FASHION ACCEPTANCE: RELATIONSHIP TO
SOCIAL ORIENTATION AND SOCIAL CLASS

by
DIANE YOUNGERS HICKS

B.S., Kansas State University, 1969

A MASTER'S THESIS
submitted in partial fulfillment of the
requirements for the degree
MASTER OF SCIENCE

Department of Clothing, Textiles
and Interior Design

KANSAS STATE UNIVERSITY
Manhattan, Kansas
1970

Approved by:

4 ]

C peliml
Majo; Professor



s o
L W

ACKNOWLEDGEMENT

My thanks to my committee members for their guidance and
to my husband for his statistical aid, encouragement and
patience. A special thanks to my advisor, Dr, Jessie
Warden, for invaluable ideas and assistance.



TABLE OF CONTENTS

Page
LIST OF TABLES ¢« o o« s« ¢« ¢ v ¢ s ¢ ¢ 5 a » 2 5 5 5 2 3 s ¢ ¢ iv
Chapter
1. INTRODUCTION o « o o o ¢ o o ¢ o ¢ ¢ o ¢ s s o ¢ @ 1
2, REVIEW OF LITERATURE + o o o o s o s s o » s o o o » 4
Fashion Diffusion o« « s o o v o ¢ o v o« s o » ¢ 4
Social Orientation + « o s s o s o o « o s o s 7
Soclo-Economic Statud + o 4 ¢ o o ¢ v s 2 ¢ s ¢ o 10
Fashion Motivation .« o+ s ¢ o o o s s ¢ ¢ o o o & 15
3. PROCEDURE 4 ¢ ¢« s o 2 ¢ 8 s 6 o o 9 o ¢ o ¢ 8 ¢ v & 17
Development of Questionnaire . o ¢« s o s o ¢ o v » 17
The Sample o+ o o o o ¢ ¢ s s ¢ ¢ 2 o ¢ o ¢« ¢ v o o 21
y
Administration of Questionnaire . ¢« « o+ « ¢ o o « & 22

Method of Statistical Analyeis .+ « « o ¢ o ¢ ¢ o & 23
4, FINDINGS 4 ¢ o ¢« s s o ¢ s o s s 2 o ¢ ¢ ¢ s ¢« o ¢ s » 24
Social Orientation o o « o s » s s o o o s s o o o &« 24
Fashion Acceptance v+ « s » & ¢ ¢ o« o s s o o o « o & 25
Social Orientation and Fashion Acceptance ., + o « » 27
Social ClasB 4+ » s s o« o 6 ¢ ¢ s ¢ o ¢ s ¢ 6 s oo 27

Social Class, Fashion Acceptance, « « o« o ¢ ¢ ¢ o« o« o 28
and Social Orientation

SUMYOFFINDINGS.unoot¢00ll|ocooaoo37
" 5, CONCLUSIONS AND RECOMMENDATIONS & o o o o ¢ ¢ s o ¢ s o o« 39

ii



Chapter Page
BIBLI OGR.API{Y L ] L ] » L] » L] L ] ) L [ ] [ ] L ] L ] L] . L ] L ] L ] 1 [ ] [ ] [ ] [ ] [ ] L ] L] L ] ] [ ] bs

APPENDIX « ® & o 8§ ° & ¢ 8 ¥ 9 B ¥ & 4 & @ & ® 9 0 & 3 & & % 4 2 @2 2 50



Table
1.

2.

3.

5.

6.

7e

LIST OF TABLES

Page
The Warner Social Class System o« o « o o « o o« o « s ¢ 2 &« » 10

Social Orientation Indicated by Questionnaire
RESPURSGS ® ¢ o & 8 s 5 e e % e v v e s e a6 s e e w s s s 25

Fashion Acceptance Indicated by Questionnaire
REeSPONSES o ¢ o s 4 o o o 5 0 2 8 o o o o 5 9 5 8 9 o 8 ¢ 26

Social Class Indicated by Questionnaire
REBPONSES o « s o ¢ s 5 o s & s o 5 3 5 o o o & v 8 8 & s » 28

Fashion Acceptance in Relation to Social
Orientation and S5oclal Class 4 o+ + « o o o ¢ o o o o« ¢ o ¢ 29

Educational Data by Soclal €1ass « s o o ¢ o ¢ a s o o o s & 32

Social Class, Educational level, Social !

