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Abstract

¢ paper reports on continuing exploratory development
a comprehensive measure of "faghion invoivement™.
The research presented here is the logical extension of
a2 ten vear tradition in fashion segmentation research
and the fourth in & series of papers reporting om 2
major fashion research program in Canada. The “index

£ fashion involvement' developed here is validated
with an independent AIC measurement methodclogy and is
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utilized to demonstrate that the highiy fashion inveolved
consumer is alsc the heavy clothing fashion buyer.

Introduction

The process by which new clething and apparel concepts,
“stvle statements”, and tastes continually cyvcle across
the population has been the subject cof popular commen-
tary for centuries. Aesthetic expression ir dress and
adornment is the classic statement of fashion, and has
been the focus of z variety of strong methodclegical
research papers over the past fifteen yvears.*

Contemporary fashion research indicates that clething
consumers are distributed across a broad spectrum of
general fashion involvement or fashion comnsciousness
{Sproles & King, 1973). Comceptually, this research has
been developed ané operaticnalized within the theoreti-
cal and methodological framework of the adoption and
diffusion of innovations research traditiom. Within
that conceptuzl framework, contemporary fashion resezrch
has been, for the most part, focused on two key market
segments: the fashion imnovators or early adopters of
new clothing concepts cr "stvle statements”; and the
faghion opinion leaders or interpersonal communicaters,
the local or peer group legitimizers of new clothing
concepts.

The research presented here continues and builds upon
those earlier efforts. Specifically, the paper is
three-dimensional in focus:

3 The research further probes the concept of general
fashion invoivement. 4 "fashion invelvement" index is
developed and applied tec similar male and femaie popu-
latioms.

2. The issue of 'index validation” is examined through
the utiiization of 2 comparative "fashion involvement"
measurement by means of fashion specific life-stvie/AI(
facter analytic technigues.

3. The concept of fashion market segmentation based on
degree '"fashion involvement” is probed with specific
attention t¢ unit and dollar volume fashiom consumption.

-

“For exampie see King (1963}, Summers {1870
Bzumgarten (1975), CGrindereng, (1967), and Revno
Liarder; (13872}.
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Historicaily, contemporary fashion research has focused
on the fashion innovater and the fashion opinion leader
as prime sales targets and key links to the velume fa-
shion market. Sophisticated methodological studies
have beer pazinstakingly designed to define, isolate, and
profile these segments in a structured "block-by-block"
manner over the past fifteen years, beginning with the
research of King {19€3).

In each of these cases, a variety of research measures
have been utilized to develop an index (of innovative-
ness, opinion leadership, etc.} wporn which the popula-
tion is continuousiy distributed. For example, King
probed the zraditional fashion adoption process model
known as the "trickle down” theery by conducting an
exploratory studyv of fashiorn change agents in the fash-
ion adoption process within the context of women's mil-
linery. The crucial variable in that Bostor survey was
the inclusion of the time of adoprion ip the fashion
seasor in the research design.

Later, Summexs {1973}, focused on identifying and
iiing opinjon leaders/interpersonal communicators in
the fashion adoption process. In this research, z so-
prhisticated opinion leadership indexing technique was
developed and tested. The basic conclusion in this and
earlier research was that innovators and opinion leaders
played key roles in directing fashion adoption and rep-
resented discrete market segments within social strats.

pro-

Carrying this structure a step further, Baumgarten (197%)
researched the intersection of the fashion immovator and
the fashion opinion leader: the "ianovative communica-
tor". Thecretically, the innovative communicator per~
forms jointly and simultaneously in the early buver and
new style communication and influential rcles.

At the same time, King, Summers, Baumgarten, and others
had been monitoring "fashion awareness” across a number
of populations over several vears. In the United States
a2nd Canada, as reported by King, Tigert and Ring (1875
& comparative fashion awareness data base spanming thi
teen vears has now been established.
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The research described briefly here, and other related
efforts indicate that “fashion innovativeness", "fashion
opinion leadership®, "fashion awareness™, etc., exist as
related but distinct continuums among the consumer popu-
lation. Sproles and King {1973} suggest that such "fa-
shion continuums” can be defined across z wide range of
fashion-related activities and behavioral dimensions.
What seems clear is that the population is differentiai-
1y invelved in fashion along 2 number of dimensions.

