


According to Babbie and Mouton (2001 :75) new or primary data can be collected 

to solve a question formulated from W1 in W2. This places the study in an 

empirical domain . 

4.2 RESEARCH DESIGN 

The research design refers to the plan according to which the present study was 

executed. It refers to all the planning involved regarding the study as well as al 

the decisions that the researcher had to make in order to answer the research 

question as effectively and efficiently as possible. The researcher's decisions 

and actions as well as the research question thus determine to a certain extent 

the type of design that will be followed for the study (de Vos & Fouche, 1998:77­

80). 

4.2.1 Selection of a qualitative research style for the study 

From the research question it seems that the cognitive structures used by 

professional women to make sense of W1 (adoption of the Internet for the 

purchase of apparel) forms an integral part of their everyday life. All their 

decisions and actions are based within these cognitive structures and ultimately 

direct their purchasing behaviour. According to Miles and Huberman (1994:10) 

qualitative data is well suited for locating the meaning individuals place on events 

(apparel purchasing) , processes (perception forming and adoption process) , and 

structures (scripts) and connecting these meanings with the social world around 

them. Taking the research-problem statement, objectives and sub-objectives 

formulated for the present study into account a qualitative research style was 

selected as the most suitable research style to explore and describe the role of 

identified factors in professional women's adoption of the Internet for purchasing 

of apparel. 
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According to Schurink (1998:240) a qualitative research style is not exclusive to 

one discipline and is especially used by researchers who need to examine the 

quality of human behaviour and making sense of and interpreting the meanings 

individuals attach to their experiences. A qualitative research style can be made 

more responsive to the needs of the participants and to the nature of the subject 

matter (Walker, 1985:3). The following requirements as stated by Babbie and 

Mouton (2001 :270) were taken into account for the selection of the qualitative 

research style for the present study: 

• The research purpose of the study 

• The insider perspective 

• The ideographic, contextual research strategy that was followed for the study 

Ii An inductive approach 

• Inter-subjectivity  

A discussion of each of above aspects foHows.  

4.2.1.1 The research purpose of the study 

The primary aim of this research was exploratory-descriptive. The research 

purpose of the study was to explore and describe human behaviour rather than 

the explanation and replication thereof (Babbie & Mouton, 2001 :270). According 

to Mouton (1996:101) the research purpose refers to a broad indication of what 

the researcher wishes to achieve with the present research. The objective of this 

study was the exploration and collection of insight and understanding regarding 

the specific phenomenon as well as describing the domain phenomenon. 

According to Babbie and Mouton (2001 :80) exploratory studies can be 

undertaken for various reasons. Firstly, exploratory studies are undertaken 

because the field to be studied is relatively new. From the existing literature 

apparel-consumer behaviour in terms of the adoption of the Internet for the 
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purchasing of apparel in South Africa has not yet been sufficiently examined. 

This field can therefore be viewed as being relatively unknown. Secondly, 

exploratory studies can be undertaken to define the central concepts and 

constructs in order to get a better understanding of the phenomenon. 

Descriptive studies on the other hand contribute by providing reliable descriptions 

of a phenomenon by describing the actions of the participants and attempting to 

understand those actions and behaviour in terms of the context and/or situations. 

Thus instead of focusing on quantifying these patterns the emphasis is on thick 

descriptions (Babbie & Mouton, 2001 :272). 

4.2.1 .2 The insider perspective 

By following a qualitative research style, the researcher is able to develop an 

insider perspective of analysing everyday life of the respondents (8abbie & 

Mouton, 2001 :270) . Furthermore it provides the researcher with the opportunity 

to reconstruct, describe, and understand the unit of analysis's experience over 

time (Babbie & Mouton, 2001 :271). A qualitative research style makes it possible 

to elicit the unit of analysis's accounts of meaning, experience, and ideas 

regarding their decision to adopt or reject the Internet for the purchase of apparel 

(Schurink, 1998:243). 

The qualitative view is that human behaviour is the result of their interpretation of 

their world. For the researcher to get a better understanding of how professional 

women view and experience (the insider view) the adoption process of the 

Internet it was necessary to explore the phenomena from the consumer's point of 

view, and thus by using a qualitative research style for the inquiry. 
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4.2.1 .3 The ideographic, contextual research strategy that was 

followed for the study 

For this study, an ideographic, contextual research strategy was followed. This 

strategy emphasizes that a phenomenon should be understood in terms of the 

specific context in which it took place, rather than the generalisation of the data 

(8abbie & Mouton, 2001 :273). The objective of the present study was to explore 

and describe a specific decision-making situation, namely the adoption of the 

Internet for purchasing apparel rather than to obtain representative or replicable 

information. The emphasis of the present study is therefore on the 

understanding of the meanings, processes and intentions that underlie the 

behaviour of the unit of analysis in the specific context in which it happens rather 

than generalising the findings (8abbie & Mouton, 2001 :272). 