Orientation, and Fashion Acceptance Categories . « ¢« o « « 33

iv



Chapter I
INTRODUCTION

Various theories have been proposed on fashion adoption,
Cne of the best known is the trickle~down theory, which is that
at first only the upper classes are affected by a fashion trend.
As the trend progresses, more and more members of the lower social
classes copy the trend which causes those in the upper classes to
reject the trend and seek a new one., There has been little change
in the theory despite vast changes in social and environmental
conditions, Changes in the induatry itself have heen great. For
instance, the time between the designer showings and the availability
of the designs to the masses has decreased considerably. The mass
media have also increased the general degree of fashion awareness.
Product differentiation is now mostly through quality rather than
design., Charles W, King (1558) recognized the need for a new study
of fasion adoption., Much of this study offers a refutal of the
trickle-doﬁn theory., 'Margaret Grindereng (1555) also disputed the
trickle-down theory, basing the need for her study on the evidence
of social change and the lack of actual research to support the
theory, According to the data she collected in the last ten years,
the trickle~down theory does not seem accurate. Styles did not
diffuse according to price range, but were sold to all classes at
the same time. Grindereng found that fashion leadership was present
at all social levels,

The existence of fashion leadership at all levels indicates



that early fashion acceptancagccurs for reasons other than high
social position, The direction of early fashion diffusion is
important in the merchandising and promotion of fashion. 1In an
industry of increasing competition, merchandisers find it important
to know to whom they are appealing and with whom their product

will find mostprompt acceptance, Therefore King's (55) and
Grindereng's (32) rejection of the trickle-down theory has increasing
importance,

Proposed by the rebuttal of the trickle-down theory is the
question, who are the early fashion innovators: If fashion leader-
~ ship exists at every social level, what are the characteristics of
the leaders. Of possible value in determining fashion characteristica
is the individual's orientation toward conforming to society's norms
‘and the need for society's approval. Crown and Marlowe (3) state
that:

Persons who endorse socially desirable items

and reject socially undesirable ones are said to

be demonstrating a social-desirability response

set, (Crowne & Marlowe 3:20)

Individuals exhibiting a social-desirability response set
strive toward those items which will make them most socially ac-
ceptable, This study proposes to investigate the relative tendency
to exhibit a social-desirability response set and to consider its
relationship to fashion adoption status. Social class will also

be considered in relatlon to fashion adoption and social orientation,



With the above problems in consideration the objectives of
the study are:

To investipate the individual's tendency to
exhibit conformity to a social~desirability
response set.,

To investigate the individual's socio-economic
characteristics,

To study the individual's relative fashion
consciousness and rate of fashion adoption.

To compare the individual's relative fashion
consciousness and his tendency to exhibit a
social-desirability response set.

NULL HYPOTHESES

There is no significant difference between the
rate of fashion acceptance of the socially
oriented individual and the individual with
low social orientatiom,

There is no significant difference between
the fashion consciousness and knowledge of
current fashion of the socially oriented
individual and the individual with low social
orientation.

There is neo significant difference in the rate
of fashion adoption between individuals with
varying socio—-economic characteristics,

There is no significant relationship between
socio=-economic characteristics and social
orientation.



Chapter II
REVIEW OF LITERATURE

Theories of fashion adoption for the most part have been
focused upon the idea that styles diffuse according to price range.
However, no correlation has been found between social orientation
and fashion diffusion, As found in some studies social status
is not the major factor in determining fashion leadership although
it may definitely be related.