The Concept of Fashion Invelvement

Given a number of empirically defined, distinct fashion
behavieral dimensions, what it the joint and simultan-

eous interaction effect cf tha- intersection? EBaumgar-
ten {1375) explored this question ip part, byresearching
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i. The populaticn is distributed zlong a2 broad contin-
uum in terms of fashion behaviocral activities;
2. The population is alse distributed on z unidimen-
sional continuum for each of these fashion behavioral
activities;

specific fashion behavieral activities,
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Theoretically, an overail fashion involvement continuum
carn be defined based on the aggregate effect of a vari-~
ety c‘ important fashion behavioral activitc
and King (1973} suggest, based onr previous
mentation research, that there are at leas
tant dimensiomns cf the aggregate fashion imve ivement
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continuum.
They are:
1. Fashior inncvativeness and time of purchases. The

continaur which ranges from the early adopting and ex-
perimenting consumer to the late buying, conservative
consumer;

z. Fashion interpersonal communicetion. 4 continuous
dimension which describes the relative communicative and
influential power of the consuming population at coavey—

ing fashiorn information;
3. Fashion inmterest. A continuum ranging relatively
from the highly interested fashion consumer to the tot-
ally non-interested buyer;

. dgeability. Consumers range fro
those who are relatively knowledgeable gbout fashions,
styles and tremnds to those who have no insight into the
fashionm arena;
S. Fashicn awareness, anc reaction to changing fashion
treunds. & continuum ranging from the consumer whe is
very actively monitcring the style trends to the totally

nen-aware individual.

As the first step toward building an aggregate index of
fashion invelvement, these five selected dimensicns were
vtilized for initiazl analvsis purposes. Fcr each of the
selectad fashion behavioral dimenmsions, there exists z

histery of empirical research and tested measurement
technolegy. Based on that research,’ five individual
questions, each a fieid tested measure <¢f one of the

five basic fashion behavicral dimensions, were selected
fer the develepuent of "fashion invelvement index'

=
o - - . -
These measures nave been developed and tested cover
the course of four mejior consumer resesveh programs su-
pervised by €.W. King. For the most recent work om ¢

individual measures, see Xing, Tigert and Ring {19873}
where the gquestions were tested individually preparatory

te their aggregations into an index.

3

These questions are:

1. Fashion innpvativeness and nime of purchase. In
generai, would vou say vou buy mew men's clothing fash-
icns eariier in rhe season, gbcout the seme time, ov
later in the season than most cther men’

Later in ..
2. Fashion say
vou give cf
informat W
men’s

I give verv little information to =y friends............
I give an everage amount of information to my friends...

I give a great deal of information to my friends........
3. Fashion interest. In general, would vou say you are

less intrerested, about as interested, or more interesred
in men's clothing fashions than most other men?

Less interested thah mOST CFREY MeD. . it vinvro o
About as interested &S MOST Other MM, civcvvrnrernscnsnn
More interested than most cthey mMel... civviveni i vrnean

4, TFashion knowledgezbilitv., Compared with most ¢

men, are vou iess iikely, gbout as likely, or
1y tc be asked for advice about new mern's clothine
fashions?

Less likely to be asked than CtHET WeN...nieiiia

About as likely to be asked as most other mel. cveicerone

re be zsked than mMOSE ofher MG .. vivvevenun.
awareness, and

hion
Whi one of the stz

Which

£t Ln

readtion to changis
tements below bes

vour reaction tc changing fashiens men's ¢

(Evern though there mav be nc statement listed whizh
exactly describes how vou feel, make the best choice vou
cann from the answers listed).

