumer information is a relatively

new area of study, this thesis is primarily exploratory in
nature.

Designing a consumer information program according to

T,Iilkie (no date), is a six-stage process: 1) selection of

product cIass, 2) identification of relevant product charac-

teristics, 3) development of standards and test methods, 4)

determination of reporting format, 5) provision for dissemi-
nation, and 6) assessment (assurance) of effectiveness.
This study focuses primarily on selection of product class
and identification of relevant product characteristics.
Test methods and standards for providing thermal resistance
ratings have already been developed and could be used in a

consumer information program. Àn atternpt will be made to
determine the consumer's preferred reporting format.

30



fn addition to meeting the objectives as

hoped that this study will provide a basis

' search in this area'
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outlined, it is
for further re-

a self-completion mail questionnaire

data.
A survey

vras used to

design with

collect the

OUESTI ONNÀI RE DEVELOPMENT

The questionnaire developed for this study asked the consum-

er to focus on the most, recent coat or jacket purchase (the

garment must have been purchased during the past year, that

is, for the 1984/e4 winter season). The questionnaire had

eight parts: 1 ) a series of questions directly related to

this purchase, 2) general information about the warmth of

winter coats and jackets, 3) shopping problems associated

with the purchase of winter coats and jackets, 4) knowledge

and understanding of R value (nsr value), 5) provision and

use of warmth ratiñ9s, 6) use, ownership and purchase ex-

perience, 7 ) use and familiarity with two product informa-

tion labeIIing schemes, and 8) demographic and socioeconomic

information. Demographic and socioeconomic variables vÌere

included to determine if differences existed in responses to
other questions with these variables.
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Socioeconomic and DemoqraPhic Information

All biographic and .socioeconomic information gathered except

occupation v¡as based on categories used in the 1984 Winnipeg

Area Study (Currie and Ursel, 1984). Categories measuring

the leve1 of education were modified by reducing the number

of alternatives in each category. Data from the occupation

question were based on Pineo, Porter and McRobert's (1977)

classification of occupations.

Avrareness and Underst,andinq g! n (RSÃ) value

Because the term R value may be a possible means for rating

warmth in winter outerwear, it vras useful to determine

avrareness and understanding of this concept. Thermal resis-
tance of home insulation, for example, ês measured by R val-
ue or RSI value is the same concept as keeping warm with the

use of winter outerwear. Those who are familiar with and

understand this concept tray, therefore, âIso be more cogni-

zant of the need to have a similar program in outerwear and

in generat be more aware of t,he heat flow and heat loss of

winter outerwear.

Awareness and understanding of R value was determined by

a series of three questions. Awareness was measured by ask-

ing the respondents whether of not they had heard of the

term 'R value'. Understanding was measured by a self-evalu-
ation question on their knowledge level and to list items

that have an R value.
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ownershiÞ and Use Behav i or

ConSumer s v¡ere asked to indicate their purchase experience,

ownership experience and use behavior. It was thought that

,tho5e consumers with more purchase and ownership experience

and the more frequent users would be more favorably inclined

toward the provision of warmt'h information.

purchase experience was determined by asking the respon-

dents how many coats or jackets they had purchased for them-

selves and for others in the past five years. Ownership ex-

perience was simply determined by asking for the number of

coats or jackets now owned. Use behavior was determined by

asking the participants to indicate the frequency with which

the garment is worn.

Knowl-edqe and Use Behavior of Two Produc t Labellinq Schemes

Familiarity with and use of the Textile Labelling Act and

the Canadian Care LabeIIing System were used in this study

as one of the indicators of information seekeFs', that is,
those consumers who understand and use product information
in purchase decison making. Familiarity with and use of
product labelling programs were used to test for possible

differences in preference for provision of warmth informa-
tion. It was thought that those who are already familiar
with and use one or more labelling schemes would be more in-
clined to want and use another labetling program, in this
case, a warmth rating program.



Familiarity with and use of two product

belling programs $¡as determined by asking the

tate their own familiaritl' with and use of

gtams '
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information la-
respondents to

these two pro-

Evaluation and Preference Measures

Criteria used in the purchase decision making process were

both rated and ranked in importance while determinant cri-

teria were identified by an approach developed by Myers and

Alpert (1968); preference fof provision of warmth informa-

tion was measured by a series of questions using both direct

and projective techniquesi and the degree of severity of

shopping problems associated with the purchase of winter

outerwear r.ras patterned af ter a study by Claxton and Ritchie
(1978 ) .

SAMPLE

A convenience sampJ-e of approximately -1 00 consumers was

solicited for this study from a number of service and commu-

nity groups and employees of two large institutions in the

Winnipeg area. lt was deemed more important to locate con-

sumers who had purchased a winter coat or jacket for the

current winter season than to obtain a random sample. Lim-

ited time and money also placed constraints on the nature of

soliciting participants. Consumers from diverse groups vrere

asked to participate to give a variety of demographic and

socioeconomic characteristics in the sample.
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A tvro-stage sampling process vras used in this study.

tnitial contact was made by Letter (Appendix B) to groups

and institutions to solicit participants who had purchased a

winter coat or jacket this season" Consumers who futfilled

this requirement and were willing to participate in the

study were asked to pick up a questionnaire at a pre-ar-

ranged place whether at a group meeting or their place of

work. The only difference being those consumers who re-

sponded to an advertisement in which case a questionnaire

was mailed to them

A convenience sample of nine students vlas used to pretest

the questionnaire at the beginning of March 1985. The pur-

pose of the pretest was to determine the clarity of the

questions and the length of time required to complete the

questionnaire. Following the pretest minor changes and ad-

ditions vrere made to the questionnaire. The finaÌ question-

naires (Appendix C) were distributed in March and Àpri1,
1 985.

LT MI TAT] ONS

ln any study on consumer behavior there is a question of va-

lidity: are what people say they do or would do and what

they actually do the same? There are indications that
avrareness of disclosure information, for example, is much

higher than actual usage (Oay, 1976). Thus, although the

rating scafes used here give an indication of consumers'



tefetences
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the results should be interpreted with caution.

nsLlmers may pay 1ip-service to the importance of consumer

ducat i on and fully intend to make reasoned and wise choic-

fact may not do so when the time comes. For ex-,les , but 1n

¿mP1e ' a consumer may state that warmth is important but

still choose primarily on the basis of styIe. While this

study attempted to measure the relative importance of cri-

teria used in the purchase decision process no attempt v¡as

made to determine the trade-offs, minimum or cut-off leveIs

for certain criteria or the actual decision styie used by

the respondents" Further studies might address these ques-

tions using an experimental methodology.

The convenience sample used here is adequate for an ex-

ploratory study, but it represents the younger, better edu-

cated and higher income section of the population from vrhich

it was drawn. Thus the results should be interpreted with

caution as they cannot be said to be representative of the

population as a whole. À lower income sample might, for ex-

ample, rate the choice criteria differently.

DÀTA ANÀLYSTS

The statistical procedures used to describe the data were

frequency counts, percentages and means. The chi square

test vras used to test for differences among groups in cros-
stabulations of the variables. Nonparametric one-way analy-

sis of variance (nruskal-Wa]1is test) was used in hypothesis
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to test the differences among the means in the import.ance

ting of criteria (Conover, 1980). À 0.05 level of signif-

ance was set for besting the hypotheses. Table 1 summa-

zes Lhe statistical analyses used Lo tesL the hypotheses.
1



TABLE 1

SUMM¿\RY OF STATISTICAL ANALYSES

LEVEL OF

HYPOTHESI S VARI ABLE VARI ÀBLE MEASUREMENT STAT] STI CS

I MPORTANCE
OF

CRI TERI À

ÀGE
SEX
EDUCATION
OCCUPATI ON
T NCOME
R VATUE
PURCHÀSE EXPERIENCE
OWNERSHIP EXPERIENCE
USE BEHAVIOR
FAMILIAR/USE LÀBEL SCHEMES

ORDi NAL/NOMi NAL
ORDI NAL/NOMT NÀL
ORDI NALAOMI NAL
ORDT NAL/NOMI NÀL
ORDI NÀL,/NOMI NAL
ORDI NAL,/ORDI NÀL ,

ORDI NAL/ORDI NÀL
ORDT NÀL/ORDI NAL
ORDI NAL//ORDI NAL
ORDI NAL,/ORDI NAL

ANALYSI S

OF
VARI ANCE

CHI _SOUARE

.) PREFERENCE
FOR

PROVI S I ON
OF

WARMTH
I NFORMATI ON

AGE
SEX
EDUCÀTI ON
OCCUPATION
I NCOME
R VALUE
PURCHÀSE EXPERIENCE
OWNERSHIP EXPERIENCE
USE BEHAVIOR
FAMiLIÀR/I'SE LABEL SCHEMES

NOMINÀL/NOMINAL
NOMI NAL,/NOMI NÀL
NOMI NAL/NOMI NAL
NOMI NÀL/NOMI NAL
NOMI NÀL/NOMI NAL
NOMT NÀL/ORDI NAL
NOMT NÀL/ORDi NAL
NOMi NAL,/ORDI NÀL
NOMI NÀL,/ORDi NÀL
NOMI NAT,,/bRDI NAL

CHT _SQUARE

3 SHOPPI NG
PROBLEMS

AGE
5 ¡JÁ

EDUCATI ON
OCCUPÀTi ON
I NCOME
R VALUE
PURCHASE EXPERIENCE
OWNERSHIP EXPERIENCE
USE BEHÀVIOR

ORDI NÂL/NOMI NAL
ORDi NÀL/NOMI NÀL
ORDI NÀL/NOMI NAL
ORDI NÀL,/NOMi NÀL
ORDI NAL/NOMI NAL
ORDI NAL,/ORDI NAL
ORDI NAL/ORDI NAL
ORDI NÀL/ORDI NAL
ORDI NÀL,/ORDI NÀL
ORDI NAL,/ORDi NAL

CHI _SSUARE

FÀMILIAR/USE IÀBEL SCHEMES



Chapter IV

RESULTS ÀND DISCUSSION

A descríptíon of the sample, the descriptive and statistical

analyses, and the discussion and interpretation of the re-

sults are included in this chapter.

DE RI PT] ON THE SAMPLEOF

oemoqraphic and Socioeconomic

À total of eighty-four questionnaires lras returned by Àpri1

30, 1985, sixty-three of which were usabfe (twenty-one gues-

tionnaires were disqualified because they did not fa11 with-

in the research guidelines, that is, the outers¡ear garment

had been purchased more than one year ago). In comparison

to the 1984 tTinnipeg Area Study the participants in this
study were younger, had more education and income.

Twenty-four percent of the respondents vrere male and 76>"

were femal-e. The age distribution (fable 2) shows that 32eo

of the respondents were between the ages of 35 and 44 (modal

category) and 73eo of the respondents v¡ere 44 years of age

and under.

Although the modal category of the study sample for the

level of education completed was 'high school', 50e" of the

respondents have either an undergraduate or graduate degree.

39
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TAtsLE 2

Percentage Distribution of Respondents' Age

AGE PERCENTÀGE *

under 25
25 34
35 - 44
45 - 54
55 64
over 65

14e"
27
32
16
10

2

* more than 100e. due to rounding

Table 3 gives a more detailed distribution of the leveL of

education completed.

Table 4

categor ies

shows the

based on

percentage distribution of occupation

Pineo, Porter and McRobert' s (1977 )

TABLE 3

Percentage Distribution of Respondents' Level of
Educat i on

LEVEL OF EDUCATION COMPLETED PERCENTAGE *

High school
Technical (non-university)
Bachelor's degree
Post-graduate degree

* more than 100e" due to rounding

37e"
13
35
16
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classification. À range of occupat'ions is shown with the

modal category being 'employed professionals' (21e"\. The

second most frequently reported occupation was 'semiskilled

clerícal-sales-service' with 17e" in this category.

TABLE 4

Percentage Ðistribution of Respondents' Occupations

OCCUPÀTION PERCENTAGE

21e"Employed prof ess ional s
High level management
Semi -prof es s i onal s
Middle management
Superv i sor
Ski lled c Ier ical-sales-service
Skilled crafts and trades
Semi sk i Iled cl-er ical-sales-service
semiskilled crafts and trades
Student
Homemaker

1

6
I
4
3
3
2
7
2
I
6

1

1

The employment distribution shows that'71e" of the

dents were employed full time and a further 17e"

ployed part time.

respon-

vrere em-

The respondents' income distribution indicates the modal

category to be the $40,000 to $49,999 level with 25e" of. the

sample falling within it. The second most frequently

checked level is the $70,000 and over category (17e"). Table

5 shows a more detailed distribution of all income catego-

r ies.



percentage Distribution of Respondents' Total FamiIy

* more than 100e. due to rounding

TABLE 5

I ncome

PERCENTAGE *TOTAL FAMILY ]NCOME

ao-L'o

2
3
7

'10

10
5

25
I

12
17

r 910,000
000-$14,999
000-$19,999
000-$24,999
000-$29,999
000-$34.999
000-$39,999
000-$49,999
000-$59,999
000-$69,999
000 and over

und
$10
s1s
$20
$2s
$30
$35
$40
$50
$60
$70

I

I

I

I
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Purcha se , Ownership and Use Behavior

Consumers indicated their leveI of purchase experience by

indicating the number of winter outerweãr garments they had

purchased for themselves and for others during the past, five
year period (tab1e 6). Responses to the question on pur-

chase experience show that 22e" of the respondents had pur-

chased less than three coats or jackets for themselves in

the past f ive years, 27eo purchased three coat,s, 22eo pLrr-

chased four coats and 29eo purchased five or more coats for
themselves in the past five years.

Responses to purchase

others in the past five
exper 1 ence

years show

related

that 41e"

to

had

buying for

not bought



vJinter outerwear garments f or others ' 29e"

four f.or others and 30e" had bought f ive or

43

had bought one to

more for others.

TÀBLE 6

Percentage Distribution of Respondents' Purchase
Experience

NUMBER OF GÀRMENTS PURCHÀSED SELF OTHERS

0
1-2

3
4

5 or more

09"
22
27
22
29

4 1
o,

29

30

Ownership experience was determined by asking the partic-
ipants to indicate the number of winter coats or jackets

currently owned (fabIe 7). Seventeen percent of the partic-
ipants indicated that they owned three or less coats or

jackets, 37eo owned four or f ive coats or jackets and 46eo

owned six or more winter outerwear garments.

Use behavior was determined by the frequency with which

the garment identified in the study was worn (table 8). The

ouLerwear purchased by the study participanLs was 'almost
always' worn by 41eo and 'often' worn by 43eo. Generally the

outerwear identified in this study was for everyday or casu-

al- use, only Seo indicaled that the garment was worn 'whiIe
at work'. WhiIe few participants vrere expected to wear the



TABLE 7

percentage Distribution of Respondents' Ownership
Exper i ence

NUMBER OF COATS OWNED

less
5
more

PERCENTAGE

3
4
6

or 17e"
37
46or

44

purchased garment 'while at work' it was

who did would be more favorably inclined

sion of warmth information.

thought

toward

that those

the provi-

Knowledqe and Use Behavior of Two Product LabeIIínq Schemes

Table 9 shows the distribution of responses to the questíon

on familiarity with and use of the Textile Labelling Act.
Less than 1Oeo of the participants rated themselves as being

TABLE 8

Percentage Distribution of Respondents' Use Behav i or

HOW OFTEN WORN PERCENTÀGE

Seldom
Occas i onal ly
Of ten
ÀImost always

ao'L'o

14
43
41



ex.Eremely 
familiar with the Textile Labelling Act while

ra1eð themselves as being noç at all familiar with it"

sponses to the question on use of the Textile Labelling

indicated that 32e" of the study sample use it always and

never use Lhe information provided by this Act'

45

2ge"

Re-

Act

22e"

TABLE 9

Familiarity and Use of the Text.ile Labelling Act

Percentage Distribut ion

RÀTING* FAMILIARITY USE**

1

2
3
4
5

2ge"
19
17
25
10

22e"
5

15
27
32

* Rating scale:
Familiarity: 1-

L-

not at a1l familiar
extremely familiar

USE: I = never, 2
= often, 5

seldom, 3

= always
occasionally

4

** more than 100e. due to rounding

Table 10 gives the distribution of responses to the ques-

tion on familiarity with and use of the Canadian Care La-

belling System. Thirty-two percent of the sLudy partici-
pants indicated that they are extremely familiar with the

Canadian Care Labelling System while 24eo are not at all fa-



Familiarity and Use of the Canadian Care Labelling
System

** more than 100qo due to rounding

RATI NG*

1

2
3
4
5

4

Percentage Di stribution

Use: 1

FAMI LI ART TY* * USE

occasionally

* Rating scale:
Familiarity:

TABLE 1 O

24e"
5

11
29
32

20e"
I

12
28
32

seldom, 3

= always

not at all familiar
extremely familiar

-l 
=

L-

never, 2
often, 5

iIíat wi¡h it " Responses

it always and 20e"

to use of the program

never use it.
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showed that

2ro !9e

The responses to the four questions relating to familiar-
ity and use of two product labelling programs were fairly
similar except for familiarity with the Textile Labelling
Àct. Only 1ïeo of the respondents, were extremely familiar
with the Textile Labelling Act while 32eo were extremely fa-
miliar with the Canadian Care LabeIling System. The differ-
ence may be that the informaLion provided by the Textile La-
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ILíng Acl is somewhat more obscure and, therefore, not

derstood bY consumers'

Crosstabulations of both familiarity with and use of the

xtile Labelling Àct and familiarity with and use of the

nadian Care Labelling System show a concentration of con-

umers 1n the never or seldom use and not familiar cell for

th labelIing schemes. There is another concentration of

consumers in the always or often use and familiar cel] for

both labelIing schemes. That is, consumers who indicated a

high leve1 of familiarity were also frequent users of this

producl informat ion.