Many tests for social orientation have been developed and
used in personality testing. Social orientation may be of

importance in explaining fashion leadership.
FASHION DIFFUSION

The long established trickle-down theory states that

new fashion trends begin with the upper classes and move down the
soclal strata as acceptance increases, A8 discussed in the
introduction, the validity of the trickle-~down theory has been
disputed in studies by King (55:123) and Grindereng (52:1965).
The results of their research are important due to thelr ultimate
effect on product merchandising in determining whether a product
reaches the class or type of people it was designed for,

King (55:123) offers a direct refutal of the trickle-down
theory. He observed that the trickle-~down theory lacked experi-

mental research to give it substantial value. In a product



marketing study McClure (36:35) observes that most marketing research
has been done on the retail buyer, making the information dependent
on the retailer, not the consumer. This is also oné of the basic
weaknesses of the trickle-down theory. Even without supportive
data the trickle=down theory was once a plausable clue to the
direction of fashion adoption. However, the c¢climate in which the
fashion industry exists has undergone vast changes both socially
and environmentally. Changes in the industry have been great.
For instance, the time between a designer showing and availability
of the designs to the mésses has been cut to almost nothing. Paris
is no longer as exclusive, as more and more mass merchants are
counted among their customers, such as Macy's, Robert Hall, Sears,
in addition to posh Neiman-Marcus, I. Magin, and Bergdorf Goodman.

King's (55:128) research was done with millinery, which
in 1962 was considered of great fashion interest., King (55)
developed a theory of a 'trickle-across' scheme of fashion
adoption as he found that no social class had significantly more
early buyers, He also found that personal transmission of fashion
information moves primarily horizontally rather tham vertically.
King's theory centers around four arguments:

1. Within the fashion season, the sccial culture

and the fashion industry's manufacturing and

merchandising strategies almost guarantee

adoption by consumers across socio-economic

groups simultaneously in the time dimension.

2. Consumers theoretically have the freedom

to select from a wide range of contemporary

and classic styles in the season's inventory

to satisfy the dictates of their physical
features and personal tastes,



3. The innovators and influentials play key

roles in directing fashion adoption and

represent discrete market segments within

social strata.

4, The transmission of information and

personal influence 'trickle-across' or

flows primarily horizontally within

social strata rather than vertically

across strata. (King 55:133)

The innovators and influentials, as found by King (55:134)
exist at every social level, As a new fashion is introduced they
fulfill their roles, the innovator as the first to wear the
fashion, and the influentials later to define and endorse the
fashion, King emphasized that for a new scheme or theory to be
of value the innovators and the influentials must be identified
within the particular fashion market.

The research of Margaret Grindereng (52:113) alsc takes
issuance with the trickle-down theory. Like King, Grindereng's
research was undertaken because of the observation that the
theory's idea that fashion leadership came from the wealthy elite
upper social status individuals, which has served as a basis for
many other theories, had little research to support it. Grindereng
(52:22) studied the rate of purchase of basic suit silhouettes and
design details. At each of the various price levels, according
to Grindereng's findings, the trickle-down theory, the theory that
styles diffuse by price range, does not seem accurate. The study
found that the same basic silhouettes and design detalls were sold
to all classes at the same time period (Grindereng, 52:113).

Grindereng (52:113) found fashion leadership demonstrated in all of

the social classes and not strictly the upper classes.



Grindereng and King both found fashion leadership at e;éry
soclal level, rejecting the idea that fashion leadership exists
primarily at the upper social level. These findings are a rejection
of much of the trickle-down theory and its explanation of the

characteristirs of 3 T 3hion leader,
SOCTAL ORILENTATION

Many tests hsve been developed to obtain extensive information
of an individual's personality, such as the Hinnesota Multiphasic
Personality Inveﬁtory..the most sophisticated of personality
inventories, (Crowne, Marlowe 3:5). A.L. Edwards (24) developed
the Edwards Personal Preference Schedule which was also designed
to test a variety of personality characteristics. In 1953 Edwards
began investigating the relationship of the socilal desirability
of test items with the likelihood for their endorsement. An .87
correlation was found which indicated that the greater the social
desirability of an item, the greater chance for its endorsement,
(Crown, Marlowe, 3:12), Therefore Edwards found it reasonable
to consider the Social Desirability Scale as a kind of shortened
personality test which could predict other aspects of an in-
dividual's personality with a great deal of accuracy. His findings
also indicated that the tendency to demonstrate a particular
desirability response set may reflect general and important
behavioral characteristics. (Crowne, Marlow, 3:9),