The ideographic, contextual research strategy involves smaller sampling. A 

smaller sampling strategy gives the researcher the opportunity to focus in an in­

depth way on the professional women's decision-making situation and world in 

order to determine first order constructs. Furthermore it enables the researcher 

to generate rich descriptions from the partiCipants' perspective by making use of 

their own words (Mouton, 1996:133). 

The present study can be viewed as a cross-sectional synchronic study. The 

inherent disadvantage of a cross-sectional synchronic study is that it only reflects 

professional women's behaviour during a specific period and does not represent 

what their behaviour might be over an extended period of time (8abbie & 

Mouton, 2001 :92). 
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The researcher is responsible for the collection of primary data (through 

individual interviews) as well as secondary data (through observations and field 

notes) and serves as the primary research instrument (Schurink, 1998:258). The 

researcher attempted throughout the study not to make biased descriptions and 

interpretations. Secondly, a relationship of trust between researcher and the 

participants is of utmost importance. This pertains to how the researcher gained 

access to the participants, the establishing of rapport and the establishing of a 

relationship of trust with the participants. Objectivity regarding the qualitative 

approach refers thus more to the generation of trustworthy inter-subjectivity than 

to the control over all the external variables (Babbie & Mouton, 2001 :273). 

4.3 OBJECTIVITY AND TRUSTWORTHINESS OF THE STUDY 

Neuman (2000:125) holds that the opportunity for prejudice, dishonesty, and 

unethical research will always exist Agar in Poggenpoel (1998:348) is of the 

opinion that there is a need for a different language regarding objective 

qualitative research. This language must be able to replace the concepts of 

validity and reliability of quantitative research. Objectivity is an important aspect 

that should be looked at in qualitative research. The aim of this approach is to 

allow outsiders from the scientific community to make rational judgements about 

the research study. For a study to comply with the ideal of objectivity the 

researcher has to prove that the necessary procedures and methods that were 

used hold inherent aspects of objectivity. This is achieved by making use of 

objective procedures and methods so that increased quality results can be 

obtained (Babbie & Mouton, 2001 :10-11). 

According to Babbie and Mouton (2001 :276) the central considerations regarding 

objectivity in the qualitative research process is trustworthiness. Trustworthiness 

refers to whether the instrument used for measuring can provide the same 

observations or results with different units of analysis under different 
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circumstances (Neuman, 2000:125-126). Although it is not possible to control all 

the factors that can affect the objectivity and trustworthiness of the present study, 

it is of utmost importance to marginalize these factors where possible (Trollip, 

1991 b:102). 

The approaches regarding the concept of objectivity and trustworthiness in terms 

of this study that were followed were credibility, transferability, dependability, and 

confirmability. Strategies that were followed by the researcher to control and 

eliminate factors that could reduce the objectivity and trustworthiness of this 

study were member checks, triangulation , thick description, purposive sampling, 

prolonged engagement and recording of raw data. The notion of objectivity and 

trustworthiness in terms of this study will be discussed wherever the researcher 

applied it in order to enhance the objectivity and trustworthiness of this study. 

4.4  CONCEPTUALISATION AND OPERASIONALIZATION OF THE 

RESEARCH PROBLEM STATEMENT, OBJECTIVES AND SUB­

OBJECTIVES 

Conceptualisation is the refinement and specification of abstract concepts used 

in a study (Babbie & Mouton, 2001 :128). The central concepts contained in the 

research-problem statement, objectives, sub-objectives, and schematic 

conceptual framework were conceptualised by using theoretical definitions. The 

central concepts as well as other relevant concepts that contribute to a better 

understanding and clarity of the problem to be studied is defined in CHAPTERS 

1, 2 and 3 and incorporated with relevant theory. 

Operationalisation is according to Babbie and Mouton (2001 :128) the 

development of specific research procedures that will result in empirical 

observations representing the defined concepts in World 1. 
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The operationalisation of the sub-objectives enabled the researcher to examine 

the phenomenon and establish the role between the concepts contained in the 

research-problem statement, objectives and sub-objectives (Mouton, 1996:66). 