Awareness and Understandinq of the Term B Value (nSr Veþe)

Sixty-three percent of the respondents rated themselves as

having no knowledge or understanding of the term R value

(nSl value). Tables 11 and 12 give a more detailed distri-
bution of awareness and understanding of the term R (nSr )

value.



TABLE '1 
1

Respondents' Àwareness of R (nSt) Value

Percentage Di stribut ion

PERCENTÀGE

63e"
20
13

4

AWÀRENESS (Knowledge)

Not at all knowledgeable
Slightly knowledgeable
Somewhat knowledgeable
Extremely knowledgeable
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TÀBLE 12

Respondents' Understanding of R (nSI) value

Percentage Distribut ion

UNDERSTANDI NG PERCENIrAGE

Yes
No

37e"
63

pEScRTPTTON OF THE PUBcHÀSEÐ WTNTER OUTERWEAR GARMENT

The type of winter outerwear purchased was categorized as

either coat or jacket, 7leo of. the respondents had purchased

a coat and 30co had purchased a jacket during the past year.

The average price for coats purchased was $208 with a range

of $40 to $495. The average price for jackets purchased was

$88 with a price range of $30 to $200.
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respondents indicaled that the

I

t

hppr otrima te 1Y 50e" of the

et f.abric was either all or part wool" The type of clo-

e used in the garments vras 56e" button only , 13eo zipper

y and 31eo a combination of button and zipper. Table 13

r{s the responses given for the insulating material used

the garments: 31eo were down or polyester filled and 37e"

e cloth coats with no specific insulating material indi-

ed by the resPondents.

I

et

ca f

TABLE 1 3

Type of Insulating Material in Purchased Garment

PercenLage Di str ibut ion

INSULATTNG MÀTERIÀL PERCENTAGE

a'l o,
Jl'oCloth (sfreff)

Polyester-f iIled
Down-fitled
Thinsulate
WooI
Other
None
No response

1 7
4
3
2

5
5
7

1

1

Because special features of a winter coat such as a hood,

storm cuffs, a drawstring at the waist and closure up to the

neck can be important factors in staying warm (ucCullough,

1981), the respondents were asked to indicate the kind of

special features included on their winter outerwear pur-



E

se. More

te vtete no

ícaled the

ed that the

lure.
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than half of the respondents indicated that

special features on the purchased garment, 29eo

presence of one special feature and 17eo indi-

garment purchased had more than one special

Table 14 shows that 29>" of the sample indicated styling

the purchased garment. A

vras the main reason.
be the main reason for choosing

urther 15eo indicated that warmth

Tabl e 1 5 indicates that

t,hi s study were

75eo of the buyers of winter out-

very satisfied with the purchase

TÀBLE

Respondents' Main Reason

14

for Choosing Garment

Percentage Distribution

FEATURE PERCENTAGE*

StyI i ng
Warmth
Low Price
Color
Comf or t
Quality
Brand Name
Outer Fabric
Fir
Other

29e"
15
10

6
5
5
)
J

3
2

21

* less than 100e" due to rounding

ef!.¡ear in
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had made and the reasons given for being satisfied with

winter outerwear garment were warmth (31e"), quality

13eol , followed by styling and comfort (11e" each). When

sked if there vtas a reason for being dissatisfied with thi s

rchase, 67e" of the participants gave no response.

TABLE 1 5

RespondenÈs' Level of Satisfaction with Purchase

Percentage Di stribut ion

sATr sFÀcTI oN/Dr SSATr SFACTI ON PERCENTAGE*

Very dissatisfied
Somewhat dissatisf ied
Neither sat i sf iedrldi ssat isf ied
Somewhat satisfied
Very sat isf ied

* more than '100so due to rounding

ao,L-o
I
2

14
75

DESCRIPTTVE ÀND

Obiective 1

STATTSTTCAL ANALYSIS OF THE VARTABLES

The first objective was to determine the rerative importance

of criteria used in the consumer decision making process for
winter outerwear. Table 16 shows that warmth was rated as

having the greatest overal-I importance. On a scale of 1 - 5

(l being not at all important and 5 being extremely impor-

tant) ttre mean rating for warmth was 4.67, Seventy percent
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Lhe respondent,s indicated that warmth was extremely im-

rtant (5) and almost the entire sample (97e") rated warmth

ther 4 or 5 on the scale. The other features which were

Led as being very important were fit, quality and comfort.

w rated features included special features and low price

ith brand name as the feast important criLerion in the de-

ision making process for winter outerwear.

TABLE 16

Mean and Percentage Distribution of Rated Importance
of Criteria

CR] TERIA 12
RATI NG

3 45
MEAN

RATING

Warmth
Fir
Quality
Comf or t
Styl ing
Fabr ic
Col or
Windproof ing
Type I nsulation
Ease of Care
Type of Lining
Special Features
Low Price
Brand Name

09o

2
0
0
0
2
0
0
0
2
)
J

14
13
50

09o
2
0
2
2
2
3
I

10
I

.1 
5

16
25
16

ao'J-o

3
5
2

10
16

27e"
18
32
35
30
30
29
27
23
39
35
22
.1 

3
10

7 0e"
75
63
62*
s9
51 *
50
44
40
29*
21
24
.18

6

4
4
4
4
4
4
4
4
3
3
3
3
2
2

.67

.64

.58

.57

.46

.27
18
21
27
23
26
24
31
18

.26

.08

.93
"85
.56
.28
.98
.06

1-
L-

not at all important
extremely important

* more than -100e. due to rounding



fea

tur

bre

fea

by

vJa5

53

par1ícipants were asked to rank the four most important

tures considered when making their purchase. The fea-

es or criteria ranked were those listed in Table 16. Ta-

17 shows t,hat warmth was ranked as the most important

ture by 26(41e") of the respondents. Styl ing vtas reported

jO(16e") to be the second most important feature. Styling

also ranked as the third important feature by 12(19e")

and fit' was ranked as the fourth important feature by

15(24>") of the resPondents.
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Qb'iective !
Objective 2 was to determine the

in the consumer decision making

!vea r .

determinant aLtributes used

process for winter outer-

TÀBLE 17

Rankings and Weighted Rankings of the Four Most
Important Criteria

Frequency Di str ibution

RÀNK

FEATURE 1ST 2ND

* 6(i8

3RD 4TH TOTAL

g,farmth
Styl ing
Fir
Comf or t
Fabr i c
Qual i ty
Color
Windproof ing
Low Price
Insulating
Spec Feature
Ease of Care
Brand Name
Type Lining

26
13

5
1

5
4
1

0
3
3
0
0
1

0

104
52
20

10(30
s(1s
e (27
6(18
7 (21
4(12
e (24
3( e
1( 3
1( 3
1( 3
0( 0
0( 0

1

I
2
5
0
3
6
B

3
3
1

2
2
0
0

16
24
10
20
16
12
16

6
6
2
4
4
0
0

6 (6
5( s

15(1s
6( 6
3( 3
7( 7
7( 7
1( 1

3( 3
1( 1

4(4
3( 3
1( 1

1( 1

46 (144')
40 ( 111 )
30( 60)
26( 57)
17 ( 47)
24( 46)
20( 3s)
12( 31 )
12( 30 )
6( 1B)
6( 11)
6( 10)
2( 5)
1( 1)

4
20
16

4
0

12
12

0
0
4
0

1

( ) weighted rank

Most (1St) importanL feature =
Second important feature = wei
Third important feature = weig
Fourth important feature = weig

*26xQ=104

weight of
ght of 3
htof2

4

htofl
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To ascertain the determinant attributes in the purchase

císíon for winter outerïtear consumerS were asked to f irsÈ

Le lhe importance of various criteria and then asked how

hey perceived these factors as differing among the various

oaLs ot jackets that were available in the marketplace dur-

ing the decision making process. TabLe 16 shows the rated

importance (in descending order) while Table 18 shows the

perce i ved

garments.

differences among the various wint,er outerwear

In this
styling was

ences among

study warmt,h was f irst in rated importance and

third. Many respondents also perceived differ-

the available coats and jackets in these fea-

TABLE 1 8

Difference Rating of Winter Outerwear Criteria

RATI NG

CRI TERT A
BTG

DI FFERENCE
SOME

DT FFERENCE
Lr TÎLE/NO
DT FFERENCE

Warmth
Pr ice
StyI ing
Spec iaI Features
Windproof in9
Fabr i c
Type Insulation
Color
Ease of Care

5 3e"
51
49
48
40
39
37
34
18

2ge"
36
38
29
32
32
35
44
46

l geo

13
13
23
28
29
28
22
36



úte5 '

ermínant attributes in the

or winter outerwear'

Warmth and stYling are, therefore, likeIy to

consumer decision making

56

be de-

process

Many participants perceived a difference in the price of

outerwear in the marketplace, but low price was rated rela-

tively low in importance. Special features vlere seen to

vary among products but they too v¡ere rated relatively low

in importance. Ease of care I.Ias seen as varying substan-

tially by only. 18eo of participants and was also l-ow in im-

portance. Thus, these three features are much less likeIy

to be determinant attributes in the purchase decision. The

remaining criteria are moderate to low in importance and

also show a greater variation in difference ratings. Thus,

they may not prove to be determinant.

From this study, it appears that warmth and

1ikely to be the major determinant attributes in

chase decision process for winter outerwear.

style are

the pur-

Obi ect ive 3

The third objective sras to determine the degree of severity

of certain shopping problems related to the purchase of win-

ter outerwear. Generally, participants in this study did

not consider any of the six shoppíng problems cited as a ma-

jor problem.
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When the mean score and rank of each problem is compared

to a study by Claxton and Ritchie (1978) tfre results are

shown to be fairly similar. Claxton and Ritchie studied the

shopping problems associated with a number of product and

service categories including clothing, while this study in-
vestigated the problems associated with the purchase of win-

ter coats and jackets. Only shopping problems that were ap-

plicable to this study were used. Tab1e 19 shows the

comparison of these two studies. Finding information about

different clothing products (coats and jackets in this
study) was the number one problem in both studies. 'Confus-

ing or misleading claims by store sales' staff was ranked

much lower (# 2 in the Claxton and Ritchie study) in this
study. The problem of 'confusing or misleading information

on labeIs and tags'vras, in this study, ranked much higher

(A as compared to 7).

The displacement of 'confusing or misleading claims by

store sales staff' to the lowest position in this study as

compared to the second ranking in the Claxton and Ritchie

study may possibly be accounted for by the study sarnple.

Approximately 25e" of the study participants were employees

of a large retail department store. Às many of these em-

ployees work as sales staff it may be that these respondents

are more Iikely to have greater trust in other safes staff

as v¡ell as a more positive attitude toward sales staff in

general.



Finding Information
Comparing Quality
Knowing Good Value
Confusing Info on

Label s/tags
Confusing Àds by

Manuf ac t ure r s
Confusing CIaims

by Sales Staff

Rating scale 'l = minor problem, 5

RANK

*

1

2
3
4

5

6

1

4
3
7

5

2

major problem

1.97

1 .71

TABLE 1 9

Severity of Shoppinq Problems

RÀNK IN CLAXTON
AND RITCHÏE STUDY

SHOPPING
PROBLEM

MEAN
RATT NG*

2.+1
2,37
2"11
1 "98
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The shopping problem of 'confusing or misleading informa-

tion on labels and tags'was rated higher in this study than

in the Claxton and Ritchie (1978) study. This may be an in-
dication that less information is available for winter out-
erwear garments as compared to the more general category of

clothing investigated by Claxton and Ritchie.

Obiective !
Objective 4 was to determine how consumers assessed the

warmth of winter outerwear, that is, what features they used

to determine the warmth of the coat or jacket purchased.

Twenty-five percent of the respondents indicated that the

type of insulating material was the first feature consid-
ered, followed by 20e" considering the outer fabric. Less



n ha1f. of' the participants indicated more than

the assessment of warmth,
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one fea-

fe considered ln

t

Con5uners were further asked to rate a number of factors

ch could have an effect on warmth" The type of insulat-

material had the highest mean rating with 74eo of the re-

ndents indicating that it was perceived as having a

eal ef f ect' on the vrarmth of a winter coat. Table 20

es the ratings of the perceived effect that various fac-

ors have on the warmth of winter outerwear"

TABLE 20

Perceived Effect of Factors on the Assessment of
Warmth

Mean Rating
and

Percentage of Respondents' Rating'Great Effect'

FÀCTOR
MEAN

RÀTT NG*
9" RATED ÀS HAV] NG

A GREAT EFFECT

Type Insulating
Outer Fabric
Presence of Lining
Length
Special Features
Tightness of Weave
Air Space
Thickness of Garment

4"60
4.03
3.92
3 .71
3.68
3 .45
3.00
2.7 4

7 4e"
46
40
28
32
29
27
15

* Rating scale: 1 no effect, 5 = a great effect
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Although there .is no right vray to assess the warmth of

vtínler outerwear it is interesting to note the overall rat-

íngs of the study participants. The features used to assess

warmth and the rated effects show similar resu1t,s. The par-

ticipants used the type of insulating material as the prima-

ry feature in determining warmth and when further asked to

rate various factors, the type of insulating material was

again the factor with the highest mean rating. The second

highest rated factor in both questions was outer fabric.

Although the type of insulating material vras the highest

rated and most frequently mentioned means of assessing

warmth, seventeen percent of the participants gave no re-
sponse when asked what type of insulating material was used

in their coat or jacket and an additional 37eo indicated that
they had purchased a cloth coat with no reference to the

type of insulating material. There v¡as a significant dif-
ference between the type of insulating material used in the

coat purchased and the rated effect that the type of insu-
lating material was perceived as having on the warmth of

winter outerwear garments (X2 = 17.234, p = 0.0085). A1-

though 7Leo rated type of insulating material as perceived as

having a great effect on warmth, those participants who had

purchased cloth coats (no reference to specific insulation,
approximately one-third of the study sample) and those par-
ticipants who had purchased down or polyesler filled coats
or jackets were more Iikely to rate 'type of insulation' as
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ing material was' however, rated

ia used in the decision making
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on warmth. Type of insu-

quite low among the cri-
process for winter outer-

6L

¿t

f{o

ve 5

jective 5 was to determine in what form the participants

uld like to have warmth information communicated. The re-

pondents were asked to rank five vJays 1n which warmth in-

formation could be provided. More than 75e" ranked 'special

label sewn into the garment' as their first preference. The

second most preferred form was 'removable product tags' with

only 1Zeo indicating it as their f irst preference.

As more than one third of the respondents indicated only

one preferred form (ttrat is, they did not rank any of the

choices but indicated a preferred form only) it was not pos-

sible to perform a rank order correlation test on these

data" Chi square analysis was used to test for any signifi-
cant differences in the preferred form for a warmth rating
system with the other variables studied. No significant
differences were found.

ob lect-i VE 6

Objective 6 was to determine if the provision of warmth in-
formation would be of greater importance for adults' or

children's winter outerwear. As indicated in Table 21, ap-



Importance of a Warmth Rating Program for Winter
Oute rvrea r

CHILDREN'S WEAR ADULTS' WEÀR

* more than 100eo due to rounding

Percentage Di str ibut ion

DEGREE OF IMPORTÀNCE

14e"
13
1-l
29))
JJ

TÀBLE 21

21e"
5
6

13
56

Ext remely
Somewhat
Nei ther
Somewhat
Ext remely

un important
un important

important
important
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o

e¡imately 56eo of the respondents rated the provision of

rmth information for children's winter outerwear to be ex-

erîely important while 69e" rated it as either somewhat im-

tlan1 or extremely important. Thirty-three percent of the

rticipants indicated that the provision of warmth informa-

on f.or adults' winter outerwear was extremely important

ile 62eo indicated it to be either somewhat important or

tremely important. The results indicated that the provi-

on of warmth information v¡as rated somewhat more important

r children's winter outerwear than it was for adults' win-

r outervlear.
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Chi square analysis was used to test for any significant

ff.erences in the rated importance of providing warmth in-

rmation among the different demographic and socioeconomic

oups. No significant differences vtere found.

jective 7 was to determine the sources of information con-

Sumers would use to obtain information about the warmth of

winter coats and jackets. Table 22 shovls that approxima|ely

g9>o of. the respondents indicated that they would 'refer to

their own experience with previously owned garmentsr as a

source of information, 62e" indicated Lhey would use remov-

able product tags and 57eo indicated they would obtain warmth

information through discussion with friends, rêlatives and

neighbors. The source of inf ormat ion that al-most the ent i re

sample indicated they would not use vras 'call textile spe-

cialist for advice' (98e"). Seeking information through neu-

traL sources, such as reading Consumer Reports, v¡as selected

by 32Y" ot the sample.