Crowne and Marlowe (3) developed a scale which exhibits

the same beneficial characteristics as that of Edward's Social



Desirability Scale, but it was developed somewhat differently.
The usual practice was to take items from personality inventories
and have them rated by judges as to their social desirability,
However, Crowne and Marlowe (3:20) observed that such items
were taken from 'clinical scales' and that they might be somewhat
pathological in their content. Crowne and Marlowe (3:21) developed
a class of statements with the following major attributes; "First,
they are 'good'-culturally sanctioned things to say about oneself,
and second they are probably untrue of most people." Crowne and
Marlowe credit this approach with the former work of Hathaway and
Meehl (38) and other earlier studies by Hartshorne and May, (6).
In general, individuals with high scores on these questionnaires
were considered to be presenting a "whitewashed self-appraisal,"
and therefore the scores could not be considered significant.
(Crowne, Marlowe 3:21) Crowne and Marlowe state that with their
Social Desirability Scale:

«eesit is not necessary to assume either that

subjects who acknowledge the 'good' items and

reject the 'bad' items on the Marlowe-Crowne

Scale are accurately describing how they

actually behave or that they are consciously

lying and that their responses represent

willing and deliberate deceit;...at this point

it is sufficient to say that individuals who

depict themselves in very favorable terms on

the scale can be understood as displaying a

social-desirability response set. (Crowne, Marlow 3:21)

For the scale, items were chosen that met the criteria
given above, items which were good things to say about oneself and

probably untrue of most people., Judges used true~false categories

to rate the social-desirability of the items from the point of view



of view of college students, Unanimous agreement on the social=
degirability was obtained on 36 of the items, and 90% agreement
on eleven more, These items were the 47 which made up the first
form of the scale. The judges also rated how abnormal or mal-
adjusted the respondent was made to feel if he answered the
questions with a socially undesirable response. A scale from

1-~5 was used with (1) meaning the question implied the respondent
was extremely well adjusted and (5) indicating extreme poor
adjustment to society. The Marlowe-Crowne Scale was rated 2.8,
about half, which indicates that its questions imply nelther good
nor bad adjustment, while the Edwards scale was rated at 3.9 (Crowne,
Marlowe 1967:22), In the pretest form 33 items were found to be
most accurate at selecting the high and the low scores, these

33 items made up the final form of the scale,

The type of motive implied by an individual endorsing the
socially approved statements on the Marlowe-Crowne scale is that
of desiring to conform to a soclal stereotype in order to receive
approval from others. Crowne and Marlowe state that their need
.approval construct implies that:
| a) people differ in the strength of their

need to be thought well of by others

b) for those whose need is higher, we

could assume a generalized expectancy

that approval satisfactions are attained

by engaging in behaviors which are

cultrually sanctioned -and approved (and

by avolding those responses which are not,
(Crowne, Marlowe 1967:27)
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SOCIO-ECONOMIC STATUS

Many theories have been proposed as to the criteria for
social~class membership. Probably one of the best known and
most widely used theories in social research is Warner's Index
of Status Characteristics. Warner used four indicators to form
his social classifications} occupation, source of income,
residential area, and type of dwelling. Warner utilized these

indicators to divide American society into six classes as shown

in table 1.
Table 1
The Warner Social Class System
Social Class Membership Population
Percentage
Upper=-upper Aristocracy 0.5
Lower-upper New Rich 1.5
Upper-middle Professionals and 10,00
managers
Lower-middle White-collar workers 33,0
Upper=lower Blue=collar workers 40.0
Lower-lower Unskilled laborers 15.0