According to Mouton (1996:66) the best way to operationalise is to list the 

operations or rules according to which the World 1 phenomenon will be 

determined. It enables the researcher to be attentive of these aspects during the 

collection of the data. Operationalisation is in other words the manner in which 

the research question is connected with the real occurrences of the 

phenomenon. In this study the research question pertains to the role identified 

factors (consumers' scripts, indicators/dimensions of apparel products and the 

characteristics of the innovation) play in South African professional women's 

adoption of the Internet for online apparel purchasing . 

The objectives and sub-objectives formulated for the present study are 

subsequently operationalised: 

4.4.1 Objective 1 

To explore, describe and get a better understanding of the role that existing 

apparel purchasing scripts play in professional women's adoption of the Internet 

for online apparel purchasing. 

(9 Sub-objective 1: What do professional women's existing apparel 

purchasing practices look like and what is the nature of their apparel 

purchasing scripts? 

Scripts contain knowledge on how apparel should be purchased (Shoemaker, 

1996:43). Scripts are almost like production rules (Anderson in Shoemaker, 

1996:43). It also contains complex, sequenced steps, actions as well as typical 
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procedures on how to purchase apparel. Consumers' scripts manifest in their 

prior or existing apparel purchasing practices and in the typical steps, actions 

and procedures that they follow or use when they purchase apparel or make a 

decision. 

®  Sub-objective 2: How do professional women experience their existing 

apparel purchasing practices? 

Experience refers to the knowledge an individual has acquired through practical 

participation in certain activities and events. It also pertains to specific events 

that an individual has live through (Gouws et aI. , 1984: 207). The way that 

consumers experience their apparel purchasing practices would relate to the 

typical activities they engaged in when purchasing apparel and how they think, 

feel and talk about them. Consumers' experiences in terms of apparel 

purchasing manifest itself in their references regarding how they think, feel and 

talk about their existing apparel purchasing practices. 

@  Sub-objective 3: What are the perceptions of professional women of 

the Internet in general and in particular for online apparel purchasing? 

Consumers' perception result from the information (stimuli) they receive from the 

environment and their interpretation thereof. To form perceptions, the consumer 

first becomes aware of the Internet via information from the environment, such as 

recommendations by friends or advertisements, or their own experience of it. To 

make sense of the information, it is processed in the brain and stored in the 

memory. This process of making sense from the information takes place against 

the background of consumer socialisation. Consumers' perceptions of the 

Internet as a medium for purchasing apparel manifest itself in the information 

they receive and their interpretation thereof. Consumers' perceptions of the 

Internet as a medium for the purchasing of apparel were formed from what they 

read , hear and experience. 
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e  Sub-objective 4: What are the expectations of professional women of 

apparel purchasing on the Internet? 

Baron and Byrne (1998:119) hold that when people have a specific expectation 

how they will react in a new situation or with a new stimulus, the expectation will 

direct their perceptions and feelings. Expectations are the result of consumers' 

scripts. Consumers' use their knowledge and previous experience with the 

Internet and apparel purchasing to form expectations. 

Consumers' expectations will manifest in all elements and aspects that 

consumers would expect in a traditional store and which they translate to the 

Internet. Consumers' expectations are expressed as various products, the 

presentation of apparel, the information they obtain and the type of products in 

comparison to traditional shops. It is also expressed in terms of the functions 

and elements they expect from the Internet or the web page, such as safety and 

security of their credit cards, privacy of personal information, interactive functions 

(audio-visual presentations), a larger variety and the possibility to compare 

products and prices. 

4.4.2 Objective 2 

To explore, describe and get a better understanding of the role that the 

dimensions (physical and performance properties) of apparel products play and 

how these are evaluated in professional women's adoption of the Internet for 

online apparel purchasing. 

e  Sub-objective 5: What role does the evaluation of the physical 

properties of apparel products play in professional women's adoption of the 

Internet for the purchase of apparel? 
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•  Sub objective 6: What role does the evaluation of the performance 

properties (aesthetics and functional aspects) of apparel products play in 

professional women 's adoption of the Internet for the purchase of apparel? 

Apparel consists of physical and performance properties (aesthetic and 

functional aspects) (Brown & Rice, 1998:38). Consumers' use of the dimensions 

of apparel in the evaluation and assessment of apparel products manifests itself 

in the physical and performance (aesthetic and functional aspects) properties of 

apparel products. Consumers' use of the dimensions of apparel when evaluating 

apparel products over the Internet are related to: 

•  The physical properties such as the design and construction of the apparel 

product as well as the textiles. 