Z

Chi square analysis was used to test for possible

ences in the type of information sources that would

to obtain warmth information among the different
dents.

di f fer-
be used

respon-

in-
and

A significant difference
formation through discussion

neighbors Iconsumer-oriented

in obtaining warmth

f r iends, relat ives

exists

with

sources of information] among



TABLE 22

Sources Used to Obtain Information Àbout Warmth

Percentage Distribution

Own Experience
Hang Tags
Friends, etc.
Salesperson
Consumer Reports
Àdvertisements
Cata logue s
Textile Specialist

WOULD USE I,¡OULD NOT USE

11e"
38
43
54
68
86
95
98

INFORMÀTION SOURCE

B9%
62
57
46
32
14

5
2
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different age groups (xz = 10.524, p =.0052). O1der age

grcups would be less 1ikely to use consumer-oriented sources

of information. A possible explanation might be that these

groups would not seek any product information or they might

rely on other sources of information. Consumers in this

study indicated that they would rely on their ovtn previous

experience, would not use independent sources of information

and would be somewhat more Iikely to use hang tags as a

source for obt,aining information about the warmth of winter

outervrear.

There was also a significant difference in asking sales

people f or inf ormat ion wi th ordnership exper ience of the con-

sumer (xz = 6.687, p = 0.0353). Respondents with different
levels of ownership showed differences in likelihood of
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the advice of sales people. There was a tendency

or consumers who owned six or more coats (62v") to indicate

haL they would seek the advice of salespeople. Perhaps

lhese consumers felt from their o!{n previous experience t,hat

uch advice was likely to be reliable. This could also be

ttributable to sample bias, that is, 25eo of the sample was

tawn from employees of a retail department store.

There was a significant difference in preference for hang

tags as a source of information among males and females (Xz

= 4.006, p = 0.0453). Women indicated they would use hang

tags more frequentlY.

Two significant differences were found in the intended

use of hang tags as a source of information with familiarity
(xz = 8.633, p = 0.0133) and use (xz = 8.715, p = 0.0128) of

the Textile Labelling Àct. Consumers who were either ex-

tremely familiar with or not at all familiar with this prod-

uct information program indicated that they would use hang

tags as a source of information. A possible explanation
might be that those who are both familiar with and use the

labelling program (an information seeker indicator) may per-
ceive hang tags as a neutral source of information. ÀIter-
nativelyr usêtrs of product information programs may read aI1
labeIs and tags but only integrate the neutral sources into
the purchase decision process. Participants who indicated
they would use hang tag information and those participants
who were not at atl familiar with the Textile Labelling Act
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y perceive hang Lags to be a reliable source of informa-

on. Among those who indicated they would not use hang

gS, more appeared to be unfamiliar with the Textile La-

belling Act. This suggests that they are not accustomed to

seeking and using product labeIling information" Similarly,

no difference was found in intention t,o use hang tags with

eíther familiarity with or use of the Canadian Care LabeII-

ing SYslem'

Obiective I

Nul1 Hypothesis 1: No significant difference exists in the

importance of criteria used in the consumer decision making

process for winter outerwear with the respondents' À) ôge,

sex, level of education, occupation, income; and B) aware-

ness and understanding of R va1ue, purchase experience, own-

ership experience, use behavior, and familiarity with and

use of two product information labelIing programs.

Rated Criteria
To test for differences among means in the rated importance

of criteria used in the decision making process for winter

outerwear, nonparametric one-vray analysis of variance, sPe-

cifically, the Kruskal-Wa11is test statistic on ranked data

was used. Chi square analysis was used to test for any pos-

sibÌe differences in the rated importance of criteria among

different groups.
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Kruskal-Wallis test indicated that there were no sig-

f.ícanL differences in the rated importance of criteria

seô 1n

ra?]níc

the decision making process with most of the demo-

and socioeconomic variables, However, respondents

rom certain occupational groups rated ease of care. as being

lnot e important: professionals and semiskilled cIericaI,

,g¿1es and service individuals rated it as being more impor-

tant while middle management respondents. rated ease of care

as being less important. Chi square analysis showed a sig-

nifi'cant difference in rated importance of ease of care with

occupation (Xz = 15.934, P = 0.0433)

Respondents with different levels of income significantly

differed in the rated importance of low price as a criterion
in the decision making process (x2 = 1 4.51 0, p = 0.0244) .

Generally the higher the income the lower consumers rated

the importance of low price. Although low price was not

generally rated high in importance, the consumers with high-

er incomes tended to rate l-ow price as less important Lhan

consumers in the lower income groups.

There were a

rated importance

number of significant differences in the

of criteria with the behavioral variables.

Knowledge of R (nSi) Va1ue: The Kruskal-Wa11is test in-
dicated that there was a significant difference in the rated

importance of quality in the purchase decision making pro-

cess with differences in knowledge of R (nsr ) value (p =
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O.OO4), Those consumers who were not at all knowledgeable

about R value were more likely to rate quality as being ex-

tremely important. It was thought the opposite may actually

hold true, that is, those who were knowledgeable about ther-

rnal resistance would perhaps rate quality as being more im-

portant. These consumers would, it might be assumed, know

or understand the features necessary to maintain warmth in

their winter outervtear purchaSe. ThoSe consumerS who had nO

knowledge of the concept of thermal resiStance may rely on

quality merchandise, that is, quality may ensure that the

garment wiIl meet their requirements. Chi sguare analysis

for significance showed a similar difference in the rated

importance of quality with differences in knowiedge'of R

(nsI) vaÌue (x2 = 13.934, p = 0.0075).

Use Behavior: The Kruskal-Wa11is test indicated that

there were significant differences in the rated importance

of warmth and ease of care with different level-s of use be-

havior. Those consumers who t{ore the coat or jacket more

frequently had a greater tendency to rate warmth and ease of

care as being important (warmth: p = 0.003; ease of care:

p - 0.042) .

Chi sguare analysis showed that a significant difference

exists in the ratings of boLh ease of care and warmth with

the frequency of wear (warmth! X2 = 16.116, p = 0.0029; eäse

of care! X2 = 11.390, p = 0.0225), Those consumers who

wore their winter outerwear garment more frequently appear
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more concerned about warmth features and ease of care

garment.

Chi sguare analysis also showed a significant difference

ral ings of both low price and fabric of the garment with

ow of ten the garment vtas worn (price: Yz= 10.808' P =

Consumers who,0288 ¡ fabric: Yz = 9.951, p = 0.0413).

re the garment more frequently were more likely to rate

Jow price as being less important than other consumers.

perhaps consumers who wore the garment frequently were more

concerned with quality than price. Outer fabric used in the

igarment was rated high in importance by frequent users. II

could be assumed that frequent users have found that certain

fabrics withstand frequent wearings and keep them warm. It

is like1y that the basis for this judgment is past experi-

ence.

Purchase Experience: A significant difference exists in

the rated importance of quality with purchase experience for

oneself (xz

purchase experience the rated importance of quality in the

purchase decision is also higher. Consumers with more pur-

chase experience perhaps recalled from previous buying ex-

perience those features that vtere important, specifically in

lhis case, euâlity. chi square analysis also showed a sig-
nificant difference in rated importance of low price with

purchase experience for others (X2 = 12.156, P = 0.0162)"

It appears that as consumers buy more garments for others



ratel importance of low price is not as important.

eaSon for this particular relationship is not apparent

t j5 probable that as frequency of purchase increases

of evaluative criteria expands and price becomes
eE

mportant. It should be noted, however, that low price

nerally rated as being very low in importance.

Chi square analysis further showed that there Ì.¡as a sig-

nificant difference in the rated importance of fit with ex-

tent of purchasing garments for others (X2 = 9.715, p

70

The

but

the

Ie ss

was

0.0455). As purchase experience increases so does the im-

portance of fit. It should be noted that fit was rated high

in importance by approximateJ.y 75e" of the sample.

Familiarity with and Use of Two Labelling Programs: The

Kruskal-Wa11is test indicated that there v¡as a significant
difference in the rated importance of brand name as a cri-
terion in the purchase decision process with different lev-
el-s of use of and familiarity with product labelling pro-

grams Ian indicator of information seeking behavior] (p =

0.027). Those consumers who vrere more concerned about brand

name vrere less likely to be familiar with the Textile La-

belling Àct.

The Kruskal-Wa11is test also indicated a significant dif-
ference in the rated importance of comfort with different
levels of familiarity with product labelIing programs (p =

0.011). Comfort was rated as being very important by 62eo of
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There does not seem to be any apparent reasone SafnPf e '

ot the difference in rating of quality with . familiarity

ith and use of product information programs. Responses to

he use of the Textile Labelling Act indicated that all sam-

p1e grouPs were not identical in the rating of importance of

f.abríc used in winter outerwear garments (p = 0.031 ). users

'of Pt oduct information v¡ere more 1ikely to rate fabric as

being important than nonusers of product information. It

mighl be assumed that 'information seekers' are more con-

cerned about the functional features of winter outerwear.

Chi square analysis further showed a significant difference

in rated importance of fabric with use of the Textile La-

belling Act (X2 = 10.176, p = 0.0376).

The Kruskal-Wa11is test showed a significant difference

in the rated importance of special features with differences

in use of product information programs (p = 0.001). Àgain

the 'information seekers' may be more concerned with the

functional or warmth criteria than other sample segments.

The rated importance of warmth significantly differed
with differences in use of the Textile Labelling Act (xz =

13.046, p = 0.0111). The Kruskal-wallis test showed a pos-

sible difference between the rated importance of warmth with

different levels of product information use. It appears

that information seekers were more like1y to rate the func-

tional or warmth criteria as being important.
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There was a significant difference in the rated impor-

Eance of. fabric as a criterion in the purchase decision mak-

in9 process with different leveIs of familiarity with the

Canadian Care Labelling System (xz = 1 1 .31 8, p = 0.0232) .

This is understandable as these two concepts are similar in

focvs "

The Kruskal-WaIlis tesL indicated a significant differ-

ence in the rated importance of ease of care as a criterion

in the purchase decision making process for winter outerwear

with differences in use behavior of the Canadian Care la-

belling System (p = 0.011). These are also similar concepts

and it is understandable that those who rated ease of care

high in importance lrere also likely to be users of this
product label1ing program.

There was a significant difference in rated importance of

type of insulating material with use of care information (xz

= 11.997, p = 0.0'174). Those who rated type of insulation
as being extremely important were also very frequent users

of the care labelling system.

Tab1e 23 summarizes the significant differences as tested

by chi square and Table 24 summarizes the significant dif-
f erences among the means (Kruskat-r,la11is test ) of the rating
of criteria in the purchase decision making process with the

other variables studied.



TABLE 23

Chi Square Test: Rated Criteria and Other Variables

Significant differences were found in the
rated criteria with the other variables

following
studied.

RATED CRTTERIÀ

Fabr ic

OTHER VARIABLES *

Use behavior
Use of textile labeIIing
Familiarity with care labelIing

Ease of care Occupation
Use behavior

Warmth Use behavior
Use of textile labeIIing

Type of lining Occupat i on
Use of textile labeIling

Low price I ncome
Use behavior
Purchase experience (others)

Type of insulation

Quality

Use of care labelling

Knowledge of R (nSI ) value
Purchase experience ( self )

Fit Purchase experience (others)

* No significant differences were found in the
rated importance of the following criteria used
in the decision making process with the variables:
comfort, windproof ing, spec ial features,
brand name, color and style.
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TABLE 24

Kruskal-Wa11is Test Rated Criteria and Other
Var iables

Significant differences were found in the
rated criteria with the other variables

following
studied.

RATED CRTTERIÀ

Fabr ic

Ease of care

OTHER VARIABLES *

Use of textile labe1ling

Use behavior
Use of care labeIling

I.iarmth

Comf ort

Use behavior

Fami I iar ity with
textile labe11ing

Quality
Spec ial features

Brand name

Knowledge of R (nSr ) vaLue

Use of textile labelIing
Familiarity with

text i le labell ing
* No significant differences in the rated importance
of criteria were found with the following
variables: â9ê, sex, education, occupation,
income, understanding of R (RSI) value,
ownership experience and familiarity with the
Canadian Care Labelling System.

Ranked Criteria
Chi square analysis was used to determine any possible dif-
ferences in the four most important ranked criteria or fea-

tures that participants considered in this study with the

other variables studied. No significant differences were

f ound .



It was not possible to

tesL on these data because

the parÈicipants to rank

rather than onlY four out

the case in this studY.
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perform a rank order correlation
it would have been necessary for

aI1 possible choices (criteria)

of the fourteen features as was

Determinant Attributes

The features or attributes that have been identified as de-

terminant in the decision making process, that is, warmth

and style were crosstabulated with other variables and chi

sguare used to determine any possible differences. The only

significant difference v¡as for warmth (a determinant attri-
bute) and 'use behavior, that is, how of ten the garment vras

worn (xz = 16.116, p = 0.0029). The rating of warmth as be-

ing extremely important varied with the freguency with which

the winter outerwear garment was vrorn. Those who wore the

purchased garme'nt frequently may have bought a coat or jack-

et for aIl types of occasions including wearings of frequent

and of long duration. This outervrear garment may be the

only one owned or because it is frequently worn it must be

one in vrhich warmth is a primary requirement.

The findings of this study indicate that there are síg-
nificant differences in the rated importance of criteria
used in the decision making process for winter outerwear

with differences in the other variables studied. Nult hy-

Þothesis 1 is rejected.



er
I

1

l
l

76

9

1n
u].1

ptefer

Spondents' A) â9ê, sex' IeveI of education, occupation, in-

comei and B) awareness and Understanding of R value, PUr-

ChaSe experience, ownerShip experience' use behavior, and

familiarity with and use of two product information labeII-

ing Programs '

Almost 90e. of the study participants indicated that they

feel there should be a warmth rating program for winter out-

erwear. Approximately 9Oeo of the participants further indi-

cated that they would use a vrarmth rating program in the

purchase decision process for winter outerwear and almost

g\eo indicated that they felt other consumers would also use

such a rating program. When asked if the federal government

should require warmth information on aI1 winter outerwear

57eo indicated they would f avor such an approach, 24e" v'ere

opposed and 19eo were undecided.

It vras felt unncecessary t.o use chi Square analysis to

test for significant differences in the preference for pro-

vision of vrarmth information as almost the entire sample

reacted positively to the establishment and intended use of

a vrarmth information program. Potential users of warmth in-

formation could not be profiled by either socioeconomic' de-

mographic or by the qualitative variables used in this

study. Hypothesis 9 is, therefore, not rejected. chi

Hypothesis 2z No significant difference exists

ence for provision of warmth information with the re-
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sguare analysis v¡as used to test for significant differences

in pref.erence for the federal government requiring a warmth

information rating program on winter outerwear with the oth-

er var iables. No s ign i f icant di f f erences !{ere f ound.

obie tive 10

NuI1 Hypothesis 3: No significant difference exists in

shopping problems associated with the purchase of winter

outerwear with the respondents' A) â9€r Sex, IeveI of educa-

tion, occupation, income; and B) awareness and understanding

of R value, purchase experience' ownership experience' use

behavior, and familiarity with and use of two product infor-

mation labelling programs.

Chi square anlaysis vras used to test for possible differ-

ences in the six shopping problems with the other variables.

There v¡as a significant difference in'misleading claims by

sales staff' with differences in familiarity with the Tex-

tile Laberling Act (xz = '1 1.305, p = 0'0233)' of those in-

dicating that 'misleading claims by sales staff' was a minor

problem, 53eo were not at all familiar with this program and

32>o were extremely familiar with it.

This dichotomy might be explained as follows: those who

were unfamiliar with the Textile Labelling Act may rely more

heavily on the advice of sales staff for product information

while those who were familiar with this Act may not seek the

advice of sales staff at aII. The latter group is perhaps
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and confident ( iniormation seekers), pos-

sources of information.