(Kassarjian & Robertson 7:8)

Based on Warner's analysis Martineau theorized that social
class is not income level only (52), Tumin (lﬁ)lprojects the idea
that although individuals may ncot realize 1t, that they are pressured
by their status to adopt appropriate things. He does not feel that
all behavior is related to social status. Levy pointed out that

variations in social class are variations in life style, (168),
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Wasson (47:54) cites the 1960-61 Bureau of Labor Statistics,

Survey of Consumer Expenditures showed that the consumer expenditure

pattern has little correépondance to income level. The survey found
that good market division stems from analysis of such social class
indicators as occupation and other cultural gauges such as regionm,
locality, and stage in the family life cycle, (Wasson 47:54).

Jain and Rich (31:41) expressed doubts as to the soundness
of Warner's basic social class theory as a modern predictor of
consumer expenditures. However, in their study of socilal class and
life cycle many of their findings showed variance of expenditures
according to social class.

Coleman asserts that while many of Warner's basic classi=-
fications are still valuable the role of social class has been
oversimplified. Coleman's interpretation of when and in what way
social class concepts are important in selling form a great deal of
the criteria on which this study's questions have been based, Listed
below are Warner's definitions of social class as interpreted by
Coleman:

I. Upper-upper or social register class:

socially prominent, second or third genera-

tion wealth, Very important to them is

living graciously, upholding the family

reputation, reflecting the excellence of one's

breeding and displaying a sense of community

responsibility.

II. Lower-upper or Noveau Riche: the more

recently arrived, never quite accepted families.

Goals of this level are a mixture of the upper-.

upper level's pursuit of gracious living and

the upper~middle class's drive for success.

I1T. Upper-middle class: moderately success
ful men and women, owners of medium sized
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ITII. (continued) businesses, organizational
men at the manager level, junior executives,
Their motivations are success at a career
and tastefully reflecting this success
through social participation and home decor,
They cultivate charm and polish and a broad
range of interests, both civic and cultural
as do the lower-uppers, (Coleman 53:97-98)

For this study the top thiree classes will be linked together
into a single category of Upper status people. Coleman projects that
the major differences, especially between the upper-middle and lower-
upper are degree of success and the way in which this success has been
interpreted in to "gracious living." (52) Coleman's forth and
fifth classifications were used to describe the middle class definition
used for this study. His sixth classification was used to define the
lower class.

IV. Lower-middle class: made up of non-
managerial office workers, small business=-
men, highly paid blue=collar families who
are concerned with being accepted and
respected in white collar dominated clubs,
churches, and neighborhoods, The key word
to this class 1s respectability, second
most important is striving,

V. Upper-lower class: known as the
"ordinary working class." Made up of
semi-skilled workers (i.e. assembly
lines). They make good money but do
not bother to become successful in a
"middle-class”" way, Important to them
is enjoying life, living well day to
day, they are not concerned with saving
or what the middle class thinks of them,
They try to keep in step with the "times"
and want to be at least modern if not
middle class.

VI. Lower-lower class: made up of
unskilled workers, with unassimilated
ethics, and sporadic employment, They
are characterized by apathy, fatalism
which carries with it the point of view
of "getting your kicks whenever you can.'
(Coleman 53:98)
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In addition to Warner's définitions, other authors and
their studies have found that the three major social groups; upper,
middle, and lower, exhiblt distinguishing socio~economic characteristics.
Social class differences are reported as to choice of
neighborhood and furnishing of the home., Coleman (53:101) states
that lower class individuals want to have the "latest thing'" in the
home, especially appliances, the middle class individual strives
mainly to have a pretty home which will win them praise from their
friends and neighbors, whilé the upper class person wants to have
her home siiow the prestige and good taste of a top designer.
Interests and amusements show marked soclo~economic
differences. Coleman reported a greater participation in the
\cultural amusements such as plays, concerts, fine art, etc., among
the upper classes, (53:98) while Levy (12:388) found a greater
sense of community participation. Coleman (53:98) found that
church and educatlonal activities were the major orientation for
the middle class. Tumin (16:70) found that only a small percentage
of the lower classes were members of any organization., Lerner (11)
explains that the lower classes do not belong to organizations as
much because the type of work they do leaves them less free time,
and that thelr interests and perspectives are more limited., Levy
(12) found that the lower classes watch a great amount of television
and have a particular interest in the movies shown late at night.
Shopping habits, such as method of buying, kind of goods
purchased, amount spent, and stores frequented, also vary by

