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�PPENDIX 1 
 
 

A. Cover letter (Phase 1) 

B. Questionnaire (Phase 1) 

C. Samples (Assessed in Section D of questionnaire) 
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   Pretoria  0002  Republic  of South Africa  
   http://www.up.ac.za 

 
 Natural and Agricultural Sciences 

 
 
 
 
Dear Career woman 
 
I am doing research to determine how consumers assess quality when buying 
clothes suitable for formal day / office wear as well as clothes for more informal 
occasions. One of the outcomes of this research is to develop a consumer’s guide 
to facilitate the assessment of fabric quality. 
 
I would therefore value your opinion and would appreciate it if you could find time in 
your busy programme to help me by completing the enclosed questionnaire. The 
questionnaire consists of two parts. The first part should take approximately 10 – 15 
minutes to complete. The second part, accompanied by samples, should take 
between 20 and 25 minutes to complete. There are no right or wrong answers; I am 
interested in your opinion and experience.  
 
I would appreciate it very much if you could return the questionnaire and samples to 
the person who gave them to you within three days. Thank you for the courtesy of 
your assistance. 
 
Very sincerely yours. 
 
 
 
 
 
Arda Retief 
Lecturer. 
Department of Consumer Science 
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The assessment of the quality of outer garments for formal day and informal casual wear                                                                                                                             

                                                                                                                                                         For office use 
  
Respondent number V1    1-3  
 
Answer the questions by making a cross (X) in the appropriate block or by writing your response in 
the space provided 

 

Section A 
1. Indicate the importance of each of the following aspects as indicators of quality when 
    shopping for clothing. 
    Please use the following scale to indicate the importance of each aspect. 

      

       
  Very 

important Important Slightly 
important 

Not  
important 

      
 Price      V2  4  
 Fibre type      V3  5  
 Fabric texture      V4  6  
 Brand      V5  7  
 Fabric structure      V6  8  
 Care procedure      V7  9  
 Attention to detail      V8  10  
 Fabric suitable to end-use      V9  11  
 Type of finish on fabric  � � �  V10  12  
�       
Are there any other features that you use to determine the quality of a clothing item? Please list 
these features:        

   V11  13  
   V12  14  
       
        
       
2.a When purchasing garments for formal daywear, which of the following features do you 
      consider to be the most important? 
      Arrange the following four features in order of importance. Assign the numbers 1 to 4 in the open  
      spaces next to each feature. Number 1 indicates the most important feature, 2 the second most  
      important one, etc. (Please assign all 4 numbers. Each number may only be used once) 
 

     

 

 Comfort    V13  15  
 Easy-care    V14  16  
 Durability    V15  17  
 Appearance    V16  18  
       
2b. When purchasing garments for casual wear, which of the following features do you consider to  
      be the most important? 
      Arrange the following four features in order of importance. Assign the numbers 1 to 4 in the open  
      spaces next to each feature. Number 1 indicates the most important feature, 2 the second most 
      important one, etc. (Please assign all 4 numbers. Each number may only be used once) 
 

     

 

 Comfort    V17  19  
 Easy-care    V18  20  
 Durability    V19  21  
 Appearance    V20  22  
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3. When shopping for clothes, how often do you read the stitched-in labels or hang tags? 
 

     
 

 a. Always         
 b. Often    V21  23  
 c. Seldom         
 d. Never         
          
If you chose a or b, please answer all the following questions. If you chose c or d, please go to 
question 4 (p 3) 
 

     
 

3.1 Stitched in labels and hang tags vary in the type of information they give the consumer. When 
      shopping for formal daywear, how important do you find the following types of information.  
      Please use the following scale to rate the importance of each type of information 

     
 

 Formal office wear           
 Type of information on label/ tag Very 

important Important Slightly 
important 

Not 
important       

 Fibre content      V22  24  
 Brand name      V23  25  
 Care instructions      V24  26  
 Additional information about fabric or garment features      V25  27  
 Price      V26  28  
 Size      V27  29  
            
3.2 When shopping for casual wear, how important do you find the following types of information.   
      Please use the following scale to rate the importance of each type of information       

  
Casual wear           

 Type of information on label/ tag Very 
important Important Slightly 

important 
Not 
important       

 Fibre content      V28  30  
 Brand name      V29  31  
 Care instructions      V30  32  
 Additional information about fabric or garment features      V31  33  
 Price      V32  34  
 Size      V33  35  
            
3.3 Which other label information would you find useful?       
       
   V34  36  
       
            
3.4 Do you want to know what the fibre content of a fabric is?       
       
 Yes, I would like all labels to give this information          
 I feel neutral; it doesn’t really matter if the fibre content is given or not     V35  37  
 No, to me this information means nothing          
            