Null hypothesis 3 is not rejected

tion that 'information seekers' rely

tion other than sales staff .

except for

on sources

the indica-

of informa-

To determine possible convergent validity with the re-

sults of this study discussions with manufacturers of winter

outerwear were deemed advisable.

Dis cuss ns with Manufacturers of Winter Outerwea r

Informal discussions with five manufacturers of winter out-

erlrear garments were held in June 1985. The individuals in-
terviewed r¡ere presidents, general managers or sales manag-

ers and represented ments, women's, missy, junior and

children's winter outerwear manufacturers. These discus-

sions allowed comparisons of the views of consumers with

those of the manufacturers.

The set of evaluative criteria used by consumers and man-

ufacturers (views that manufacturers hold regarding the cri-
teria used by consumers in the decision making process) was

determined to be somewhat different. Manufacturers general-

ly considered style to be the most important criterion when

evaluat.ing winter outerwear except in children's outerwear.

Quality was also an important consideration in the opinion

of manufacturers. Although not necessarily a very important
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ctiLetíont manufacturers must' nevertheless, consider price

in the product package mix. Price, according to one manu-

fac1vtett was indicated as being the most important criteri-

on in children's outerwear. Other important criteria in

children's outervrear, as indicated by manufacturers' are

warmth, ease of care, durability as wel-I as slyle. Consum-

e1sr on the other hand, indicated that warmth was a very im-

portant criterion in the alternative evaluation phase of the

purchase decision making process. Not only !{as warmth the

highest rated and ranked criterion but it was also indicated

to be a determinant feature in this process. Styling vras

also a highly rated and ranked criteiion in the purchase de-

cision process. Warmth, manufacturers indicated, is not a

very important criterion in the decision making process.

The perceived differences in the features of winter out-

erwear as indicated by consumers and manufacturers were not

similar. In general, manufacturers felt there are few dif-
ferences in the winter outerwear garments available in the

marketplace. Style was mentioned as one criterion in which

differences do exist and some manufacturers indicated that

price and quality also show some differences. Children's

outerwear was indicated to be an area where in general more

differences exist. Study participants indicated that warmth

and styling were perceived as having the greatest difference

among the features considered in the decision process.
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Con5umerS and manufacturerS were in general agreement

concerning the shopping problems associated with the pur-

chase of winter outerwear. Shopping problems that consumers

may encounter as indicated by manufacturers are: sales

s'"aff. are not particularly informed about winter outerwear'"

there is no available means by which consumers can compare

quality and Iittle if any information, particularly about

v¡armth, is available to consumerS on winter outerwear. Con-

sumers indicated that finding information and comparing

quality were bhe two highest ranked problems while confusing

claims by sales staff was the lowest of six cited shopping

problems "

The warmth of winter outervrear is assessed differently by

consumers and manufacturers. Consumers indicated that while

type of insulating mat.erial was not an irnportant criterion

in the decision process it was the primary feature consid-

ered when assessing warmth. ManufacLurers indicated that

warmih is not understood by consumers and that insulating

material used in garments depends more on what consumerS

want in terms of 'look' or style than on trarmth. Manufac-

turers further indicated that consumers do not know how to

aSSeSS the s¡armth of winter outerwear , at the same t ime

there is Iitt,Ie or no information available to consumers on

which to compare the vrarmth of winter outerwear. In the

past, according to manufacturers' consumers relied on weighÈ

of the garmenL, feel of the garment and thickness of the
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gafiiten|, with preconceived ideas of what was vrarm and what

vtas not. Manufacturers indicated that consumers must rely

on çlast experience and shop around to compare quality and

assess vrarmth of the available garments in the marketplace.

Manufacturers rely on industry standards to assess warmth; a

specific number of grams of fill ( insulating material) are

used to create warmth while consumers indicated that type of

insulating material and outer fabric ltere the two features

used to assess the warmth of the purchased winter outerwear

garment

Consumers and manufacturers are in agreement that a

warmth rating program would be more be.neficial in children's

outerwear. The consumers in this study indicated a desire

and intended use of product information for winter outer-

reear . Almost the ent i re sample indicated that not only

should there be a warmth rating program but they would use

this information. When asked about a warmth rating program

for winter outerwear, manufacturers indicated that it might

be useful to have such a program but it would be more bene-

ficial in children's outerwear. While one manufacturer was

flatly against the idea of a warmth rating system, another

manufacturer advocated a warmth rating program.

Because most manufacturers v¡ere somewhat reluctant to

give support to a warmth rating program they vtere not asked

about t,he form for providing this information. The manufac-

turer who advocated a warmth rating program felt that a Ia-
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bel sevrn into the garment (tne same f orm that was pref erred

by 75eo of the respondents) would be the best means of pro-

víding this information. This particular manufacturer felt

that the federal government should initiate such a program

and ultimately be responsible for educating consumers' Oth-

er manufacturers indicated that if a warmth rating program

vras introduced there would need to be considerable effort

put into educating both the consumer and the retailer.

At the present time manufacturers use hang tags as a

means of relaying information to consumers whether about

warmth, special features, QUôIity or durability. Eighty-

nine percent of the consumers' on the other hand, indicated

they would rely on past experience to obtain information

about warmth. Hang tags or removable product tags as well

as discussions with friends, rêlatives and neighbors v¡ere,

however, considered as a source of obtaining information

about warmth. Manufacturers indicated that hang tags may be

the factor that actually determines the purchase, that is,

consumers want some information that lends support to or re-

inforces their about-to-be- made purchase decision. This

finding supports a study by Lenahan et aI. (1973) that prod-

uct information may not be considered as a criterion in the

purchase decision but rather as a source of providing con-

sumer satisfaction and confidence in the marketing system'

Consumers, furthermore, indicated that neutral sources of

information would not frequently be used in the purchase de-
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be noted,

out e rv¡ea r
horlever' that tittle

ís readilY available

Manufacturersindicatedthatawarmthratingprogram

would generally help consumers in the decision making pro-

cessbutweresomewhatmoreguardedorreluctanttoindicate
the usefulness of such a program for themselves as manufac-

turers.

Manufacturers attribute any differences

of. criteria used in the consumer decision

ãgê, sex and region of the country'

in the

making

importance

process to



Chapter V

SUMMARY ÀND IMPLICÀTIONS

SUI-4I\íARY

The purpose of this consumer research study vtas to determine

and investigate the criteria used in the purchase decision

making process for winter outerwear and more specifícaIIy to

determine the extent to which consumers use and would use

warmth information in this process. The likely impact Lhat

a thermal resistance rating program would have on the deci-

sion making process h'as also investigaLed.

The Enge1, Kollat and Blackwell (engel and B1ackwelJ-,

1982) model of consumer behavior vras used as the conceptual

framework for this study. Specifically, two phases vrere ap-

plicable: search and alternative evaluation.

The data v¡ere obtained by means of a self-administered
questionnaire from sixty-three consumers who had purchased a

winter coat or jacket for the 1984/85 winLer season. Chi

sguare analysis and nonparametric one-vray analysis of vari-
ance trere used to Èest the hypotheses.

Percentage distributions were used to describe demograph-

ic and socioeconomic variables; purchase, ownership and use

behavior; familiarity with and use of two product labelling

84
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and understanding of the

percentage distributions

and to meeL the objec-

The criteria used in the purchase decision making process

f.or winter outerwear, aS rated in importance, were warmth,

f.il , quality and comfort. Low price and brand name vrere

rated as being the least important criteria. When consumers

were asked to rank the criteria warmth, styling and fit were

the toP ranked features.

Manufacturers indicated that style is the most important

criterion in the consumer decision making process for winter

outerwear. Although one manufacturer indicated that warmth

is the primary function of winter outerwear, wârmth is not,

according to most manufacturerS, a highly rated èriterion'

In keeping with manufacturers' viewpoints, twenty-nine per-

cent of the participants, when asked to state the main rea-

son for choosing the garment purchased indicated styling.

According to this study, the determinant attributes,

those features that are more influential in predisposing

consumerS to an actual purchase, were warmth and StyIing.

The shopping problems associated with the purchase of

winter outerwear as indicated by consumers were, in order of

highest mean rating, finding information about different

coats and jackets, comparing quality of different coats and
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jackets aRd knowing when an item is good value for the mon-

ey, Manufacturers also indicated that consumers have diffi-

culLy obtaining information and comparing quality of coats

and jackets in the marketPlace'

The features that buyers of winter outerwear considered

to assess the warmth of a coat or jacket were type of insu-

lating material- and outer fabric used in the garment.

Buyers of winter outerwear were asked to indicate the

form in which they would like to have warmth information

communicated. The first preference was a special labef sewn

into the garment I a dístant second preference vras removable

product tags. Because manufacturers vfere somewhat reluctant

to give support to a warmth rating program they were not

asked to indicate the preferred form for providing this in-

format ion.

AImost gaeo Of the buyers of winter outerwear indicated

that there should be a warmth rating program and that it

would be somewhat more important for children's outerwear

than for adults' winter outerwear. Most manufacturers felt

that a warmth rating program would be somewhat helpful to

consumers especially for children's outerwear but generally

not helpful to manufacturers.

To obtain

and jackets 
'

ten to their

information about the warmth of winter coats

buyers indicated that they would refer most of-

own experience and somewhat less frequently to
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vableproducttagsanddiscussionwithfriends'reIa-
s and neighbors. seeking information through indepen-

sources was not a frequent,Iy considered choice. Manu-

urers, on the other, used hang tags as a means of disse-

ting information to consumers ' According to

facturers the only information (not necessarily about

th) currently available is that which is provided on

tags bY the manufacturers'

Chi sguare analysis was used to test for significant dif-

ferences in the rated importance of criteria with socioeco-

nomic, demographic and other variables. The only signifi-

cant differences were in the rated importance of low price

with income and in the rated importance of ease of care of

the purchased garment wj'th occupation' At higher income

levels, l-ow price is less important. There were significant

differences in ratings of outer fabric, ease of care, warmth

and low price as criteria in the purchase decision process

with frequency of wear. There were significant differences

in ratings of low price, quality and fit. as criteria in the

purchase decision process with purchase experience., There

was also a significant difference in the rated importance of

quality with knowledge of R (nSl ) value (a measure of' ther-

ma1 resistance). There were also significant differences in

the ratings of outer fabric, warmth, type of lining and type

of insulation with familiarity with and use of product in-

formation programs (information seekers)'
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The Kruskal-WalIis test (nonparametric one-vray analysis

of. variance) was used to test for any differences in the

ra.:eð importance of criteria with the variables studied'

There was a significant difference in the rated importance

of. ease of. care with both the frequency of wear (use behav-

ior) and use of one of the labelIing programs ('information

seeker' indicator). The rated importance of quality varied

with consumers' knowledge of R value (a measure of thermal

resistance) and the rated importance of warmth varied v¡ith

use behavior. Brand name and comfort varied with familiari-

ty with textile tabelling ( ' information seeker' indicator )

while fabric and special f,eatures varied with use of textile

labelIing (' inÎormation seeker' indicator ) . The importance

of practicat or functional criteria, that is, ease of care,

outer fabric, warmth, type of lining, type of insulating ma-

terial and comfort varied with the level of information

seeking behavior. Hypothesis 1, there is no difference in

the rated importance of criteria used in the decision pro-

ceSS for winter outerwear with Lhe sample population seg-

ments, was rejected.

Approximatety 90e" of the study participants indicated

that there should be a warmth rating program for winter out-

erwear, that they would use such a program and further indi-

cated that other consumers would use this product informa-

tion. Fifty-seven percent of respondents indicated that

they would be in favor of the federal government requiring
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information on all winter outerwear. The second hy-

there is no difference in preference for provision

information with the sample population segments,

rejected. ÀIthough one manufacturer advocated a

ting program and indicated thãL it would be helpful

to both consumer and manufacturer most manufacturers did not

f.avot a warmth rating program. This manufacturer indicated

that the rating should be on a label sewn into the garment

and that the federal government should require such a pro-

gram on all winter outerwear garments and be responsible for

educating both consumer and retailer.

There was a significant difference in the rating of the

shopping problem 'misleading claims by sales staff' as a mi-

nor problem with familiarity with the Textile Labelling Act

(' information seeker' indicator ) . The third hypothesis,

there is no difference in the severity of shopping problems

associated with the purchase of winter outerleear with the

sample population segments, was not rejected except for the

indication Lhat 'information SeekerS' rely on Sources of in-

formation other than sales staff.

IMPLICATIONS OF THE FINDTNGS

The Engel, KoIlat and BlackwelI model of consumer behavior

was used to interpret the consumers' decision making pro-

cess. The two phases of the model under investigation in

this study were search and alternative evaluation. The fo-
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of the findings is on sources of in-

of evaluative criteria used in the

process f or winter outervlear.

Sources of Information

Findings of this study indicate a tendency for consumers to

rely on internal sources for assessment of warmth. Depend-

ing on whether or not consumers are satisfied with their

choice and hence feel confident with their ability to assess

warmth without additional information,- a warmth rating pro-

gram may or may not be perceived as beneficial'

Participants indicated the preferred form for a warmth

rating program to be a special label sewn into the garment'

This is the same manner in which textile and care informa-

ti.on is currently provided. Manufacturers indicated that

while consumers may Say they use the current textile and

care information programs they do not understand or know how

to interpret and integrate this information into the deci-

sion making process. The doubts about the use and compre-

hension of existing textile and care information suggest

that should a warmth rating program be established, research

into the design of the information must be conducted t'o en-

Sure effective communication. The Iarge percentage of re-

spondents who favored a vrarmth rating program seem to indi-

cate that consumers would use the program if the information

is communicated ef fectivelY.
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In this study, consumers who are noL information seekers

are more likely to regard hang rags as a reliable or neutral

Source of information. As there was an indication that con-

Sumers who are not information Seekers more often seek the

advice of store sales staff it might be hetpful to direct

consumer education programs to sales staff. This was a

source that participants indicated they would use to obtain

information about vtarmth.

Evaluat ive Criteria

Consumers indicated that a vtarmth rating would be slightly

more important for children's outerwear than for adults'

outerwear. There was a general consensus among manufactur-

ers that a warmth rating for children's outerwear would be

beneficial and hetpful to consumers. This is perhaps an in-

dication that children need more warmt,h protection as they

are unable to judge when they are co1d. It appears that a

different set of evaluative criteria would be used for the

purchase of children's outerwear even though it is assumed

that adults are the buyers of children's outerwear. Market-

ing strategies for children's outerwear could include those

features that are considered to be more important, in this

case, warmth, durability and ease of care. Retailers could

also benefit by emphasizíng criteria that are considered

more important. If a llarmth rating program was implemented,

children's wear would possibly be a more feasible targel.
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AS the set of evaluative criteria used by consumers and

manufacturers is somewhat different it would be helpful and

useful to manufacturers to know that consumers considered

warmth to be a very important criterion in the decision mak-

ing process. I f manufacturers knew that warmth was as im-

portant as consumers indicated t,hey might be more inclined

to consider the merits of a warmth rating program. Manufac-

turers knowing that warmth along with'sty1e were' according

to this study, the determining factors in the purchase deci-

sion process could aim their marketing strategies around

these features. AL present, warmth appears to have a very

low profile in the marketing strategy of most manufacturers'

It is interesting to note that styling is one of only three

features or criteria that showed no variation. As suggested

by Sproles (197g), styling is perhaps a more universally im-

portairt criterion in the purchase decision making process'

The set of evaluative criteria also varied with frequency

of h'ear, degree of information seeking behavior and level of

purchase experience. Marketing strategies could be devel-

oped to include the criteria that these profiled groups con-

sidered to be imPortant.
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THE LIKELY ÏMPÀC'I OF A WÀBT¡IH RATTNG PROGRAM ON
MAKI NG

DECT S T ON

While findings of this study cannot support a definitive
statement of the Iikely impact that a warmth information

rating program would have on the decision making process,

one can speculate by examining the findings and attempt to

identify the opportunities for and the barriers against pro-

viding product information.

As the findings of this study indicated that the provi-

sion of warmth informät ion for chi ldren' s outerwear was

somewhat more imporLant than for adults' outerwear, chil-
dren's winter outerwear could be the initial target for im-

plementation of a warmth rating program. Liefeld (1976) and

Day (1g76) have indicated that the long-run effects of prod-

uct informat ion greater than the immediate ef fects.

