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Abstract

Fit is an important factor for consumers wearing ready-made clothes. Problems related to apparel fit stem from a
variety of factors. The aim of this study is to determine adolescents’ evaluation of clothing fit in terms of
functional and aesthetic characteristics. It also assesses how female adolescents and male adolescents differ in
the evaluation of the fit of their clothes. A cross-sectional survey design was employed. A total sample of 400
adolescents were selected using random sampling technique. Determination of sample size was based on Taro
Yamane’s formula from a population of 12,000. Structured questionnaire with closed ended questions design
based on the Likert scale was used as the instrument for eliciting the desired information. The data analysis was
performed. The main statistical tools used were means and standard deviations while the Independence Sample
T-test was run to verify if evaluation of clothes was independent of gender in terms of both the aesthetic and
functional dimension. Findings have clearly shown that aesthetic and functional factors play vital roles in
determining clothing fit. Also evaluation of clothing is based on some factors such as size, ease, fabric, brand
name, comfortability, feeling good among others. Results further suggest that this consumer group probably
does not have the expertise, knowledge and cognitive skills that can enable them, during the evaluation phase of
the decision-making process, to realistically evaluate this very important dimension of the quality of clothes.
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INTRODUCTION

The relationship between consumers’ perceptions of certain types of clothing and human behaviour can be
explained through characteristics of society. Society largely impacts on the way in which consumers behave
towards evaluating, purchasing, and using products. The expectation before purchasing process is based on the
beliefs of the customers on the performance of the products. Besides, the expectation of post-purchase process is
the opinion of the customers on the performance of the products. Satisfaction, therefore, becomes the expression
indicating that the performance and benefits of the products surpass the expectations of the customers (Peter &
Olsan, 2005).

Clothing is one of the most noticeable aspects of adolescent culture and is an important means by which
individual adolescents express their identities. One manifestation of society’s influence on adolescents is evident
in the clothing they choose to wear (MacGillivray & Wilson, 2009). Adolescence clothing is one of the fastest
growing demographic groups and the new fashion leaders of the youth consumer market with buying power
(Grant & Stephen, 2005 ;Solomon, & Rabolt, 2004).

Little research has been done worldwide on adolescents as a consumer market, especially regarding their
evaluating criteria, expectations and problems related to clothing. Clothes are used by adolescents to feel better
about their bodies, to conform to their peer group and to conform to specific role models (Kaiser, 1999; Sproles
& Burns, 1994). Igbo and Anikweze (2005) noted that during the adolescence stage, clothing becomes very
important because adolescents use them to identify and belong to peer groups. Cox and Dietz (1998) also
affirmed that adolescents use clothing to make statements about the fact that they have come of age.

Problem Statement

A good clothing item with a good fit ought to conceal the wearer’s figure faults, complement the body and
provide well-balanced proportions (Tate, 2004). However, a casual observation of clothing worn by some
adolescents in Sekondi-Takoradi showed fault and did not complement the body and this result in many faults
such as defective waist lines, wrinkles and pulls around the arm scye and unnecessary fluffiness which in term
spoil the overall beauty of the clothing item. Brown and Rice (2001) stated that more than 70 per cent of the
clothing that is relegated to stock clearance sales is the result of bad fitting or construction. According to
Alexander et al., (2005) dissatisfaction with fit is the most common problem with garment purchases. Therefore,

39



Arts and Design Studies WwWw.iiste.org
ISSN 2224-6061 (Paper) ISSN 2225-059X (Online) Iy
Vol.44, 2016 IIS'E

an understanding of the consumer’s expectations and evaluations regarding the fit of his or her clothes could help
companies to meet demands for comfortable and well-fitting clothes for consumers. Yet there is little of
information regarding how consumers evaluate clothing fit. There was therefore the need to explore and
document adolescent consumer’s expectations and evaluations, as well as their satisfaction with the fit, of clothes
that they select.

Aim

The purpose of this study was to explore and document the views of adolescents’ consumers in Sekondi -
Takoradi in view of their expectations and evaluation of clothing fit.

Research Questions

To achieve the purpose of this study, the following questions were posed to serve as a guide:

1. What role does the functional and aesthetic characteristics of fit play in the
adolescent’s expectations with regard to the fit of their clothes?