I read the fashicn e
wardrobe up-to-date with the

-4

. keep up-to-date on
4

s

don't alwavs attempt to dress accerding fc those

oo TS - L T T T T
I check to see what is currently fashicunable only when

I need tc buy some new clothes. ..o iviiviivrrrer oo
I don't pay much attention to fashion trends unless a
major change 2aKes PlaCE ... v iiv et civres canucnnranions
I am not &t zll interested in fashi CTendS.vouieennrane
Simple sum scores across these five guestions were com-
puted for each consumer, resulting in 2 :hi teern doint
continuum upon which the population is distributed.




Data Base

This analysis is based on data gathered through the To-

ronto Reteil Fashion Market Segmentation Research Pro-

gram.® This program developed from a collazboration by
King, Tigert and Ring in the fashion arena, beginning
with a 1874 study which

integrated fashion segmentation
dimensions with retail patronage enalysis. From that
initial effort a series of research projects evolved
into an integrated research program. The broad objec-
tive ¢f this program is to gain a better understanding
of the dynamics of the fashion retaiiing process through
the integration of contemporary fashion segmentation,
lifestyle/AI0, and retail image methodologies within
the broader program. This paper focusses on cnly one
dimensicn of that process.

Sampling

The datz base for this research was collected in March/
April 1675 as part cof the Torontc Retail Fashion Market
Segmentation Research Program. The sample was part of
2 specially recruited pamnel of husband and wife pairs.
The cdata were gathered by mailed self-administered ques-
tionnaires from an area probability sample in Census
Metropolitan Toronto, Canada. & total ¢of approximately
1000 husband and wife pairs completed and returned the
guestionnaires.

Sampie Distributions

The objective of this section is to graphicailyv illus-
trate the aggregate male and female fashion invelvement
sample distributions as determined by the fashion in-
volvement index.

For each respondent, & simple sum score was calculated
over the five selected questions listed earlier. Using
a scale rumnning from 5 (low) te 17 {(high), the females
and meles were independently measured and analyzed. The
distributions over the zpproximately 1000 respondents
feor both the male and female samples are displaved in
Figure 1. The female distribution is uni-modal, and
the male distribution is siightly bimodal. However,
gignificantly different mean scores were obtained for
the twc samples.> The female sample obtained z mean
score of 9.7, while the male sample yielded z mean scere

of B.4.

Distributionally, two observations are notewerthy.

. Both the mzle and female distributions are strong-
v skewed towaré the non-fashion involved end of the
continuum. This may indicate that, in general, Toronto
consumers are nct highly fashion invelved.

Y bt et

2. Torente females are more "involved” in fash
than are Toronto mzles, based on mear samplie
ences.

“For & more complete description of the Tcronto Re-
tail Fashion Market Segmentation Research Program, see
King, C.W., and L.J. Ring, "Retail Fashion Segmentation
Kesearch: Development and Implementation”, in Bent
Stidsen, editor, Marketing inm the 1970's and Beyond,
Canadian Association of Administrative Sciences {(Pro-
ceedings). Edmonton, Canadas, 1975.

The twe sample means were five average standard er-
rors apart. The statistical test for the hvpothesis of
no difference was rejected at the D01 level,

Validation cf the Fashion Involvement Measure
For this research,
concept of fashion
volvement index bv

an attempt was made to validate the
involvement, and this fashionm in-

mezsuring it in a second and entirelv

FIGURE I

e 18753 Toronto Male and Female Fashion
ko T g . . . .
P“ﬁ“Eh{ Studies: Sample Distribution (n = 1,900}
AGE _OF on Fashion Involvement Index (sum score)
SAMFLE
_ o = L o= males
) x = 9.7
14 femaie} ¢ = females
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ndependent and unreliated manner t¢ what has historical-

% ca
iy been the case in fashion segmentation research. Fac-
toy analviic techniques have been utilized across & var-
iety of fashion specific lifestvle/AIC questions to ob-
tain a "fashion involvement factor”.

Over the past several vears, the authors have conducte
numerous in-depth, focused group discussions with men
znd womern about fashion in both the United States and
Canada. Based on that probing, a number of hypotheses
have been generated about fashion attitudes and activi-
ties and fashion buying behavior which carry strong im-
piications for fashion retailers.