Over a period of time buyers will be exposed to new informa-

tion through consumer education and as a result of repeat

purchases. Continued exposure to product information will
lead to greater awareness, comprehension, iamiliarity with

and eventual emphasis and value placed on the information as

weII as possible incorporation of that information into the

decision making process. Under the assumption that adults

are the buyers of children's outerwear, initial exposure to

a warmth rating program aimed at children's outerwear would

resuft in assimilation of informationn the effects of whích

might manifest themselves in purchases other than children's

outerwear. The impact, in this case, would be a gradual

one.
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Findings of this study indicate that consumers tended to

rely on their own experience in assessing warmth. Since the

reasons for this tehavior is unknown, one can postulate that

if consumers do not require additional information to assess

warmth, a warmth rating program wilI make Iittle impact on

decision making. However, there seems to be evidence in

this study that proxy indicators (oay, 1976) were being

used. Buyers of winter outerwear in this study indicated

that type of insulating material and outer fabric were used

to assess warmth. The introduction of a warmth ratíng pro-

gram will validate the use of these proxy indicators, or on

the contrary, correct consumers' misconceptions of warmth.

The findings of the present study indicate that warmth

information is not only wanted by consumers but that it

woul-d provide information on an attribute that consumers

considered to be very important. Consumers, however, appear

to know and understand very little about the concept of

warmth; a point that was reiterated by rnanufacturers. Baird

and Brier (1981) found that consumers did not know how to

properly evaluate or judge a product. Manufacturers added

credence to this point by indicating that previous methods

of determining warmth by feel and weight are no longer ade-

quate for the variety of textile products available. It

seems that with the provision of a warmth rating program,

the gap between what consumers considered important and what

manufacturers indicated that consumers do not understand
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could be narrowed or eliminated. If familiarity with and

use of two product labelling programs are an indication of

use of neutral sources of information then it might be in-
ferred that buyers of winter outervrear would indeed use a

warmth rating program in the purchase decision making pro-

cess.

While there seems to be some support for a warmth rating
program, there are also indications of barriers. While pro-

posals for new product information disclosures are often

based on the premise that consumers have a 'right to know'

regardless of the costs of implementing and maintaining a

product informaLion program, the provision of comparative

information may involve the setting of complex standards and

testing methods as well as expensive compliance investiga-

tion and testing.

Àlthough discussions with manufacturers were brief and

informal, there are indications of resistance by manufactur-

ers to the implementatiaon of a warmth rating program. Un-

less the perceived resistance is removed or tempered the en-

forcement of a warmth rating program may generate strain in

the marketing environment.

WhiIe there are a number of barriers against the imple-

ment,ation of a warmth rating program, it appears that the

opportunities for the implementation outweigh these barri-
ers. It is recommended that a warmth rating program should
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not until further research is undertaken

Although complete protection of consumer rights may not

be possible or even desirable some means of providing prod-

uct safety, guality and value comparisons are warranted as

indicated by the findings of a study by wall (1974). If a

warmth rating program vras established by the federal govern-

ment, efforts will have to be made to establish standardized

methods of evaluating warmth of textile products. The gov-

ernment would need to educate the manufacturer, retailer and

the consumer to ensure that the information is properly dis-

seminated, understood and used in the purchase decision mak-

ing process for wint.er outerwear. The consumer could ben-

efit by using a warmth rating program if manufacturer and

retailer are properly informed and support such a program.

I MPLI CÀTI ONS FOR FUTURE RESEARCH

Further studies on the impact of a warmth rating program on

the consumer decision making process might concentrate on

different age groups, male versus female, other regions par-

ticularly with different winter conditions and the role of

retail- buyers, managers and sales staff in this process. A

more represenatative sample (Iess education, less income and

older than the participants in the present study) as wetl as

a studlz of the buyers of childrens' outerwear might show

considerable differences in the importance of criteria used
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making. As it was difficult to find study par-

it might be useful to intercept buyers of winter

the height of the buying seâson at stores and

cent res .

at

Other research studies might include a narrowing of scope

with concentration on warmth criteria and related topics,

such as, the use of proxy indicators in the decision pro-

cess. Other research studies might determine a suitable and

understandable reporting format for a warmth rating program.

Experimental treatments with education on warmth information

at both the consumer and retail level could give an indica-

tion of the incorporation and possible impact of consumer

education on the decision making process. Further studies

might examine the importance of a warmth rating as one of

the criteria (in the,presence of other criteria) in the pur-

chase decision making process. A more in-depth study of the

decision process might determine the trade-offs, minimun or

cut-off levels for certain criteria or the actual decision

style used by buyers of winter outervrear. Studies with man-

ufacturers might include the sale of garments with and with-

out warmth rating labels to determine the impact of such a

program at both the retail and consumer Ievel.
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THE DEPARTMENT OF CLOTHING AND TEXTILES

SURVEY OF WINTER COAT AND JACKET BUYERS

SECTION A

Please t.hink about the most recent WINTER COAT OR JACKET t.hat
you bought FoR YOURSELF for everyday use (e.g" , a coat or jackeb
that you vrear frequently, that you wear when going to and frorn
work' schoolr shopping¡ €rrands, etc.; Nor EXCLUSTVELY FoR
SKIING, JOGGING, ETC. AND NOT A FUR COAT OR JACKET) "

1" !,Ias this purchase a

coat
j acket,

la. What was the price of this coat/jacket?

2" P1ease describe this coat:

outer fabric, if known
closure (button, zipper or combination)
insulating material o Lf known

polyester-fi11 ed
down.-f illed
cloth, but not down- or polyester-fi11ed
otherr please specify, if known

cial features (hood, storm cuffs, etc")

1
2

1
2
3

I.
2.
3.
4"
spe4

4

3 How long ago did you purchase this coat?

How often is t,his eoat/jacket
to other coats/jackets t,hat you
1. seldom
2 " occasionally
3. often
4 " almost always

vrorn ( especially in relation
own) ?

this coat/jacket?

school

movie, theatre,

5 For what type of occasions do you wear
(Please check as many as are appropriate)

going to and from work and/or
going shopping
evening entertainment (dinnero
etc. )

while at, work
otherr please specify

I
2
3

4
5



6. People consider different features
coat or jacket. Below is a list of
may not have considered important
this coat or jacket.

when selecting a winter
features that you may or
when you v/ere choosing

For each
ind icates

feature please circle the number that you feel
how important that feature is to you"

FEATURE II4PORTANCE TO YOU WHEN CHOOSING A
wTNTER COAT/JACKET

NOT AT ALL
IMPORTANT

EXTREÞlELY
IMPORTANT

Brand name
Fabric.o..
Ease of care
!{armth
CoLor o o

Typeoflining . c..
Styling...o..
Low price
Type of insulating mate
Comfort
Windproofingco.oo
QuaIity.o.o
Fit . . . e

Special features (hood,
cuffs, etcr) . o . o

r iaI

storm

I
I
I
I
1
I
I
I
I
1
1
I
I
t

2
2
2
2
2
2
2
2
2
2
2
2
2

2

3
3
3
3
3
3
3
3
3
3
3
3
3

3

4
4
4
4
4
4
4
4
4
4
4
4
4

4

5
5
5
5
5
5
5
5
5
5
5
5
5

5
Other considerations? (if sor

please specify and circle)
I
1
I

2
2
2

3
3
3

4
4
4

5
5
5

7" Using the features in question *6 o please RANK THE FOUR MOST
IMPORTANT FEATURES you considered when purchasing this
coat / jack et ,

I
2
3
4

The
The
The
The

most important feature
second important feature
third important feature
fourth important feature

Please
coat or

give the
jacket 

"

HAIN REASON why you chose this particular

2

8.



9 Overall' are you satisfied or dissatisfied with this
pu rchase?

t
2
3
4
5

very dissatisfied
somewhat dissatisfied
neither satisfied nor dissatisfied
somewhat satisfied
very satisfied

10. Please
try to

indicate
state one

why you are
overriding

SATISFIED with this purchase
r eason ?

11. Is there one reason why you are
DISSATISFIED with this purchase?

part icularly
If yes, please

unhappy
indicate.

or

12" Of the coats/jackets avaitable in t.he marketplace when you
made this purchase please indicate the DIFFERENCE YOU FEEI
EXISTED among the following features " For each feature
circle the appropriate number.

FEATURE DIFFERENCE IN COAT/JACKETS

NOT AT ALL
DIFFERENT

EXTREMELY
DIFFERENT

Styling " I
Price c . I
Colorsavailable ô o I
Fabric.o.c,l
Ease of care e o 1
Special features I
Warmtho.cl
Insulatingmaterial o ô I
Windproofing e . I
Other factors? (please specify
and circle)

2
2
2
2
2
2
2
2
2

3
3
3
3
3
3
3
3
3

4
4
4
4
4
4
4
4
4

5
5
5
5
5
5
5
5
5

I
I
t

2
2
2

3
3
3

4
4
4

5
5
5

13 " VIhat
this

features, if
coaE/ jack et?

ânyu did you use Lo assess the warmLh of

3



SEcrroN B

L4. If you wanted to find
would be, would you:
appropriate)

out how
(PIease

warm
check

different coa
as many as you

ts/ j
rhi

ack ets
nk are

1. read advertisements in newspapers or
magazines

2 " look through retail store catalogues
3" discuss with friendsr relatives or neighbors
4" _ ask salesperson
5 " refer to your own experience with

coat/jackets previously owned
6" read Consumer Reports, Canadian Consumer

or Consumer Buying Guide
7 " call textile specialists for advice
8. look at hang tags on coats and jackets
9. other¡ please specify

15 " The VüARMTH of a winter
of factors" For each
you feel indicates how
DO NOT GUESS (if you
know! space) "

FACTOR

coat/jacket is determined by a number
factor please circJe the number that
each factor affects warmth. PLEASE

do not know please check Lhe ¡donft

EFFECT ON VTAR¡4TH

NO
EFFECT

A GREAT
EFFECT

DONIl
KNOW

Thickness of garment o . o

Tightness of weave
Outer fabric
Air space
Length of garment o .
Special features (hood,
storm cuffsr etc. ) o

Presence of lining o o

Type of insulating material
Other, please specify

and cirlce

5
5
5
5
5

5
5
5

4
4
4
4
4

4
4
4

3
3
3
3
3

3
3
3

2
2
2
2
2

2
2
2

1
1
I
I
1

1
1
I

1
I
t

2
2
2

5
5
5

4
4
4

3
3
3

4



L6. P1ease indicate how much
the following statements.
each statement)

v
(
ou agree or disagree with each of
circle the appropriate number for

THE PRICE OF A COAT/JACKET IS AFFECTED By:

STRONGLY
DISAGREE

STRONGLY
AGREE

the
the
the
the
the
the
the

brand name
fabricused.o..
amount of insulating material
styling..o.
type of insulating material
special features
store where purchased o .

I
I
I
I
I
1
I

2
2
2
2
2
2
2

3
3
3
3
3
3
3

4
4
4
4
4
4
4

5
5
5
5
5
5
5

SECTION C

17. Below is a list of things which may or may no! have been of
concern to you when shopping for your WINTER COAT/JACKET.
How much was each a PROBLEI'I FOR YOU? (Please circle the
appropriat,e number for each statement)

A MINOR
PROBLEM

A MAJOR
PROBLEM

Knowing when an item is
value for the money

good
r2345

Comparing quality of different
coats and jackeLs I 2 3 4 5

Confusing or misleading
claims by store sales staff L2345
Finding information about
different coats and jackets I 2 3 4 5

Confusing or misleading
information on labels or tags r2345
Confusing or misleading
by companies that make
and jackets 6 ,

ads
coats

r2345

Section D

18" Have you

1"
2"

heard of the term 'R value8 (RSI value)?

yes
no

5



r{otrr knowledgeable
ïalue) a

are you about the term rR value' (nst

1
2

3
4

not at aIt knowledgeable
slightly knowledgeable
somewhat knowledgeable
extremly knowledgeable

What do you understand by the term rR value' (RSI value) ?

What items
value) ?

Please list

are you aware of that have an rR-value¡ (RSI

as many as you can"

E

1S section deals with
a means by which to

the provision of warmth informaLionr that
assess warmth'

Do you feel there should be a warmth rating on winter
coats and jackets?

1" yes
2" no

Do you feel that consumers would use a warmth rating
avaiiable) in the purchase of eoats,/jackets?

(if

I
2

yes
no

would you use a warmth rating in the purchase of
coaLs/ iackets?

1
2

yes
no

5 Do you feel t.hat
warmth informat,ion

the federal government
on all winter outerwear

should require
c Iothing?

I
2
3

yes
no
undecided

6



r1êâse indicate how important you feel the provision of warmth

iåiãr*atiott is for the following:

winter coats and jacketsI CHILDREN I S

1.
2.
3.
4.
5.

extremely unimPortant
somewhat unimPortant
neither important nor unimportant
somewhat imPortant
extremely imPortant

2. ADULT¡S winter coats and jackets

1. ext.remelY unimPortant
2" somewhat unimPortant
3. neither important nor unimportant
4 " somewhat imPortant
5 " extremelY imPortant

Assumíng that, a warmth rating program for winter
jackets wilI be introduced, in what form would you
[rave this information communicated?

coats and
prefer to

I
2
3
4
5
6

PLEASE RANK THE FOLLOWING (T bciNg

reading about it in
advertisements
special label sewn into
salesperson
pamphlets and in-store
removable product tags

your first Preference) :

newspaper or magazine

the garment

d isplays

Act? (Please

EXTREI4ETY FA¡,IILÏAR
5

NOT AT ALL

you rself
others

other, specifY

F

How many coats and,/or jackets do you now own?

How many
years?

coats/jackets have you purchased in the past 5

for
for

G

Are you familiar with the Text'ile Labelling
circte tfre approPriate number)

FAI"lTLIAR
I 3 42

7



Ío what'
iexLiLe

extent do
LabeIIing

you USE the information provided by the
Act when Purchasing clothing?

L.
2.
3.
4.
5.

never
seldom
occasionallY
often
alwaYs

farniliar
circle the

with the Canadian Care Labelling
ãpptoPtiate number)

System?
Are you
(please

NOT AT ALL FAI4TLIAR
1 2 3 4

EXTREMELY FAFIILIAR
5

do you USE the information provided by

svãtå* when Purchasing cloLhing?
the

To what extent
Care Labelling

I
2
3
4
5

never
seldom
occasionallY
often
aIwaYs

H

following information will be used

AII ,""Por,Á"" will be coded

tly confidential"

for st'at'istical
anonymouslY and

analys is
be kePt

Iy.
ric

4 Your age:

]-
2"
3.
4"
5"
6.

under 25
25 to 34
35 to 44
45 to 54
55 to 64
65 years

years
years
years
years
years
and over

5 Are you

I
2

t'lale
Female

What is the highest level
äär"pr"tãd" Please check the

of êducation that Y9u. have

;;pt;;;iãt" level comPreted"

No formal schooling
ElementarY School
Hiqh School
Non-University (voc,/Tech' l:{ursing Schools)

Universit'Y graduate
Post-graduate degree

I

36.



^^f.rrpATION: P}ease describe what you do (use job title if
Yi"-ãã""ribes what you do) and Ehe kind of company or firm
äIr *tri"h you work te.g., clerk in grocery store, elemenfltv
;;;";ï--deächer, piofõssional engineer in ov¡n consultins
iiï*1. IF RETIRED PLEA5E DES6RIBE pHAT YoU DID AND THE KIND

õr rrn¡l FoR wnrcn You woRKED-

OccuPat ion
Place

. EmploYment status:

employed fu1l-time
employed part-time
unemployed
ret i red
in school
homemaker
other (specify)

Inctuding yourself what is the
home in your household?

1" How manY are children
2" How manY are children
3. How manY are children

number of PeoPle living at

under 6 years of age
from 7 - L2 Years of age
from 13 19 Years of age

u
$
$
$
$
$

0 lllhat is the ToTAL INCOME of all the members of
household for this past year before tax and deductions?
PIease check the appropriate category"

this

39 s999
49 t999
59 t999
69,999

t
2
3
4
5
6

nder $10'
10,000

000
000
000
000

5'0
0'0
0'0
0r0
0r0

$g
00
L4
I9
24
29
34

15,
20n
25'
30 n

0

t999
,999
t999
t999
,999

7.
8"
9"

10 "
1r "

00
00
00
00
00+

HANK You FoR YouR HEIP rN cot'IPLETTNG THrs QuEsrroNNArRE"

9



Àppendix D

FREQUENCY DISTRIBUTIONS AND EXPLANÀTION OF

VARIÂBLES AND VALUES.