2. How do female adolescents and male adolescents differ in the evaluation of the fit of
their clothes?

LITERATURE REVIEW
Conceptual Framework

The dress of an individual is a kind of “Sign Language” that communicates a complete set of information and is
usually the basis on which immediate impressions are formed. Clothing is also a form of artistic expression that
reflects the cognitive, moral and social aspects of human life (Kaiser, 1999). Garment quality is not determined
by the quality of manufacture only, but by a number of other influential factors as well. Formability of the
fabrics in particular, garments manufacturing processes and the stability of the newly created form, directly
impact on garment appearance quality (Caplan, 2005).
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Figure 1. Schematic Representation of the Factors affecting Quality of Clothing Products (Fit). Source: Adopted
from de Klerk and Tselepis (2007).

METHODOLOGY

The study was carried out in Sekondi-Takoradi Metropolitan Area in the Western Region of Ghana, using cross-
sectional survey design. Survey design permitted the researchers to summarize the characteristics of different
groups. The design involved the selection of 400 adolescents in public SHS out of a population 12000
adolescents from the 11 public SHS to participate in the study.

A minimum sample size was calculated based on the Taro Yamane’s formula for sample size determination for
estimating proportion in a finite population (Uzoagulu, 1998), drawn from the population of 12000 students in
public SHS in Sekondi-Takoradi.
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Based on this formula, a total number of 400 SHS students was sampled for the study. The sampling frame for
sampling the students was by class list. A table of random numbers was employed in selecting the respondents
in each school. This was based on the ratio of students in that particular school. Equal proposition of both
females and males were taken especially from the mixed schools. A structured questionnaire was used for data
collection. It was developed through the review of related literature and also base on the research questions. Data
was administered and collected by visiting the sampled schools. The main statistical tools used were means and
standard deviations while the Independence Sample T-test was run to verify if evaluation of clothes was
independent of gender in terms of both the aesthetic and functional dimension.

RESULTS AND DISCUSSION
Age Distribution of Respondents

Three hundred and forty one (341) of the respondents representing 85.2% are within the age group 15-18, 59
representing 14.8% are within the age group 19-22. The distribution of the respondents by age appears not
evenly spread among the two adolescent of age groups considered for this research. This implies that
approximately 85% of the views leading to conclusions drawn from the research could be certified largely to
people of age group 15-18.

Research Question 1: What role does the functional and aesthetic characteristics of fit play in the adolescent’s
expectations with regard to the fit of their clothes?

Table 1 presents the means and standard deviations on respondent’s opinion on the role of functional and
aesthetic characteristics of fit of clothing.

Table 1: Role of Functional and Aesthetic Characteristics of fit of Clothing

Item/Statement Male Female Total

Mean Std. Mean Std. Mean  Std.

I. I select clothes to enhance specific parts of my body.

3.64 1269 387 1.210 3.75 1.244
II. Fit is more important than size ...... 387 1.149 387 1.016 3.87 1.083
IIL.I have problem finding clothing fits well. 356 1259 389 1.097 3.72 1.191
IV.I buy clothes that are bigger than my size.... 3.18 1391 3.07 1501 3.12 1.446
V.I am satisfied with most of my clothing... 396 1.104 434 959 415 1.050
VII. I am conscious of effects my clothes ..... 413 992 425 971 419 982

N= 400 Source Field Survey Data, 2014

Overall, the mean scores range from a low of 3.12 with a standard deviation of 1.44 to a high of 4.19 with a
standard deviation of .98 across the functional and aesthetic characteristics of fit of clothing. The low mean score
of 3.12 with a standard deviation of 1.44 suggests that both males and females neither agreed nor disagreed with
the fact that they buy clothes that are bigger than their size even if they like the style (item I'V) while the standard
deviation suggests that respondents were consistent with their disagreement since the standard deviation
indicates that about 68 per cent of the responses to item IV would lie closer to the mean.