•  The performance properties - the way in which it satisfies their needs. This 

refers more to the aesthetic and functional aspects of the apparel. 

•  The aesthetic aspects of apparel refer to the attractiveness of it. This can be 

subdivided into formal, emotional and cognitive qualities. Formal aspects 

refer to the design principles used in apparel, for example line, colour, texture, 

balance, form and proportion. These formal aspects can be perceived 

sensory. Emotional qualities refer more to the satisfaction of consumer's 

social needs, for example to impress others. Cognitive qualities refer to 

consumer's social cognitive needs, such as creating their own realities 

(Brown & Rice, 1998:38-39). 

•  Functional aspects refer to fit, comfort, care instructions, durability and end­

use of the apparel (Brown & Rice, 1998:38-39). This refers for instance to 

how the product conforms to the consumer's body (KadoJph , 1998:545). 
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4.2.3 Objective 3 

To explore, describe and get a better understanding of the role that the 

characteristics of the innovation namely perceived risks, relative advantages and 

compatibility with existing apparel purchasing practises play in professional 

women's adoption of the Internet for online apparel purchasing. 

®  Sub-objective 7: What are the perceived risks professional women 

associate with the adoption of the Internet for the purchase of apparel? 

The uncertainty consumers experience when they are not able to predict the 

outcomes of their purchasing decisions is viewed as their perception of risks. 

The perceived risks are not necessarily connected to reality but rather the 

consumer's personal experience of the uncertainty. The uncertainty consumers 

experience relates to their use of credit cards, their inability to evaluate the 

apparel or the delayed reception of the product. Perceived risk can be 

categorized into five types, namely: functional risk, physical risk, financial risk, 

social risk, psychological risk, and time risk (Schiffman & Kanuk, 2000: 153; 

Sproles & Burns, 1994:202). 

Consumers' perception of the risks involved in the adoption of the Internet is 

apparent in aspects such as the functional, phYSical, financial, socio­

psychological and time constraints they experience. 

€I  Sub-objective 8: What relative advantages do professional women 

perceive in terms of the Internet for online apparel purchasing? 

Relative advantage is the degree to which customers perceive an innovation as 

superior to existing alternatives or substitutes (Schiffman & Kanuk, 2000:414; 

Sproles & Burns, 1994:71). According to Whiteley (2000:155) the acceptance of 
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the Internet depends on the consumer's perception of the benefits attached to 

the innovation. 

Consumers' perception of the relative advantages involved in the adoption of the 

Internet for online apparel purchasing manifests itself in their identification of 

positive aspects that they compare with and perceive as better then their existing 

apparel purchasing practices. Consumers' perception of the relative advantages 

involved in the adoption of the Internet is apparent when they refer to positive 

aspects about it in comparison to existing aspects. It relates to aspects that are 

better such as costs, time saving and performance. 

•  Sub-objective 9: How do professional women evaluate the 

compatibility of the Internet as an apparel-purchasing medium with regards to 

their existing apparel purchasing practices? 

The compatibility of the innovation with the potential consumer's values, needs 

and previous practices is one of the characteristics of the innovation that 

determines the speed of diffusion (Hawkins ef a/. , 2001:251; Sproles & Burns, 

1994:72). The implication is that when purchases are not compatible with the 

female consumer's expectations, perceptions or scripts, the innovation will 

diffuse slowly or not at all amongst a specific segment. A more compatible 

innovation can lead to a reduction in uncertainty (Rogers, 19995:224). 

Consumers' perception of the compatibility manifests it self in the comparisons 

the consumers make between online purchases and present purchases of 

apparel. Consumers' perception of the compatibility of the Internet with their 

current apparel purchasing practices will emerge from references made 

regarding differences, similarities, and possible solutions in terms of the Internet 

and current apparel purchasing practices. 
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4.5 THE UNIT OF ANALYSIS AND SAMPLING 

4.5.1 Selection of target population 

Professional women were selected as unit of analysis for this study. Professional 

women are viewed as persons pursuing certain professions as means of earning 

income. Callahan (1988:31) defines a profession as follows: "A profession 

delivers esoteric services - advice or action or both - to individuals, 

organizations or government; to whole classes or groups of people or to the 

public at large." To render a professional service to society, extensive academic 

training that includes an intellectual component is required . The selection of the 

target population and the purposive sampling for this study is justified below. 