- .1 18



1.19

COL VARNÀME

1-2 iD
tv

SECTION A

OUESTION 1

4 TYPE

VARLABEL

ID NO OF RESPONDENT

TYPE OF GARMENT PURCHASED

TYPE OF GARMENT PURCHASED

t\.
2J
3P

OAT
ACKET
ÀRKA

ouEsTi0N 1A

5-7 PRlCE
PRICE OF COAT/JACKET

PRTCE OF GARMENT

OUES
I

T ION 2

FÀBRI C
'1 W00L

DESCRIPTTON OF GARMENT

FABRIC OF GARMENT

2 POLYESTER
3 SUEDE/LEATHER
4 NYLON
5 COTTON
6 OTHER

9 CLOSURE CLOSURE USED IN GÀRMENT
-1 

BUTTON

2 ZIPPER
3 COMBINATION

10 INSULATE TYPE OF INSULÀTING MATERIAL
1 POTYESTER-FILLED
2 DOWN-FIttED
3 CTOTH
4 THINSUTATE
5 vl00l
6 OTHER
7 NONE

11 SPFEATUR SPECTAL FEATURES ON GARMENT

1 HOOD

2 STORM CUFFS
3 REMOVEABLE LINING
4 ÀDJUSTABLE FIT
5 CHAMOIS BACK

6 OTHER
7 MORE THAN ONE SPECIAT FEATURE

QUESTI
12

ON

DÀ
I

2

3

4

5

6
7

3 MONTH I^IHEN GARMENT PURCHASED

MONTH WHEN GARMENT PURCHÀSEDTEPUR
JULY
AUGUST
SEPTEMBER
OCTOBER

NOVEMBER

DECEMBER

JANUÀRY



_w
t:. :
),a ,.

t¿u

B FEBRUARY

9 MARCH

O APRIL

IJ

TION 4

OFTNWORN

1 SELDOM

HOW OFTEN GÀRMENT IS WORN

HOW OFTEN GARMENT ]S WORN

2 OCCASIONALLY
3 OFTEN
4 ALMOST ALWAYS

OUBSTION 5

i+ occAsIo l

1 5 OccAsI02

16 OccAsI03

17 OccAsI04

1B occÀsI05

TYPE OF OCCASTONS GARMENT IS WORN

TO WORK/SCHOOL 1

z

1

2

1

2

1

2

1

2

YES
NO

YBS
NO

YES
NO

YES
NO

YES
NO

SHOPPI NG

EVENING ENTERTÀINMENT

WHILE AT WORK

OTHER

QUESTION 6 TMPORTÀNCE OF FEATURES

õHn rOrrOt,lrNc SCÀLE AppLES TO THE NEXT 15 VARIABLES

1 NOT AT ÀLL iMPORTANT
2
)
J

4

5 EXTREMELY IMPORTANT

BRANDNA6
FÀBRI C6
EASECAR6
WARMTH6

c0L0R6
LI NI NG6

STYLE6
PRI CE6
i NSUIAT6
COMFORT6
WINDPRF6

QUALTY6
FI T6
SPFEÀT6
OTHER6

19

20
21

22
¿3

24
25
26
27
2B

29
30
31

3¿
??

QUESTION #7 RANK FEATURES

THE FOLLOWING VALUES APPTY TO THE NEXT 4 VÀRIÀBtES

01 BRAND NAME
O2 FÀBRiC
03 EASE OF CARE

04 WARMTH

05 c0L0R
06 TYPE OF TINING



t¿t

0

0

0

? STYtlNG
Å row PRIcE
g tVPg OF iNSULATING MATERIAL

O COMFORT

1 I,iTNDPROOF]NG

2 QUALITY
3 FIT
4 SPECiAt FEATURES

5 OTHER

34-3
36-3
38-3
40-4

5I
7I
9T
1I

MPORTl
MPORT2

MPORT3
MPORT4

MOST IMPORTANT FEATURE

SECOND IMPORTANT FEATURE

THIRD IMPORTANT FEATURE

FOURTH IMPORTANT FEATURE

OUESTION B MATN REÀSON FOR CHOOSING GARMENT

íz-+z MAINREÀs MAIN REASoN FoR cHoosINc cARMENT sEE QUESTIO¡¡ #7

OUESTlON 9 OVERALL SAISFACTTON OR DiSSATISFACTION

iq snt/ols SATISFIED 0R DISSÀTISFIED wITH
1 VERY DISSATiSFIED
2 SOMEWHÀT DISSÀTISFIED
3 NEITHER SATISFIED NOT DISSATISFIED
4 SOMEWHAT SATISFIED
5 VERY SÀTiSFIED

QUESTION 1O REASON FOR BEING SATISFIEÐ WITH PURCHASE
qs-qc SATISFY REASON FOR BEING SATIFIED sEE QUESTTO¡{ #7

QUESTION 11 REASON FOR BEING DISSATISFIED WITH PURCHÀSE

ü-aa DIssAT REASON FOR BEING DISSATiFIED sEE QUESTIO¡¡ #7

QUESTTOn #12 DIFFERENCE IN VARIOUS FEÀTURES OF COATfteCnnrS
THE FOLLOWING SCATE ÀPPIIES TO THE NEXT 1O VÄRIÀBLES

1 NOT ÀT ÀLL DIFFERENT
2

3

4

5 EXTREMELY DIFFERENT
49 STYIEl 2

5O PRI CE1 2

51 c0L0R'i 2

52 FÀBRIC1 2

53 CARE'12
54 SPFEATI 2
55 WARMTH.12
56 INSUTA-12
57 I^iINDPRI 2

58 OTHER1 2

QUESTION #13 FEATURES USED TO ASSESS WÀRMTH

THE FOLLOWING VALUES APPLY TO THE NEXT 2 VARIABLES

01 THiCKNESS OF GARMENT

02 TIGHTNESS 0F I^IEÀVE

03 OUTER FÀBRIC



ä
ffi
3l).4.

ì:ii:ì
ti.']

,:::.4
.: :

ì

:.

i22

59'60
61-62

SECTION Biii.irion l+ SOURCES OF INFORMATION USED T0 INDICATE wÀRMTH

Z\"""õöunðn ì-- NB*sPAPERs,MAcAZINES 1 YEs
2N0

64 SOURCE 2 CATALOGUES 1 YES

2N0

65 SOURCE 3 FRIENDS

66 SOURCE 4 SALESPERSON

67 SOURCE 5 OWN EXPERIENCE

68 SOURCE 6 CONSUMER REPORTS

69 SOURCE ? TEXTILE SPECIALIST

7O SOURCE 8 HANG TAGS

71 SOURCE 9 OTHER

CARD 2

QUESTioN-I5EFFECTOFVARIOUSFEATURES0NWARMTH
ñNN TOIIOWING SCATE ÀPPLIES TO THE NEXT 9 VARIABLES

NO EFFECT

A GREAT EFFECT
DON'T KNOW

9 THi CK1 5 THI CKI'IESS OF GARMENT
.10 

WEÀVE 
-15 TIGHTNESS OF WEAVE

1 1 FÀBRIC1 5 OUTER FABRIC

12 SPACE'I 5 ÀI R SPACE

1 3 IENGTHI 5 TENGTH OF GÀRMENT

14 SPFEÀT1 5 SPECIAL FEATURES

15 tININGIS PRESENCE OF LINING
16 INSUIAI5 TYPE OF iNSULATING MATERIAT

1'1 OTHERl5

QUESTiOIN 16 THE PRICE OF A COAT IS AFFECTED BY

ñHN TOT,IOVüING SCALE ÀPPLiES TO THE NEXT 7 VARIABLES

1 STRONGTY DISAGREE

04 AIR SPACB

05 TENGTH OF GARMENT

06 SPECIAL FEATURES

07 PRESENCE OF LINING

óg rvpu oP INSULATINc MATERIAL

O9 WlNDPROOFING

1O TYPE OF LINING
1 1 OTHER

FEÀTURE-1
FEATURE2

I

2

1

2

1

2
1

2

1

2

1

¿

1

2

YES

NO

YES

NO

YES

NO

YES
NO

YES
NO

YES
NO

YES
NO

,1

2

3

4

5

6



123

)
3

4

5 STRONGTY AGREE

18

19

20
21

)?

24

BRANDl 6

FABRI C1 6

AMTINSl 6

STYtEl 6

TYPI NS 1 6

SPFEATl 6

STOREl 6

BRÀND NAME

FABRIC USED

ÀMCUNT OF iNSUTATING MATERIAL
STYLI NG

TYPE OF' INSULATTNG MATERIAL
SPECIÀL FEATURES
STORE I^IHERE PURCHASED

ÔIIESTION 17 SHOPPING PROBLEMS

õúr r,OllOwINc SCÀLE ÀPPIIES T0 THE NEXT 6 VARIABLES

1 MTNOR PROBLBM

{

;
5 MÀJOR PROBLEM

25 \TÀLUE

26 COMPQUÀI

27 SALESTÀF
28 FINDINFO
29 INFOLABL
3O MANUFACT

KNOWING WHEN AN ITEM IS GOOD VALUE

COMPÀRING QUALITY OF DIFFERENT COATS

CONFUSING OR MTSLEADING CLAIMS BY SÀtES STÀFF

FiNDING INFORMATION ABOUT DIFFERENT COATS

CONPUSING INFORMATION ON tÀBELS
CONFUSING ADS BY MÀNUFACTURERS OF COATS

SECTION D

OuESTi0N 18

31 HEARDRV

HEARD OF TERM R VÀtUE
HEARD OF TERM R VALUE 1 YES

2NO

QUESTION 
-19 SEIF-RATING: KNOWLEDGEABTE OF TERM R VALUE

iz KNot¡LEDc Hot^i KNowLEDcEABLE 0F TERM R vALUE

1 NOT ÀT ALL KNOWLEDGEABLE

2 SLIGHTLY KNOWLEDGEÀBLE

3 SOMEWHAT KNOWLEDGEABLE
4 EXTREMELY KNOWLEDGEABLE

QUESTIONS 20 & 21 UNDERSTAND]NG OF THE TERM R VATUE

33 UNDERSTN UNDERSTANDING OF R VATUE
-1 

YES
2N0

SECTION E
QUESTION 22
34 SHOULDBE

SHOULD THERE BE A WARMTH RÀTING

SHOUTD THERE BE A WÀRMTH RÀTING 1

2

YES
NO

QUESTION 23
35 CONSUMER

I^IOUID CONSUMERS USE A WARMTH RÀTING

WOUTD CONSUMERS USE A WARMTH RATING 1

2

YE

NO

s

.1 
YES

2N0
36 YOU USE IüOUtD YOU USE A WARMTH RATING



T

x

1

:
124

37 FED GOVT SHOULD THE FED GOVT REQUIRE RATING

ôIIESTION 26 TMPORTÀNCE OF PROVISION OF WARMTH iNFORMATION

õHg NOI,TOWING SCÀLE APPLIES TO THE NEXT 2 VARIABLES

1 EXTREMELY UNIMPORTANT

2 SOMEWHAT UNIMPORTANT

3 NEITHER IMPORTÀNT NOR UNIMPORTANT

4 SOMEWHAT IMPORTANT

5 EXTREMELY IMPORTANT

1

2

3

YE
NO

S

QUESTION 27 FORM PREFERENCE IN t^¡HICH WARMTH ]NFORMATiON / COl"il'fUNICATED

õHn norlol¡lNc vÀLUES APPLY T0 THE NEXT 6 vARIABLES
1 NEWSPÀPER, MAGAZTNE
2 SPECIAL LABEL
3 SALESPERSON
4 PAMPHLETS IN STORE

5 REMOVEABLE PRODUCT TAGS

6 OTHER

3B

39

40 FORM '1

41 FORM 2

42 FORM 3

43 FORM 4

44 FORM 5

45 FORM 6

SECTION F

QUESTION 2B

46 OWN

CHI LDREN
ADULT

UNDECIDED

IMPORTANCE OF I^¡ÀRMTH INFORMÀTTON ON CHiLDREN'S GÀRMENTS

IMPORTANCE OF WARMTH INFORMATION ON ADUL?'S GARMENTS

FI RST PREF'ERENCE

SECOND PREFERENCE
THiRD PREFERENCE
FOURTH PREFERENCE
FIFTH PREFERENCE
SIXTH PREFERENCE

HOW MANY COATS/JACKETS OWNED?

ACTUÀL NUMBER OWNED

QUESTTON 29 HOW MANY COATS/JACKETS PURCHASED

47 SELF COATS PURCHASED FOR SELF IN PAST 5 YEARS

48 OTHERS COATS PURCHASED FOR OTHERS IN PÀST 5 YEARS

SECTION G

THE FOLLOWING SCÀtE APPLIES TO QUESTIONS 30 AND 32

1 NOT ÀT ALt FAMITIÀR
2

3

4

5 EXTREMELY FÀMILIAR

QUESTION 30 FAMiLIARIITY WITH THE TEXTILE LABETLING ÀCT

49 TEXTLABL FAMILIÀRITY WITH THE TEXTTTE IÀBELIING ACT

THE FOLLOWING SCALE ÀPPIIES TO QUESTIoN 31 AND 33

1 NEVER
2 SETDOM
3 OCCASIONATTY



t¿5

4 OFÎEN
5 ÀLWAYS

OUESTION 31 USE OF TNFORMATION PROVIDED BY TEXTITE LABELLING ACT

sO USE TEXT EXTENT OF USE OF TEXTILE LABELLING ACT

OUESTTON 32 FAMTLIARITY WITiI THE CÀNÀDIAN CARE LÀBELLING SYSTEM
, SI CARELABL FÀMILIÀRITY WITH THE CARE LABELLING SYSTEM

OUESTION 33 USE OF INFORMAT]ON PROVIDED BY THE CARE LÀBELLTNG SYSTEM

52 USE CARE EXTENT OF USE OF THE CARE LABELLING SYSTEI'4

SECTION H DEMOGRAPHIC AND SOCIOECONOMIC INF'ORMÀTION

QUESTION 34 AGE

53 AGE AGE

1 UNDER 25
2 25-34
3 35 - 44
4 45-54
5 55-64
6 65 AND OVER

QUESTIoN 35 SEX
54 SEX SEX

1 MÀLE
2 FEMALE

QUESTI0N 36
55 EDUCATIO

LEVET OF EDUCATION COMPLETED
HIGHEST LEVEL OF EDUCATION COMPLETED

1 NO SCHOOL
2 ELEMENTARY
3 HIGH SCHOOL
4 NON-UNTVERSTTY (TEcFINICAL/NURSING)

5 UNIVERSITY GRADUÀTE
6 POST_GRADUATE DEGREE

QUESTION 37 OCCUPATiON
56-57 OCCUPÀTN OCCUPATION CLASSIFICÀTION

0,1 SEIF-EMPLOYED PROFESSIONALS
02 EMPTOYED PROFESSIONALS
03 HIGH TEVEL MÀNAGEMENT

O4 SEMI -PROFESSIONÀLS
O5 TECHNICIÀNS
O6 MIDDLE MANÀGEMENT

07 SUPERVISOR
O8 FOREMÀN

O9 SKILTED CTERICÀL-SALES-SERVICE,10 SKIItED CRAFTS ÀND TRADES
1 1 FARMERS

12 SEMiSKIttED CLERiCAt-SAtES_SERVICE
13 SEMISKiLIED CR0FTS ÀND TRÀDES
14 UNSKILLED CLERICAL-SALES_SERVICE
,1 5 UNSKI LIED LABORERS
4,6 FARM LABORERS



t¿6

1'7 STUDENT
18 HOMEMAKER

OUE
STiON 38 EMPLOYMENT STATUS

EMPLOYST EMPLOYMENT STATUS

1 FULL TTME

2 PART-TIME
3 UNEMPLOYMENT

4 RETTRED
5 IN SCHOOL

6 HOMEMAKER

7 OTHER

5B

NIIRSTION 39 NUMBER OF PEOPLE L]VING IN HOUSEHOLD

Éé-- PEOPHOUS NUMBER OF PEOPLE LIVING ]N HOUSEHOLD

60 CHILD 1 CHILDREN IN HOUSEHOLD UNDER 6 YEARS OF AGE

6i CHILD z IHILDREN IN HoUSEHOLD FRoM '1 - 12 YEARs 0F ÀGE

øZ CHILD 3 CHILDREN IN HOUSEHOLD FROM 13 _ 19 YEÀRS OF AGE

QUESTION 40 TOTÀL INCOME

æ_øq INCOME TOTAL INCOMB

01 UNDER $10,000
02 10,000 - 14,999
03 1 5,000 - 19 ,999
04 20,000 - 24,999
05 25,000 - 29 ,999
06 30,000 - 34,999
07 35,000 - 39,999
08 40,000 - 49 ,999
09 50, oo0 - 59,999
1o 60,000 - 69,999
11 70,000