3.5 If you chose “yes”, please complete the sentence below:       
 I use the fibre information to       
   V36  38  
   V37  39  
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4.1 When buying garments for formal daywear, which of the following features do you use as  
      indicators of durability (how long it will last)? Use the scale to indicate how often you use these  
      features 

      

 Feature Always Sometimes Seldom Never       
 Resistance to abrasion (forming of little balls on surface)      V38  40  
 Closeness of weave or knit      V39  41  
 Elastic recovery (recovery from stretch)      V40  42  
 Resistance to snagging (“pulling-up” of surface yarns)      V41  43  
 Fabric fineness      V42  44  
 Thickness of yarn used      V43  45  
       
 Are there any other features you use as indicators of durability when buying garments for formal 

daywear?       

        
   V44  46  
   V45  47  
       
4.2 When buying garments for casual wear, which of the following features do you use as indicators  
      of durability? Use the scale to indicate if you use these features       

       
 Feature Always Sometimes Seldom Never       
 Resistance to abrasion (forming of little balls on surface)      V46   48  
 Closeness of weave or knit      V47   49  
 Elastic recovery (recovery from stretch)      V48   50  
 Resistance to snagging (“pulling-up” of surface yarns)      V49   51  
 Fabric fineness      V50   52  
 Thickness of yarn used      V51   53  
            
 Are there any other features you use as indicators of durability when buying garments for casual 

wear?       

        
   V52   54  
        
            
5.1 When buying garments for formal daywear, which of the following features do you use as 
      indicators of comfort?  Use the scale to indicate if you use these features       

       
 Feature  Always Sometimes Seldom Never       
 Cool on skin (as opposed to sweaty/ clammy)      V53   55  
 Soft and smooth      V54   56  
 Absorbent      V58   57  
 Lightweight (as opposed to bulky)      V56   58  
 Stretchy (a fabric that moves with the body)      V57   59  
 Openness of weave or knit      V58   60  
            
 Are there any other features you use as indicators of comfort when buying garments for formal 

daywear?       

        
   V59   61  
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5.2 When buying garments for casual wear, which of the following features do you use as  
        indicators of comfort?  Use the scale to indicate if you use these features       
 Feature  Always Sometimes Seldom Never       
 Cool on skin (as opposed to sweaty/ clammy)      V60   62  
 Soft and smooth      V61   63  
 Absorbent      V62   64  
 Lightweight (as opposed to bulky)      V63   65  
 Stretchy (a fabric that moves with the body)      V64   66  
 Openness of weave or knit      V65   67  
 Are there any other features you use as indicators of comfort when buying garments for casual 

wear?       

        
   V66   68  
        
            
6.1 When buying garments for formal daywear, which of the following features do you see as the 
      most important easy-care features? Use the scale to indicate if you use these features       

       
 Feature  Always Sometimes Seldom Never       
 Soil resistance (does not attract dirt)      V67   69  
 No static build-up (does not cling)      V68   70  
 Wrinkle resistance (sheds wrinkles and creases)      V69   71  
 Heat resistance (does not melt when ironed)      V70   72  
 Stain resistance       V71   73  
 Colourfastness (fading slight; colours don’t bleed in wash)      V72   74  
 Machine washable      V73   75  
 Tumble dryable      V74   76  
 Little or no ironing      V75   77  
 Good shape retention (resistance to stretch or shrinkage)      V76   78  
 Are there any other features you use as indicators of ease of care when buying garments for 

formal daywear?       

        
   V77   79  
        
            
6.2 When buying garments for casual wear, which of the following features do you see as the most 
       important easy-care features? Use the scale to indicate if you use these features       

 Feature  Always Sometimes Seldom Never       
 Soil resistance (does not attract dirt)      V78   80  
 No static build-up (does not cling)      V79   81  
 Wrinkle resistance (sheds wrinkles and creases)      V80   82  
 Heat resistance (does not melt when ironed)      V81   83  
 Stain resistance       V82   84  
 Colourfastness (fading slight; colours don’t bleed in 

wash)      V83   85  
 Machine washable      V84   86  
 Tumble dryable      V85   87  
 Little or no ironing      V86   88  
 Good shape retention (resistance to stretch or shrinkage)      V87   89  
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Are there any other features you use as indicators of ease of care when buying garments for 
casual wear? 