4.5.2 Purposive sampling 

According to Babbie and Mouton (2001 :288), sampling in the qualitative 

paradigm is often purposeful. Therefore purposive sampling was selected for 

this study (Babbie & Mouton, 2001 :166). Purposive sampling increases the 

scope of the specific information collected because participants can be selected 

purposefully on the grounds of predetermined characteristics. Transferability is 

enhanced through purposeful sampling (Babbie & Mouton, 2001 :277). According 

to Babbie and Mouton (2001 :277) transferability refers to the extent to which the 

findings can be applied in other contexts or with other respondents. Purposive 

sampling and rich/thick descriptions are used in this study to enhance the 

transferability of the study_ 

Babbie and Mouton (2001 :287) recommend a sampling framework of between 

five-25 participants for qualitative research studies conducted in South Africa. 

The number of participants is dependent on the scope of the study as well as the 

number of times the data collection will be repeated. 
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For an ideographic, contextual research strategy as followed in the present study 

a smaller sampling framework is recommended in order to conduct an in-depth 

inquiry. The researcher decided to include a sampling framework of between five 

to eight partiCipants, because the scope of the study was to understand and 

describe the phenomenon rather than to find representative data, the data­

collection methods were repeated three times on separate occasions with each 

participant, and the ideographic, contextual strategy required a smaller sample 

framework. There was decided that eight partiCipants would suffice for this 

study. 

According to Schurink (1998:262) one way of increasing the trustworthiness of a 

study is by stopping the collection of data the moment the data reaches 

theoretical saturation. In practice this means that when the researcher starts to 

get the same information over and over from the participants and no new 

information is generated, then theoretical saturation is reached (Morse in 

Schurink, 1998:262). Furthermore, this means that new partiCipants should be 

recruited when new information still keeps emerging from the interviews. New 

participants should then be recruited until no more new information emerges. 

During the data-collection phase the researcher was sensitive and attentive to 

data reaching theoretical saturation. After three interviews with the identified 

eight participants the same type of answers and patterns began to emerge. The 

researcher and the study leaders agreed that data saturation was reached and 

therefore there was no need to recruit further participants. 

An criterion for inclusion that directed thp. purposive sampling was developed 

from the theory and used to motivate the selection of the partiCipants for this 

study. This also enhanced the transferability of the study. In order for the 

identified participants to qualify for the present study they had to comply with the 

following criteria: 
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TABLE 1: THE CRITERIA FOR INCLUSION FOR THE PURPOSIVE 

SAMPLING 

Criteria Motivation for the criteria 
Participants had to be female Female Internet users are currently the consumer 

group with the fastest growth rate in South Africa 
(www.southafrica.co.za/survev/) . 

Participants had to be between the According to ASOM (1999:19-20) the average age of 
ages of 25 and 35 years Internet users in South Africa is 35 years. Innovators 

are generally younger (Schiffman & Kanuk, 2000:426­
427). 

Participants had to practice fulltime Professional women's apparel purchasing patterns 
or part-time professional careers differ from that of non-working women. Their 

involvement with time-saving behaviour as well as 
their evaluation of suitable work clothes also differs 
from non-working women (Shim & Drake, 1988:7-9). 

Participants had to have at least 3 
years tertiary education 

Innovators are characterised by their high levels of 
academic training in comparison to their peers 
(Schiffman & Kanuk, 2000:426-427). Trained people 
are more apt to accept or trY innovations. 

PartiCipants had to have access to 
the Internet and use the Internet on 
a regular base for e-mailing, 
information searching, entertainment 
or banking. 

PartiCipants need to be familiar with the Internet 
before they would be able to answer questions and 
talk meaningfully about the Internet. According to 
Mostert (2002), the regular use of the Internet could 
lead to purchases amongst South African consumers. 
Citrin et a/. (2000:297) also determined that 
consumers using the Internet for communication, 
entertainment andlor education have a greater 
tendency to adopt it for purchasing. 

4.5.3 Gaining of access to the unit of analysis 

According to Hammersley and Atkinson (1995:54), the gaining of access to 

suitable participants is often a practical issue and researchers have to rely on 

their own resources and strategies to get access. In some cases, the gaining of 

access to suitable partiCipants can be a sensitive issue (Schurink, 1998:258). 

This is especially true when informants are not convinced of the researcher's 

intentions about the aims and scope of the research . Therefore it is imperative 

that ethical standards and procedures are adhered to when achieving access to 
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