QUESTION 3 YEAR WH

65 YRPURCH
1 TFII S YEAR
2 2 YEARS AGO

3 3 YEARS AGO

4 4 YEARS ÀGO

5 5 YEÀRS ÀGO

EN GARMENT WÀS PURCHASED

NUMBER OF YEARS AGO COÀT PURCHASED



ID

SAS

FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

6
7

I
9

10
11

12
13
14
IJ

16
17
18
19
20
21

22
23
24
25
26
27
28
29
30
JI
32
33
34
35
36
37
38
39
40
41

42
43
44
45
46
47
4B
49
50
51

52
53
54
55
56

1

2

3

4
5

6
7

I
9

'10

'11

12
13
14
15
16
17
18
19
20
21

22
23
24

26
27
28
29
30
31

3¿
33
34
35
36
37
38
39
40
41
42
43
44
45
46
47
48
49
50
51

52
53
54
55
56

1 ,587
1 .587
1 .587
1 .587
1 .587
1 "587
1"587
1 .587
1 "587
1 "587
1"587
1 .587
1 .587
1 .587
1.s87
1"587
1.s87
1 .587
1 "587
1 .587
1 .587
1 .587
1 .587
1 .587
1 .587
.1 

.587
1 .587
'1 .587
1"587
1 .587
'1 . s87
1 ,587
1 .587
1 .587
1 .587
1 .587
1 "587
1 .587
1 .587
1"587
1 .587
1 .587
1 ,587
1 .587
1 .587
1 .587
1 ,587
1 .587
1 .587
1 .587
.1 

.587
1.s87
1 .587
1 .587
'1 ,587
1"587

1 .587
3"175
4.762
6,349
7 .937
9.524

1'1"1'11
12 "698
14 ,286
15.873
17 ,460
'1 9. 048
20.635
¿¿. ¿¿¿
23 .81 0

25,397
26,984
28 "571
30.'1s9
31 ,7 46
33.333
34,921
36. s08
38.095
39.683
41 ,270
42.857
44.444
46,032
47 ,619
49,206
50.794
52.381
53.968
s5.556
57.143
58.730
60.317
61 .905
63,492
6s.079
66 ,667
68.254
69.841
71,429
73,016
7 4 ,603
76. 1 90
77 .778
79.365
80 .952
82. s40
84,127
85.714
87 ,302
88 .889



SÀS

ID
5'l
58
59
60
61

62
63

FREQUENCY
1

1

I

1

1

1

1

FREQUENCY

CUM FREQ
57
s8
59
60
61

62
63

PERCENT
1 .587
1 .587
.1 .587
1 .587
1 .587
'1 . 587
'1 .587

CUM PERCENT
90 .476
92.063
93 

" 6s1
9s " 238
96.82s
98 .41 3

1 00.000

TYPE CUM FREQ PERCENT CUM PEREENT

1

2

3

44
18

I

44
62
63

69.841
28,571

'1 .587

69"841
98.413

1 00 .000

PRI CE FREQUENCY

3

2

1

1

4

2

1

I

1

1

1

5

2

I

1

1

I

1

1

4

I

1

1

1

6
1

3

1

I

I

4

3

1

1

1

1

CUM FREQ

3

5

6
7

lt
13
14
15
tb
17
18
23
¿a
26
27
28
29
30
JI
35
36
37
38
39
45
46
49
50
51

52
s6
59
60
61

62
63

PERCENT CUM PERCENT

30
40
50
58
60
75
80
85
90
95
99

100
110
125
129
130
135
145
149
150
160
165
169
189
200
225
250
275
290
299
300
325
340
400
450
495

4,762
3.175
'1 .587
1 .587
6.349
3"175
1 .587
1 "587
1 .587
1 .587
1 .587
7;93'7
3.175
1 .587
1 .587
1 .587
1 .587
1 .587
1 .587
6.349
1 .587
1 .587
1 .587
'1 

" 587
9,524
1 .587
4"762
'1 

" 587
1 .587
1 .587
6,349
4,762
1 .587
1 ,587
.1 

.587
1.s87

4,7 62
7 ,937
9.524

11.11'1
'17 .460
20 .635
22.222
23.810
25,397
26,984
28 ,571
36. s08
39.683
41 ,27 0
42.857
44 .444
46,032
47 ,619
49.206
55.556
5"1 ,143
58.730
60.317
61 .90s
'71.4?9
73.016
77 ,77I
79,365
80.9s2
82.540
88.889
93.651
9s.238
96.825
98.413

'100 .000



FÀBRIC FREQUENCY

sÀs

CUM FREQ PERCENT CUM PERCENT

*Í
I

I

I

I

t

I

i1

2

3

4

5

6

11

3'1

6

3
¡

5

4

JI
37
40
43
48
52

s9,61s
1 1 ,538
5.769
5,769
9.61s
7.692

59.61 5
71,154
7 6 "923
82,692
92.308

1 00.000

crosuRE FREQUENCY CtM FREQ PERCENT CUM PERCENT

I

2
?

2

34
I

19

34
42
61

ss.z¡g
13.115
31.148

ss"z¡e
68.8s2

1 00.000

INSUTATE FREQUENCY CUM FREQ PERCENT CUM PERCENT

I

2

3

4

5

6
7

11

11 11

20
43
45
46
49
52

21 ,154
1 7.308
44,231

3 .846
1 ,923
5,769
5.769

21 ,154
38,462
82,692
86. s38
88.462
94,231

1 00.000

9

23
2

1

2

SPFEÀTUR FREQUENCY CUM FREQ PERCENT CUM PERCENT

ì
2

+

6
7

34
I
1

2

2

11

I
13
14
16
18
29

27 ,586
17 ,241

3 .448
6.897
6.897

37.931

27'.586
44,828
48 ,27 6
55.172
62.069

1 00.000

DATEPUR FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

J

4
q

6

I
9

9
3

6
7

7

14
12

3

2

9
12
18
25
32
46
58
61
63

14,286
4,762
9.524

1'1.'1'11
|.llr
22.222
1 9.048
4.762
3.17s

14 ,286
1 9.048
28,571
39.683
50.794
73.01 6

92,063
96.825

100.000



OFTNWORN FREQUENCY

SÀS

CUM FREQ PERCENT CUM PERCENT

B
lil
:.a.

1

2

3

4

1

9
27
26

1

10
37
53

1 .587
14 .286
42,857
41,270

1"587
15"873
58"730

100"000

oecAslol FREQUENCY CUM FREQ PERCENT cUM PERCENT

1

2

1

56
6

56
62

90.323
9,677

90,323
1 00.000

occÀslo2 FREQUENCY CUM FREQ PERCENT CUM PERCENT

i
2

.1

40
22

4ô
62

64,51 6

35.484
64.51 6

1 00.000

occAsro3 FREOUENCY CUM FREQ PERCENT CUM PERCENT

1

2

1

36
26

36
62

58.06s
41 .935

s8.065
1 00.000

occAsro4 FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

,1

3

59
3 ¿.e¡g

9s.161
4.839

1 00.00062

occÀslo5 FREQUENCY CUM FREQ PERCENT CUM PERCENT

I

2

52
10

1

ró
11

go.gog
9.091

90.909
1 00.000

BRANDNA6 FREQUENCY CUM FREQ PERCENT CUM PERCENT

i
2

3

4

5

1

31
10
11

6
4

sì
41

52
58
62

so. ooo
16.129
17 ,7 42
9,677
6,452

s0.000
66,129
83.871
93. 548

1 00.000

FÀBRIC6 FREQUENCY CUM FREQ

I

2

12
31

63

PERCENT CUM PERCENT

1

2

3

4
5

1

I

'10

19
32

1 .587
'1 .587

1 5.873
30.1 s9
50.794

1 .587
3.175

1 9. 048
49,206

1 00.000



EÀSECAR6

SAS

FREQUENCY CUM FREQ PERCENT CUM PERCENT

I

2

3

4

5

1

1

5

14
24
18

1

6

20
44
62

l.glg
8.06s

22,581
38.710
29.032

1 .613
9 "677

32.258
70.968

1 00,000

WARMTH6 FREQUENCY CUM FREQ PERCENT CUM PERCENT

3

4

5

2

17
44

2

19
63

3.175
26.984
69 .84 1

3.175
30"159

1 00.000

coloR6 FREQUENCY CUM FREQ PERCENT CUM PERCENT

)
3

4

5

1

2

11

18
31

2

13
31

62

3,226
17 .7 42
29,032
50.000

3.226
20 "968
50.000

1 00.000

tINING6 FREQUENCY

1

2

9
16
22
'13

CUM FREQ PERCENT CUM PERCENT

.'

I

2

3
t+

5

)
.11

27
49
62

3,226
14.5'16
2s.806
35.484
20.968

3.226
17 "742
43
79

100

. 548
,032
.000

STYIE6 FREOUENCY CUM FREQ PERCENT CUM PERCENT

2

J
4

5

1

6
19
37

1

-
26
63

'1 . s87
9,524

30.'159
58.730

1 .587
'1'1.111

41,270
1 00.000

PRiCE6 FREQUENCY CUM FREQ PERCENT CUM PERCENT

i
2

3

4
5

2

I
15
19
I

'1'1

I
23
42
50
61

13.115
24.594
3'1 .148
13.'115
1 8.033

13.115
37,705
68.8s2
81 ,967

1 00.000

INSUIAT6 FREQUENCY CUM FREQ PERCENT CUM PERCENT

2

4
5

3

6
16
14
24

6
22
36
60

'1 0.000
26,66-l
23.333
40.000

1 0.000
36,667
60.000

1 00.000



COMFORT6 FREQUENEY

SÀS

CUM FREQ PERCENT CUM PERCENT

¿
)
J

4

5

1

1

¿¿
39

'1

2

24
63

1 .587
1 "587

34 "921
61 .905

1"587
3..17s

3B " 09s
100"000

WINDPRF6 FREQUENCY CUM FREQ PERCENT CUM PERCENT

2

3

4

5

5
IJ
1'7

28

5

18
35
63

'7 
"93'l

20.635
26.984
44.444

7 .937
28 "571
55,556

1 00.000

QUATITY6FREQUENCYcUMFREQPERCENTcUMPERCENT

3

4

5

I

3

2D

39

?

23
62

4.839
32,258
62,903

4"839
37 ,09'7

1 00.000

FI T6 FREQUENCY

¿

1

1

2

11

46

CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

ì
2

4

15
61

1

1

3
.18

75

. o¡g

.639

.27 9

.033

.4'1 0

1 ,639
3,279
6, 557

24.590
1 00.000

SPFEAT6 FREQUENCY

5

I
9

14
13
.14

CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

I
17
31

44
58

13.793
15.517
24,138
22 .41 4

24,138

1 3.793
29. 31 0

53.448
75,862

1 00.000

oTHER6FREQUENCYcUMFREQPERCENTcUMPERCENT

?

4

5

54
1

2

6

ì
3

9

ll.lll
¿¿. ¿¿¿
66 "667

11.111
33.333

1 00.000



TMPORTl FREQUENCY

sAs

CUM FREQ PERCENT CUM PERCENT

1

2

4

5
7

I
9

10
12
13
15

1

5

25
1

13
?

?

1

4

5

1

,1

6

32
33
46
49
52
53
57
62
63

1 .587
7 "937

41 .270
'1 . s87

20.535
4.'.l 62
4"762
'1 , 587
6. 349
7 .937
1 ,587

1 .587
9.524

50 
" 
794

s2 . 38'1
73"016
77 .778
82.540
84.127
90 .47 6
98 .41 3

1 00.000

IMPORT2

2

3

4
5
7

I
9

10
'11

12
13
14
15

FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

6
1

6
4
U

3

1

9

I
7
q
,1

2

6

13
17
27
JU

31

40
48
55
60
bl
63

9,524
1 .587
9.524
6.349

15"873
4,762
1 .587

14.286
12.698
1'1 "111

7 ,937
1 .587
3"175

9,524
11.111
20.635
26.984
42.857
47 .619
49,206
63.492
76"190
87.302
9s.238
96.82s

1 00.000

IMPORT3

2
?

4

5
7

I
9

10
11

12
13
14

FREQUENCY CUM FREQ PERCENT CUM PERCENT

3

2

I
I

12
3

1

10
J

6

5

¿

3

5

13
21

33
36
37
47
50
56
61

63

4,762
3,175

12,698
1 2.698
1 9.048

4 .'7 62
1 .587

15.873
4.762
9.524
7 ,937
3.175

4,7 62
7 .93'l

20.63s
33.333
s2.381
57.143
58"730
74.603
79.365
88.889
96.825

'100.000



SAS

IMPORT4 FREOUENCY CUM FREQ PERCENT CUM PERCENT

I

2
?

4

5

6

7

I
9

.10

11

12
13
14

1

3

3

6

'1

5
2

1

6
1

7

15
4

1

4

7
'13

20
21

26
29
30
36
37
44
59
53

1 .587
4.762
4.7 62
9 "524

11"111
1"587
7 ,937
4,7 62
1.s87
9.524
1 .587

11.111
23.81 0

6. 349

1 .587
6,349

1'1 .111
20.635
31 ,7 46
33.333
41 ,27 0

46,032
47 ,619
57,143
58.730
69.84 1

93.651
'100.000

MAINREÀS FREQUENCY CUI'{ FREQ PERCENT CUM PERCENT

;
2

4
tr

7

I
9

'10

12
13
1s

1

¿

2

9
4

18
6
1

3

3

I

13

2

4
13
17
35
41

42
45
48
49
62

3,226
3"¿¿6

14.s16
6.452

29,032
9.677

3.226
6.452

20.968
)1 Â,1q

56.452
66,129
67 .7 42
72.581
77,419
79.032

1 00.000

I

4

4

1

20

.613

.839

.839

.613

.968

SATDIS FREQUENCY CUM FREQ PERCENT CUM PERCENT

I

2

4

5

1

5
'1

I
47

1

6
7

16
63

1 .587
7 ,937
1 .587

14 ,286
7 4 ,603

1 .587
9,524

1'1.'111
25,397

1 00.000

SÀTISFY FREQUENCY CUM FREQ PERCENT CUM PERCENT

4

5

7

I
10
12
13
15

2

9

3

7
.1

7

I
3

J

19
22
29
30
37
45
48
61

31.148
4.918

11 "475

31.148
36,066
47 "541
49"180
60,656
73,770
78,689

'100.000

1

11

13
4

21

.639
,47 5
.'115
.918
.311



SÀS

FREQUENCY CUM FREQ

I

DI SSÀT PERCENT CUM PERCENT

)
3

5

6
10
11

12
13
14
15

4 2

1

1

2

1

2

2

¿

1

3

6

ì
2

4

5

7

9
I
12
15
21

4,7 62 4,762
9.524

1 9. 048
23,81 0

33.333
42.857
52.381
57,143
71,429

1 00.000

4,7 62
9,524
4"762
9 "524
9 "524
9.524
4"762

14.286
28 ,571

sTytEl 2 FREQUENCY CUM FREQ PERCENT cUM PERCENT

I

2

3

4

5

2

3

5

23
19
11

å

I
JI
50
61

¿.gle
8.197

37,705
31.148
1 8.033

4"918
13.115
50.820
81 .967

'100.000

PRI CE1 2 FREQUENCY

2

I

22
17
14

CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

I

I
30
47
61

1 .639
11 ,475
36.066
27.869
¿¿.JJ t

1 "639
13"115
49. 1 80
77 ,049

1 00.000

COLOR-1 2 FREQUENCY CUM FREQ PERCENT CUM PERCENT

;
2

3

4

5

1

2

12
27
14

7

2

14
41

55
õ¿

3,226
1 9. 3ss
43.548
22,581
11 .290

3 "226
22,581
66.129
88.710

1 00.000

FÀBRIC12 FREQUENCY CUM FREo PERCENT CUM PERCENT

1

2

J

4

1

11

20
14
10

7
'18

38
52
62

11 "290
17 ,7 42
32,258
22,581
16,129

11 ,290
29.032
61 .290
83.871

1 00.000



SAS

CUM FREQ

I

CAREI 2 FREQUENCY PERCENT CUM PERCENT

1

2

J
4

5

2

9
13
28
I
2

9

22
50
58
61

14 .754
21 .311
45,902
'13.115

4.918

14"7 54
36 

" 
066

81,967
95 " 082

1 00.000

SPFEÀT12 FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

4
4

10
17
16
12

4

14
31

47
59

5"780
16 ,949
28 ,814
27 ,119
20.339

6"780
23.729
52,542
79 "661'100.000

I^IARMTH12 FREQUENCY

1

5
6

18
'19

14

CUM FREO PERCENT CUM PERCENT

ì
2

3

4

5

5
'11

29
48
62

e. oes
9 "677

29.032
30.645
22,581

8"06s
17 ,7 42
46,77 4

77.419
1 00.000

INSULA'12 FREQUENCY

I

I
9

22
15
I

CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

I
17
39
54
62

12.903
14.516
35.484
24,194
12.903

1 2.903
27,419
62.903
87 .097

1 00.000

WINPRF12 FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

3

4

13
19
13
tt

4

17
36
49
60

6.667
¿t.66t
31 .667
21 .667
'1 8.333

6 ,667
28,333
60 

" 
000

81 ,667
1 00.000

oTHERI2FREQUENCYcUMFREQPERCENTcUMPERCENT

1

4

5

60
1

1

1

I

2

3

33 " 333
33.333
33.333

¡¡. g¡¡
66,667

1 00.000



FEÀTURE1

SAS

FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

3

5

6
7

I
9

10
11

1

I
3

2

1

4

1

4
?