     
 

   V88   90  
        
        
            
7.  Please list any other aspects you consider to be important when purchasing clothes       
       
        
   V89   91  
   V90   92  
   V91   93  
   V92   94  
        
            
   SECTION B 
 

      

 1.Have you ever purchased clothing from a catalogue? Yes No   V93  95  
          
 2. Have you ever purchased clothing from the Internet? Yes No   V94  96  
          
 3. Would you ever consider buying clothing from the Internet? Yes No   V95  97  
          
 If your answer was YES in 1 or 2, please answer all the following questions. 

If your answer was NO in 1 and 2, but YES in 3, please go to question 7.      

       
   

 
4. Do you assess a garment offered in a catalogue / on the 
    internet differently to one you buy in a shop where you are 
   face-to-face with the product? 

Yes No   
V96  98 

 

       
 5. If your answer is YES, please explain what you do differently?       
   V97   99  
   V98   100  
        
       
 6. What problems have you encountered with distance shopping?       
   V99   101  
   V100   102  
        
       
 7. Would you consider doing distance shopping if provided with more product 

information? Yes No V101   103  

        
 8. What type of information would be helpful?         
 Type of information Extremely 

helpful Helpful Moderately 
helpful 

Not 
necessary       

 Fibres and their properties      V102   104  
 The effect the yarns can have on fabric properties       V103   105  
 Fabric performance during use       V104   106  
 Fabric performance during fabric care       V105   107  
 The effect special finishes have on fabric 

properties and performance       V106   108  
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 List any other information that you would find helpful when purchasing garments. 
       

        
   V107   109  
   V108   110  
        
 

Section C: Demographic information 
Please provide the following information: 

     

 

 1. Age       
     25 – 29 years old           
     30 – 34 years old      V109   111  
     35 – 40 years old           
            
 2. Qualifications (highest qualification only)           
      Post-school certificate/ diploma           
      National diploma/ Higher diploma      V110   112  
      Degree or equivalent           
            
 3. Price class you are willing to pay for more formal daywear       
     Three piece suit (jacket, top, skirt  

     or pants) < R 500 R 500 - 799 R 800 - 1000 > R 1 000  V111   113  

     Tailored jacket < R 250 R 250 - 499 R 500 - 600 > R 600  V112   114  
     Skirt / pants < R 150 R 150 - 199 R 200 - 250 > R 250  V113   115  
     Blouse / shirt / top < R 100 R 100 - 179 R 180 - 220 > R 220  V114   116  
            
 4. Price class you are willing to pay for casual wear       
     Jacket < R 200 R 200 - 299 R 300 - 500 > R 500  V115   117  
     Skirt/ pants < R 120 R 120 - 179 R 180 - 200 > R 200  V116   118  
    Top < R 100 R 100 - 179 R 180 - 200 > R 200  V117   119  
    T-shirt < R 60 R 60 - 119 R 120 - 200 > R 200  V118   120  
            
       

�

Thank you very much for doing this part of the questionnaire. Would you please do Section 
D on pp. 7-9 as well? 
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Section D 
The following questions must be answered after you have looked at and handled the fabric 
samples, and read the additional information supplied 
 
1.1 The first set of samples, marked 1A, 1B, etc. are all medium weight woven fabrics. Which fabric  
        would you rate as the one with the best durability? Assign numbers to all the fabrics to indicate  
        the best to the poorest durability ( 1 = best durability, 2 = second best, etc.) Please assign a  
        number to each fabric 
 

     

 

 Fabric 1A      V119   121  
 Fabric 1B      V120   122  
 Fabric 1C      V121   123  
            
1.2 The next set of samples, marked 2A, 2B, etc. are all lightweight woven fabrics. Which fabric  
        would you rate as the one with the best durability? Assign numbers to all the fabrics to indicate  
        the best to the poorest durability ( 1 = best durability, 2 = second best, etc.) Please assign a  
        number to each fabric 
 

     

 

 Fabric 2A      V122   124  
 Fabric 2B      V123   125  
 Fabric 2C      V124   126  
            
1.3 The following set of samples, marked 3A, 3B, etc. are all knitted fabrics. Which fabric  
        would you rate as the one with the best durability? Assign numbers to all the fabrics to indicate  
        the best to the poorest durability ( 1 = best durability, 2 = second best, etc.) Please assign a     
        number to each fabric 
 

     

 

 Fabric 3A      V125   127  
 Fabric 3B      V126   128  
 Fabric 3C      V127   129  
            
 
1.4 When rating the above fabrics, which indicators did you use to rate the fabrics. (What helped you 

to decide that the one fabric would be more durable than the others?) Please arrange these 
indicators by assigning numbers to indicate the most important to the least important indicator (3 
or 4 depending on how many indicators are listed) 

 

     

 