2

Those hypctheses have been stated inm 24 different life-
style measures. The measures ranged across social atti-

tudes (non-fashion specific} about unionism, sexual
behavicr, religion, and deviant behavior. Additiconally,
the measures ccvered a wide range cf fashion related di-
mensions, such as commitment tc fashionabiliryv, fashion
trends, ané cicthes shopping. The measures have been
operaticnalized around i {strongly agree tc
strongly disagree) Likert Scale. The gquestions were
included in the gquestionnaire utilized in data collection
for this paper. addition, many of these same gques—
n pr

<
in previous fashion related
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For example, turning first te suits as s fashion pro-

duct/object categery (Table 2}, the "high" fashion in-
volived consumers are ciearly the heavy buvers in terms

of beth numbers of suits and in terms of dollars per
suit. Twenty percent of "high” fashion involved people
said they bought four or more suits in the past vear.
This is four times the number in either the "medium" or
“low" fdshion invoiveé groups. In terms of prices, 47
percent of "high" fashion ipvelved men said they paid
over $200 per suit on average, while the "medium” and

"low'" fashion involved groups had less than 20 percernt
purchasing suits over $200. For beth unit and dollar
analvses, the differences between the groups were sta-
ticaliv sigrnificant based om a chisquare test at the
.001 level,

TABLE 2
Fashion Involvement and Suit Buying

iI. Units

Number of Suits Level of .

Purchased in Fashion Involvement”

Past Year Low Medium Eigh Ease
Oor 1 §2.0%% 63.1% 27.3% (72G)
2 or 3 i7.4 30.2 52.2 (2443
4 cr more 0.6 6.7 20.5 { 40)
Total 10G.0% 10¢C. 100.0%

Base (540} (420} { 443

i3

The differences were statistically
.001 level based on %° analysis.

significent at
the

*READ: 82.C percent of the "low" fashion involved group
bought one or no suits during the past vear,
while €3.1 percent of the "medium” group and
only 27.3 percernt of the "high" group bought one
¢r no suits.

1

2. Prices

Average Price Level of -
- . -~ - ES
id per Suit Fashior Involivement
Last Year Low Medium High Base
%
Less then $i00 28.6% 15.4% 5.3% {125)
$100 - $199 54.3 6€.3 47.3 (364)
$200 ané over 17.1 18.3 7.4 (119)
Total 100.0%  10G.0% 100.0%
Base {265) {305} £ 38)
1 . P - s e
The differences were statistically significant at
the .00I level based on X° analysis.
*
READ: 28.6 percent of the "low" fashion imvolved group
said they paid an average cf less than $40¢ per

suit during the past vear. 15.4 percent of the
"medium” group and 5.3 percent of the "high"
group paid less than $100.

With regard to the

W dress shirt aznalveis, Table 3, azgain
the "high" {ashion involved consumers are the heavy buy-
ers. 51.1 percent of the "high" fashion involved group
said they bought six or more dress shirte over the vear.

in contrast, only 2%9.€ percent of the “medium" group and

w
(o)

13.7 percent of the "iow" group sazid they purchased six
¢r more dress shirts during the same pe*z od, Price-wise
the differences are similar, with well over fiftv percent
of "high" fashion involved people pavlng the high prices,
over twice as menv as the "medium" and "low' groups.

In the casual slacks analysis sequence, Table &, the
differences were ncot as dramatic a&s in the suit and

fashion in-
siacks

dress shirt anazlvses. However, the "high"
volved group still bough:t more pairs of casual
and paid mere money per pair of casual slacks thar did
the members of the "medium"” and "low" fashion involved
roups. The smaller differences here mav be attributed
te the fact that casual slacks are gemerally not con-
sidered as much of 2 "fashion"” apparel item as suits
and dressy shirts.

TABLE 3

and Dress Shirt Buyin

Fashiorn Involvement

Number cf Dress Level cf B

Shirts Purchased . Fgshion involvement

in Past VYear Low Medium High Base
2 or less 55.0% 32.3% 20.9% (442)
3, 4 or 5 31.3 38.1 28.0 {3433
€ or more 13.7 29.6 51.1 1221
Total 10C.0% 100.8% 100.07%

Ease {540) (4213 { 43

-
“The differences were statisticaliv significant at
the .001 level based om X° analysis.