3

3

5
tb
19
23
24
38
41

44
55

.)

3

20
5
7

1

25
5

5
20

,455
.636
.000

"455
"273
.81 I
.455
.455
.455
.000

s. ¿ss
9,091

29.091
34.545
41.818
43.636
69 " 091
7 4.545
80.000

1 00.000

FEATURE2

11

FREQUENCY CUM FREQ PERCENT CUM PERCENT

i
3

5

6
7

I
9

0

1

34
2

5

I

4

2
,7

2

2

4

2

7

I
12
14

6,897
17 .241

3 .448
13,793
6.897

24,138
6.897
6.897

13.793

6"897
24.138
27 .586
41 .379
48.27 6
7 2 ,414
79.31 0

86.207
100.000

21

¿3
25
29

SOURCEl FREQUENCY

9

54

CUM FREQ

9

63

PERCENT CUM PERCENT

1

2

14 ,286
85. 7.1 4

14 .286
1 00.000

SOURCE2 FREQUENCY

3

60

CUM FREQ

3

63

PERCENT CUM PERCENT

1

¿

4,7 62
95.238

4.7 62
1 00.000

SOURCE3 FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

36
27

36
63

57 .143
42,857

57.143
1 00.000

SOURCE4 I'REQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

29
34

29
63

46,032
53 .968

46,032
1 00.000

SOURCE5 FREQUENCV

56
7

CUM FREQ PERCENT CUM PERCENT

1

2

56
63

88,889
'11.1'11

88.889.100.000



souRcE6 FREQUENCY

sAs

CUM FREQ

20
63

CU},l FREQ

1

63

CUM FREQ

39
63

CUM FREQ

3

53

CUM FREQ

PERCENT CUM PERCENT

l1

2

20
43

31 .7 46
68.254

31 .7 46
1 00.000

SOURCET FRESUENCY

1

62

PERCENT CUM PERCEI{T

1

2

1 .587
98.413

1 "s87
1 00.000

SOURCES FREOUENCY PERCENT CUM PERCENT

1

2

39
24

61 .905
38.095

61 .90s
1 00.000

s0uRcE9 FREQUENCY

3

60

PERCENT CUM PERCENT

4,762
1 00.000

CUM PERCENT

1

2

4,762
95.238

THICKl 5 FREOUENCY PERCENT

1

2

4

5

6

2

3

12
17
11

9

9

3

15
32
43
52
61

4.9'18
19,672
27 .869
1 8.033
14 ,754
14 ,7 54

4.918
24,590
52.459
7 0 .492
85.246

1 00.000

WEÀVE1 5 FREQUENCY CUM FREQ PERCENT CUM PERCENT

2
a

4

6

1

1

14
20
18

9

;
15
35
53
62

1 .6'13
22,581
32.258
29,032
14 ,516

1.613
24,194
56,452
85.484

1 00.000

FÀBRTC15 FREQUENCY CUM FREQ PERCENT CUM PERCENT

:,
¿

3

4

5
6

I

1

7

23
27

4

1

I
31
58
62

1 .613
11 .290
3'7 ,097
43.548
6.452

1.6'13
12,903
50.000
93.548

1 00 .000



SPACEl 5

SAS

FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

6

4

1

1

10
16
16
'15

1

2

12
28
44
59

1 .695
1 .69s

16,949
27 "119
27 .119
25.424

1 "695
3.390

20.339
47.458
74"576

1 00.000

IENGTHI 5 FREQUENCY CUM FREQ PERCENT CUM PERCENT

i
2

3

4

5

6

5

4

2

9
25
16

2

;
6

'15

40
s6
58

6.897
3 .448

15.517
43.1 03
27.586

3.448

6,897
1 0.345
25 "862
68 " 966
96.5s2

1 00.000

SPFEATI 5 FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

J

4

5

6

3

1

6

tt
20
19

3

1

1

18
38
57
60

1 .667
'10.000

1 8,333
33.333
31,66''l
5. 000

1 .667
ll.bb/
30.000
63 " 333
95.000

1 00.000

LINING-15 FREQUENCY

?

1

5

I
20
24

2

CUM FREQ PERCENT CUM PERCENT

I

¿

3

4

5

6

1

6
14
34
58
60

1,667
8.333

'13.333

33.333
40.000

3.333

1 ,667
1 0.000
23.333
56.667
96.667

1 00.000

INSULÀ15 FREQUENCY CUM FREQ PERCENT CUM PERCENT

:
I

2

3

4

5

6
I

1

3
'10

42

1

2

5

15
tr1

1

1

5

17
73

'.754

.754

.263

.544

.684

1 ,754
3.509
8,772

26,316
1 00.000

OTHERIS FREQUENCY CUM FREQ PERCENT CUM PERCENT

3

5

59
2

2

2

4

50.000
s0.000

50.000
1 00.000



BRANDI6 FREQUENCY

SAS

cuM FREo PERCENT CUM PERCENT

1

3

4

5

5

4

18
36

9
27
63

7 .937
6.349

28 .571
57.143

7 "937
14,286
42.857

1 00.000

FÀBRIC16 FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

3

4

5

I

6
27
29

1

'l

34
63

1 "587
9.524

42.857
46.032

1"587
11"111
s3.968

" 
1 00.000

CUM PERCENTAMTINS'16 FREQUENCY CUM FREQ PERCENT

I

2

3

4

5

3

9
23
17
11

?

12
35
52
63

4,762
14 ,286
36.508
26,984
17,460

4.7 62
1 9. 048
55.556
82. 540

.100.000

STYIEl 6 FREQUENCY

I

6
2

17
18
18

CUM FREQ PERCENT CUM PERCENT

;
¿

3

4

5

å

9

26
44
62

9,677
4.839

27,419
29,032
29,032

9.677
14.516
41 " 935
70.968

1 00.000

TYPINSl 6 FREQUENCv

I

2

17
22
21

CUM FREQ PERCENT CUM PERCENT

i
3

4

5

2

19
41

62

3.226
27,419
35.484
33.871

3.226
30.64s
66.129

1 00.000

SPFEAT1 6 FREQUENCY CUM FREQ PERCENT CUM PERCENT

ì
2

3

4

5

2

2

14
16
17
12

)
16
32
49
6'1

3,279
22.951
26,230
27,869
19,672

3,279
26,230
52,459
80.328

1 00.000



STOREl 6

sÀs

FREQUENCY CUM FREQ PERCENT CUM PERCENT

ì
2

3

4

5

1

5

3

16
10
28

5

I
24
34
62

I
4

,)tr
LJ

16
45

. oes

.839

.806

"129
. 161

8"065
1 2.903
38.710
54.839

1 00,000

VÀLUE FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

2B

10
18

4

3

28
38
56
60
63

44.444
1 5.873
28 ,571

6.349
4,7 62

44.444
60.317
88 " 889
95.238

1 00.000

COMPQUÀL FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

17
20
15
I
3

17
37
52
60
63

26,984
31 ,7 46
23.81 0

12,698
4,762

26.984
s8.730
82.540
95.238

1 00.000

SATESTÀF FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

4
J

1

41

I
6
4

3

+i
49
55
59
62

66,129
12.903
9,677
6 ,452
4.839

66,129
79.032
88.710
9s. 1 61

1 00.000

FiNDINFO FREQUENCY

2

28

CUM FREQ PERCENT CUM PERCENT

i
2
?

4

5

6
n

I
9

28
34
44
52
61

¿s. goz

9.836
1 6.393
13.115
14 .'t54

45'.g02
55.738
72,131
85,246

1 00.000

INFOTABL FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

32
12
10

6
¿

3¿
44
54
60
63

50
19
t5
9

4

794 50.794
59.841
85. 71 4

95. 238
'100.000

.048

.873

.524
,7 62



MANUFACT FREQUENCY

sAs

CUM FREQ PERCENT CUM PERCENT

1

2
?

4

5

2

31
15

tr

6
4

3i
46
51

57
6'1

50.820
24.590

8"197
9,836
6"557

50 
" 
820

75"410
83.607
93.443

'100.000

HEÀRDRV FREQUENCY CUM FREQ

25
63

CUM FREQ

PERCENT CUM PERCENT

1

2

25
38

39.683
60.317

39.683
'100.000

KNOWIEDG FREQUENCY PERCENT CUM PERCENT

ì
2
?

4

5

3

38
12
I
1

I

38
s0
58
59
60

63.333
20.000
1 3.333

1 ,667
1 ,667

63.333
83.333
96.667
98.333

1 00.000

UNDERSTN FREQUENCY CUM FREQ PERCENT CUM PERCENT

i
2

I

22
38

22
60

36 "667
63.333

36 .667
1 00.000

SHOULDBE FREQUENCY

56

CUM FREQ PERCENT CUM PERCENT

1

¿

56
63

88.889
11.111

88.889
1 00.000

CONSUMER FREQUENCY

I

54
B

CUM FREQ PERCENT CUM PERCENT

;
2

54
62

87 .097
12.903

87.097
100.000

YOUUSE FREQUENCY CUM FREQ PERCENT CUM PERCENT

i
2

I

55
7

55
62

88"710
11,290

ee. zl o

1 00.000

FEDGOVT FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

3

36
15
12

36
51

63

57,143
23 .81 0

1 9. 048

57.143
80 " 9s2

1 00.000



CHI LDREN

sAs

FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2
)
J

4

5

13
3

4

I
35

13
16
20
28
63

20.535
4.762
6, 349

12,698
55. 5s6

20.635
25 "397
31 ,7 45
44.444

100"000

ÀDUtT FRESUENCY CUM FREQ PERCENT CUM PERCENT

,1

2

3

4

5

9

B

7

18
21

9
1'1

24
42
63

14 .286
12,698
11.1'11
28 "571
33.333

14.286
26.984
38.095
66.667

1 00.000

FORMI FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

6

3

2

46
2

2

7

1

2

48
50
52
59
60

3"333
7 6 ,667

3.333
3.333

11.667
1,667

3.333
80.000
83.333
86.667
98.333

'100.000

FORM2 FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

23
2
J

4

7

7

19

3

7

14
21

40

7.500
1 0.000
1 7.500
17.500
47.500

7.500
'17.500

3s.000
52.500

1 00.000

FORM3 FREQUENCY CUM FREQ PERCENT CUM PERCENT

:
I

2

3

4

5

2'l
I
3

J

17
5

I
11

14
31
36

22.222
8.333
8.333

47.222
1 3.889

22,222
30. s56
38 .889
86.111

1 00.000

FORM4 FREOUENCY CUM FREQ PERCENT CUM PERCENT

i
2

3

4

31

10
1

10
I
3

1ö
11

21

29
32

3'1 .250
3.125

31 .250
2s. 000
9.375

31.2s0
34.375
65.625
90,625

100"000



FoRM5 FREQUENCY

SÀS

CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

34
11

2
10

1

5

11

13
23
24
29

37,931
6.897

34 .483
3 .448

17 .241

37.931
44 .828
79.31 0

82.759
1 00.000

FORM6 FREQUENCY

63

FREQUENCY

CUM FREQ PERCENT CUM PERCENT

0I^lN CUM FREQ PERCENT CUM PERCENT

)

4

6

I
9

4
7

12
11

10
B

4
7

4
11

23
34
44
52
56
53

6,349
11.111
1 9,048
17,460
1 5.873
12.698
6.349

1'1 .111

6.349
|',t,460
36.508
53 " 

968
69. 84 1

82,540
88 .889

'100.000

SEtF FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

6

B

9

I

5

9
7

4
tr

5
3

2
7

5
14
3'1

45
50
55
58
60
53

7 .937
14.286
26.984
22 "222

7 .937
7 ,937
4,762
3.'17s
4.762

7 .937
¿¿. ¿¿¿
49.206
71,429
79,365
87 ,302
92,063
95.238

1 00.000

OTHERS FREQUENCY CUM FREQ PERCENT CUM PERCENT

0

1

2

3

4

J

6
7

9

9
7

I
5
4

I

6

3

2

I

15
20
24
25
31

34
36
44

1 s.909
18.182
11 .364
9"091
2,273

1 3.636
6.818
4.545

18. 182

1 5.909
34.091
45.455
54.545
s6.81 I
70.455
77.273
81 .81 I

1 00.000



SAS

TEXTTABL FREQUENCY CUM FREQ PERCENT CUM PERCENT

I

2

3

4

5

18
12
11

tb
6

18
30
41
57
63

28 ,571
1 9.048
17 .460
25,397
9,524

28 .571
47 .619
65.079
90 .47 6

1 00.000

USETEXT FREQUENCY CUM FREQ PERCENT CUM PERCENT

I

2

J

4
E

J

IJ
3

9

16
19

13
16
25
41

60

21 " 66'1
5.000

1 5. 000
26.667
31.667

21 .667
26,667
41 .667
68.333

100.000

CARELÀBI FREQUENCY CUM FREQ PERCENT CUM PERCENT

I

2
{

4

5

15
3

'18

20

t5
18
25
43
63

23.81 0

4,7 62
11.111
28 .571
31 .'t 46

23.81 0

28 ,571
39.683
68.254

1 00.000

USECÀRE FREQUENCY CUM FREQ PERCENT CUM PERCENT

i
2
?

4

5

¿

12
5

7

17
19

1;
17
24
41

60

20.000
8.333

11,667
28.333
31 .667

20.000
28.333
40.000
68.333

100"000

ÀGE FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

2

3

4

5

6

9
1',l

20
10

6
1

9
26
46
56
62
63

14 .286
26.984
31 ,7 45
15.873
9,524
1 .587

14 ,286
41 .270
73.0'16
88 .889
98.413

1 00.000

SEX FREQUENCY CUM FREQ PERCENT CUM PERCENT

1

¿

t5
48

'1s

63
23.810
7 6.190

23 .81 0

1 00.000

EDUCÀTIO FREQUENCY CUM FREQ PERCENT CUM PERCENT

J

4

5

6

¿3
I

22
10

23
31

53
63

36 " 508
12,698
34.921
1 5.873

36. 508
49,206
84,127

1 00.000



SAS

OCCUPÀTN FREQUENCY CUM FREQ PERCENT CUM PERCENT

2

3

4

6
7

9
10
12
13
17
1B

'13

4

5

9
2

B

1

11
1

5

4

FREQUENCY

IJ
17
22
31
33
41
4¿
53
54
59
63

20.635
6, 349
'Ì .937

14 .286
3.175

12,698
1 .587

17 ,460
'1 ,587
7 ,937
6.349

20.635
26,984
34,921
49,206
52.381
65. 079
66 ,667
84,127
85"714
93 " 6s1

100"000

EMPTOYST CUM FREQ PERCENT CUM PERCENT

1

2

5

6

45
10

4

1

45
55
58
62
63

71,429
1 5.873
4,762
6.349
1 .587

'71 ,429
87 "302
92.063
98. 41 3

100"000

PEoPHoUsFREQUENCYcUMFREQPERCENTcUMPERCENT

1

2

3

4

5

6

I
7

tt
11

I
10

1

7

24
35
44
54
trtr

12 "727 12.727
43.636
63,636
80.000
98.1 82

1 00.000

30
20
16
18

1

,909
.000
,364
.182
.81 I

CHILD1 FREQUENCY CUM FREQ PERCENT CUM PERCENT

n

1

2

3

30
21

I
3

1

21
29
32
33

63.636
24,242

9.091
3.030

63.636
87 .879
96 ,97 0

1 00.000

CHItD2 FREQUENCY CUM FREQ PERCENT CUM PERCENT

0

1

2

32
19

9
3

19
28
31

61.290
29,032
9,677

61.290
90. 323

'100.000

CHItD3 FREQUENCY CUM FRES PERCENT CUM PERCENT

0

1

2
?

4

29
15
12

4

2

1

15
2'l
31

33
34

44. 1 
'18 44.118

79 ,412
91,176
97.059

1 00.000

35,294
11 ,7 65
5.882
2.941



INCOME

SAS

FREQUENCY CUM FREQ PERCENT CIjM PERCENT

I

2
")J

4

5

6
7

I
9

10
11

J
I

I

2

4

6
6

3

tþ
5

7

10

FREQUENCY

ì
2

4

I
14
20
23
38
43
50
60

1'.667
1 .667
3.333
6.667

1 0.000
1 0.000

5.000
25 " 000

8.333
11 ,667
1 6 ,667

t.eer
3.333
6 ,667

13 " 333
23 " 333
33.333
38.333
53 " 333
71 "667
83.333

1 00.000

YRPURCH CUM FREQ

63

PERCENT CUM PERCENT

100"000 100'00063