On the other hand, mean scores ranging between 3.72 and 4.19 are indications of adolescents’ agreement with
the fact that functional and aesthetic characteristics of clothing fit have a role in the adolescent’s expectations
while the standard deviations 1.19 and .98 indicate a small disparity in their opinion with regard to adolescents’
agreement with the fact that functional and aesthetic characteristics of clothing fit. With respect to the mean
score of 3.72, adolescents agree that they have problem finding clothing that fits well. This confirms Chun-Yoon
& Jasper’s, (1995); Faust, Carrier & Baptist’s, (2006) claim that African developing countries such as Ghana
also face apparel fit problems, but sizing issues are often overlooked or regarded as unimportant issues, finally
giving rise to non-standardised size ranges that do not conform to the recommendations given by standard
bodies. While the highest mean score of 4.19 suggest that adolescents are conscious of the effects their clothes
have on their appearance.
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Based on the fact that respondents to agree with six out of seven of the items in the scale (Table 1) is an
indication that truly functional and aesthetic characteristics of clothing fit play a role in adolescents’ expectations
and evaluations regarding the fit of his or her clothes. This confirms the argument made by De Long (1998) that
there is a connection between aesthetics and the way adolescents clothed their bodies to be appreciated by
themselves and also by others.

Research Question 2: How do female adolescents and male adolescents differ in the evaluation of the fit of
their clothes?
Table 2: Means for Adolescents Differences in Evaluation of the fit of Clothes

Gender N Mean Std. Deviation Std. Error Mean
Male 200 3.72 615 .043
Female 200 3.88 497 .035

Source Field Survey Data, 2014

With respect to the means and standard deviation, Table 2 shows the mean scores for males (M=3.72, SD=.61)
and mean score for females (M=3.88, SD=.49) on whether or not both males and females adolescents differ in
the evaluation of the fit of their clothes. The means of both males and females are closer to 4.00 statistically, and
therefore suggest that both males and females were of the opinion that there is a difference in the evaluation of
the fit of their clothes between adolescents’ males and females.

Table 3 presents the t-test information needed to decide whether or not the difference between adolescents’
males and females scores in evaluation of the fit of their clothes was statistically significant.

Table 3: Independence Sample T-Test for Adolescents Differences in
Evaluation of the fit of their Clothes

Levene's Test for

Equ'ality of t-test for Equality of Means
Variances
F Sig. t Df Sig. (2-tailed) Mean Std. Error
Difference Difference
Equal 13.754 .000 -2.861 398 .004 -.160 .056
variances
assumed
-2.861 381.317 .004 -.160 .056
Equal
variances not
assumed

Reading the top line of the t-test results, it can be seen that the mean difference in evaluation of the fit of clothes
between adolescents’ males and females statistically significant. Putting the descriptive and inferential results of
the independent samples t-test together, the complete answer to the research question is presented as:

For fit of clothes, females (M=.3.88, SD=.49) are more likely to evaluate the fit of their clothes significantly
more than males would do (M=.3.72, SD=.61), t (398) = -2.86, p=.04 (two-tailed). This finding has revealed
gender differences in perceptions and evaluation with fit. This is in line with the argument that male’s buying
behaviors and attitudes towards clothing are different from those of female (Frith & Gleeson, 2004; Liu &
Dickerson, 1999; Moore, Doyle, & Thomson, 2001). Thus, adolescents’ evaluation of clothes depends on
gender in terms of both the aesthetic and functional dimensions.
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CONCLUSION

There is a connection between functional clothing and aesthetic clothing and the way adolescents clothed their
bodies to be appreciated by themselves and also by others. In other words, functional and aesthetic
characteristics of clothing fit play a role in adolescents’ expectations and evaluations regarding the fit of his or
her clothes. However, not all functional and aesthetic characteristic of clothing fit play important role as some of
adolescent indicated that they experience problems with the fit and sizing in clothes they buy from local retail
outlets. Both males and females adolescents differ in their expectations and evaluation of the fit of their clothes
but females are more likely to expect and evaluate the fit of their clothes significantly more than males would do.

RECOMMENDATION

This study clearly underscores the importance fit of ready-made clothing for adolescents. On the basis of
information gathered, it is observed that further efforts were necessary to improve the fit of ready-made clothes
for adolescents. The stakeholders in the clothing industry, which include apparel consumers, retailers, product
developers, clothing manufactures, designers as well as educators and researchers should work together to
address the fit problems of adolescent.
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