social class, In some cases the three c¢lasses would be restricted
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automatically by differences in income. However, Coleman reports
differences beyond this, He found that the woman of an upper socio=-
economic grouping feel%Priority for certain standards of appropriate=
ness and buys quality clothing at quality stores. The middle level
woman's wardrobe is just as large, but ot as expensive, while the
lower level woman spends less in all categories of clothing {(Coleman,
53:100-1)., All groups are concerned with fashion as Grindereng
and King showed fashion leadership is demonstrated at every social
level., The upper classes look more for quality, both in the garments
which they buy, and the stores in which they shop. (Coleman 53).

The lower classes look more at price, buying lower quality merchanw
dise.

Jain and Rich found that while the department store was
preferred in the highest degree by the upper classes it was the
favorite store of all three of the classes., However, there were
differences in the type of department store favored by the
different groups (Kassarjian, 7:46). The higher the social class
the more important the "high fashion store" became, a department
store emphasizing high fashion and generally high priced merchandise,
The lower classes preferred the "price appeal store,” a department
store known for its low-priced merchandise, such as one of the well
known mail order department store chains. Those of the middle
classes shopped at the "broad price range store" most often, a store
offering some low and high priced, but mostly moderate priced
merchandise, and appeals to all members of the family. (Jain &

Rich, 31:46).
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Levy found that shopping attitudes vary by social strata,
Those of the upper group have more knowledge about where they will
go and what they want, they are more organized as to a definite
purpose, and more efficient in their shopping. The middle classes
work more at their shopping, are more anxiocus about their choices,
and spend a great deal of time shopping around for the best buy.
The lower classes are least organized and most impulsive in their
buying and often go shopping just to get out of the house (Levy
12:313).

FASHION MOTIVATION

Paul Nystrom wrote in 1928 that fashion seemed to be the
result of some powerful force in human nature. He also projected
that although men laugh at fashion the smart omes know it can not
be ignored. Nystrom wrote, '"The influence of fashion over the
human mind is such as to make a style when accepted, seem beautiful,
no matter how hideous it may appear at other times when not in
fashion " (13).

Nystrom states that the essentlal requirement of fashion is
imitation of style, only those whith are followed by a group of
people are styles, Several factors as given by Nystrom are
possible fashion motivating factors, such as; possession of wealth,
increasing leisure time, education, the current philosophy of life,
(i.e., emphasis on youthfulness,) the speed of communication, and
the current ideas of art.

The motivating forces of fashion and of dress are complex.

In a discussion on motivation Ryan (15:54) proposes that no
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one theory can explain clothing behavior. She points out that
Harms (29) feels that all dreas is motivated by the environment
both physical and social. Soclety controls dress through formal
rules and informal customs and norms.

0f interest here are not only the motivating factors of basic
dress but also the factors which help to create a fashion. Lang
and Lang (10) project that true fashion innovation 1s found
among those that can afford to be different., Allen (1:92) feels
however, that there 1s a trend toward the break down of class lines
in fashion, He projects that for womén the differences are not as
much between those who have money and do not, as between those who
have good taste and do not., He says, "The consciousness that one
is set apart by one's appearance is a great divider, the conscious=
ness that one is not set apart is a great remover of barriers"
(Allen 1:193).