* .
READ: 55.0 percent of the "low”
said they purchased 2 or

the past vear.

fashion invoived group
less dress shirts during

2. Prices

Level of

Average Price
Fashion Involvement

Paid per Dress

Shirt Last Year Low Medium High Base
*

Less than $%.00 38.3% 26.8%  9.0% (2535

§9.00 ~ $14.00 38.9 42.2  31.8 {333}

$18.00 and over 22.8 33. 3%.2 (24LY

Total 100.0% 100.0% 10G,0%

Base {6127 {376) { &4

1The differences were statisticallv significant at

the .00l level based on X% amalysis.

* - LR v . - o

READ: 38.3 percent of the "low" fashion involved group
saicd they paid an average of less than $9.00 per
iress shirt during the past year.

Overall, the cross classification analyses have revealed

that "high" fashion invelved consumers, are much heavier

clothing fashior buyers across most, if mot all, classes

of men's wear, than their less fashion involved counter-

rarts.



TAELE &

Fashion Invelvement and Casual Slacks Buving
. Unizs
Paire cf Casual Level cf R
an 2 . : ; < I
Slacks® purchased Fashion Invcivement
:in Past Year Low Medi High Base
. % a‘* - ~e 25 Mo Y N
tione 38.8% 36.3% 14.0% 369
Loor 2 41,1 42.8 44,2 (&21)
3 or more 20.3 20.¢ 41,8 (2187
Total LOG.O% 103. 0% 10G.0%
Fase {541} {4213 { 433
“The differences were statistically significant at
the .035% level based on X° analysis.
“Casual slacks were defined as "ieans, corduroy,
denin".
* - % Ty " & S 2 - :
REAT: 38.8 percent of the "low" fashion invelved group
said they dic not purchase any casual slacks
3

uring the past vear.

Average Price Level of .
;. . s 3

Paié per Pair Fashicn Invelvement
¢f Casual Slack Low Medium High as
c¢f Casual Slacks® Med Hich Base
- 13 e - * -~ L7 -~ o I o~
Less than $1%.0C S1.5% 38.0% 26, 3% (28LY
$15.00 - $19.00 34.2 45.1 55.3 (2563
$2C.0C and over 4.2 i6. g. Gy
$2¢.00 14.2 6.9 18.4 (8%
Total 100.2% 10C.0% 10C.0%
Base (33¢3 {2667 {38

%
“The differences were statistically significant at

the .J06 level based om X° analysis.
Casual slacks were definmed as "jeans, corduroy,

denim™,

*
READ:

51.3 percent of the "low” fashion inveolived group
szid they paid an average of less tham $15.0C
per pair cof casual slacks Jduring the past vear.

Conclusions and Implications

The concept of fashion invelvement as a2 summary or cum-
ulative statement of at least five dimemsicns cf fashion
adoption-related behzvicr was defined and researched. 4n
index of ¢

ashion involvement was developed and the con~
struct was validated with an independesnt fashion speci-
fic lifestyle/Ald factor analvtic technigue.
Based on this index, there are major differences among
consuners in terms of fashicn invclvement. The distri-
bution ¢f the male and female populations in the Teron-
te fashion market reflected a wide range of fashion
volvement. Toronte males, however, were
ion invocivement than their female counterparts.
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In summsrv, this pape €

program focusing on £ éop

this paper has:

1. Develcped & fashion involvement index which has face
validity and is verified as 2 comstruct in independent
lifestyie/AID research.

2. Trhe fashien inveoivement consfruct suggests that men
and women gre different in terms of their fashion

involvement.

. The "high" fashionm

moniter fer the fashion

fashion merchant. The

is the fashion ieader in o] i R

and interpersonal communication of fashicn .
This market segment is alsc 2 market targer

2 disproportionately high buving segment of

tiomn.
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