Social factors induce conformity to fashions. Katz and
Larzarsfeld (8) found that fashion leadership varies with the
interest in clothing, gregariousness, and position in the life
cycle. They also found that leadership varies with social status
but the upper classes do not have more leaders than the middle
classes. Fashion is important socially as a means of identification.
Ryan (15:77) proposes that those who are not mobile or are content
with their status put less emphasis on clothes than those who are

trying to gain a higher socio-economic status.



Chapter III

PROCEDURE

A great many factors underlie the motivations of a fashion
leader as indicated by the section on fashion consciousness in the
review of literature, The questionnaire was developed as the most
efficient method of obtaining the information concerning some of
these factors,

DEVELOPMENT OF QUESTIONNAIRE

In order to obtain as good a sampling of factors of fashion
leadership as possible, opinion, attitudinal, ,and informational
questions were included in the questionnaire, The opinion
questions were designed to determine what the respondent thinks or
feels about fashion. The attitude questions were designed to
establish the individual's basic personality orientation and
social values. The informational questions were included in an
effort to gauge how much the respondents know about fashiom,

The first thirty-three questions of the questiomnaire
made up the Marlowe-Crowne Social Desirability Scale., This is a
psychological scale developed to determine an individual's tendency
to exhibit a social desirability response set, or how important
it is to the respondent to conform to society's norms (Marlowe,
Crowne 3:9). The scale is made up of thirty-three true-false state~-
ments, All statements fit into a class of statements one might make

about oneself, but which are generally untrue of most (Crowne,

17
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Marlowe 3:21). 1In other words, the individual answering the questions
as indicated on the key (see Appendix A) would be giving the most
soclally desirable answer or showing a desire to conform to a

social stereotype in order to receilve approval from others, or

high social orientatiom.

Questions 1,2,3,6, and 7, as shown in Appendix A, are
attitudinal questions constructed in order to attempt to classify
individual's into general socio-economic groupings or soclal classes,
The questions were written according to and based on the following
criteria:

Individual's entertainment and material
interests and values

l, c¢ivic nature
2. cultural nature

Individual's buying and shopping habits

1., type of store at which they shop

2, quality and kind of goods and

garments purchased

3. amount spent

Information given in the review of literature was used to
develop answers to the questions so that they would be characteristic
of either the upper, middle, or lower socio-economic class, Appendix
A shows the answers which were used to analyze the. responses, and
which social class they represented,

Questions 8-16, 18, 19, were opinion questions developed to
obtain data to gauge individual fashion preferences in relation to

present styles. Used as fashion indicators were preferences for

garment length, garment style, shoes, and other accessories, Each
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indicator was rated as to its position on the fashion cycle based
on the review of literature, Three groups were used to describe
rates of fashion acceptance: early adopters, early acceptors, and
conservatives, These proups have been defined by the writer as
follows:

Early adopter-one exhibiting fashion leadership., Adopts
new fashion trends before they are commonly popular,

Larly acceptor-cne who accepts popular fashions and
is considered by her peers to be "in fashion,”

Conservative~one who accepts fashilon changes slowly,
prefers longer establisned fashions.

Because fashion is so volatile and fast changing, monthly
periodicals were used as guides to gauge the trends in fashion,
Each magazine presents a different look. Chosen as presenting
fashion in general avante garde and not yet popularly accepted
(appeals to early adopters) were Vogue, Harper's,Bazaar, Elle,
and 'Officiel. Glamour, Mademoiselle, and Seventeen, as well as
the Ladies Home Journal, and Redbook, were considered to present
fashions which are currently popular and are read by those in
the early acceptor category. Conservative fashions may be considered
to be styles of long term acceptance and found in mail order
catalogs, popularly priced pattern, and sewing books,

In recent fashion trends drastic changes have been made in
hem length, therefore preference for garment length was believed
to be a good indicator of an individual's position in the fashion
cycle in the Spring of 1970, The midi and the Longuette were
considered high fashion at this time. Many were shown in Vogue,

and Harper's Bazaar and it was virtually the only length shown in