    V128   130  
    V129   131  
    V130   132  
    V131   133  
         
Use the same samples sets for the following questions 
       
2.1 The first set of samples, marked 1A, 1B, etc. are all medium weight woven fabrics. Which fabric  
        would you rate as the one that will be the most comfortable? Assign numbers to all the fabrics  
        to indicate the most to the least comfortable ( 1 = most comfortable, 2 = second best, etc.)  
       Please assign a number to each fabric 
 

     

 

 Fabric 1A      V132   134  
 Fabric 1B      V133   135  
 Fabric 1C      V134   136  
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2.2 The next set of samples, marked 2A, 2B, etc. are all lightweight woven fabrics. Which fabric  
        would you rate as the one that will be the most comfortable? Assign numbers to all the fabrics    
        to indicate the most to the least comfortable (most to the least comfortable, 2 = second best,     
        etc.) Please assign a number to each fabric 

     
 

 Fabric 2A      V135   137  
 Fabric 2B      V136   138  
 Fabric 2C      V137   139  
            
2.3 The following set of samples, marked 3A, 3B, etc. are all knitted fabrics. Which fabric would you   
        rate as the one that will be the most comfortable? Assign numbers to all the fabrics to indicate  
        the most to the least comfortable (most to the least comfortable, 2 = second best, etc.) Please  
        assign a number to each fabric 

     
 

 Fabric 3A      V138   140  
 Fabric 3B      V139   141  
 Fabric 3C      V140   142  
            
2.4 When rating the above fabrics, which indicators did you use to rate the fabrics. (What helped you 

to decide that the one fabric would be more comfortable than the others?) Please arrange these 
indicators by assigning numbers to indicate the most important (1) to the least important 
indicator (3 or 4 depending on how many indicators are listed) 

     
 

    V141   143  
    V142   144  
    V143   145  
    V144   146  
       
Once again, use the samples as well as the additional information supplied to decide which  
fabric should have easy-care properties and which fabric would require more care 
procedures 
 

     

 

3.1 The first samples, marked 1A, 1B, etc. are all medium weight woven fabrics. 
      Which fabric do you think will have easy care properties, and which will require more  
     procedures? Rate the fabrics from the one you think will have the most easy-care  
     properties to the one with the least easy-care properties (1 = fabric with most easy-care 
     properties, 2 = second most, etc) 

     

 

 Fabric 1A      V145   147  
 Fabric 1B      V146   148  
 Fabric 1C      V147   149  
            
3.2 The next set of samples, marked 2A, 2B, etc. are all lightweight woven fabrics. 
      Which fabric do you think will have easy care properties, and which will require more 
     procedures? Rate the fabrics from the one you think will have the most easy-care properties to    
     the one with the least easy-care properties (1 = fabric with most easy-care properties, 2 = second  
     most, etc)  

     

 

 Fabric 2A      V148   150  
 Fabric 2B      V149   151  
 Fabric 2C      V150   152  
            
3.3 The following set of samples, marked 3A, 3B, 3C, etc. are all knitted fabrics. 
        Which fabric do you think will have easy care properties, and which will require more   
        procedures? Rate the fabrics from the one you think will have the most easy-care properties to  
        the one with the least easy-care properties (1 = fabric with most easy-care properties, 2 =    
        second most, etc) 

     

 

 Fabric 3A      V151   153  
 Fabric 3B      V152   154  
 Fabric 3C      V153   155  
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3.4 When rating the above fabrics, what indicators did you use to rate the fabrics? 
       Please also arrange them in the order from most important indicator (1) to the least important.       

    V154   156  
    V155   157  
    V156   158  
    V157   159  

Once again use the same samples        
 
4.1 Indicate which fabric in sample sets 1, 2, or 3 you would most likely choose for a suit (jacket,  
      skirt/ pants) for formal daywear? Choose only one fabric. 

     
 

 Fabric  1A 1B 1C 2A 2B 2C 3A 3B 3C  V158   160  
      Please give reasons for your preference       
   V159   161  
   V160   162  
        
            
4.2 Indicate which fabric you will most likely choose for a blouse/ shirt/ top for formal day  
     wear. Choose only one fabric.       

 Fabric  1A 1B 1C 2A 2B 2C 3A 3B 3C  V161   163  
      Please give reasons for your preference       
        
   V162   164  
   V163   165  
   V164   166  
            
4.3 Indicate which fabric in samples sets 1,2 and 3 you would most likely choose for a pair of slacks  
      or a skirt for casual wear. Choose only one fabric.       

 Fabric  1A 1B 1C 2A 2B 2C 3A 3B 3C  V165   167  
        Please give reasons for your preference       
   V166   168  
   V167   169  
   V168   170  
       
4.4 Indicate which fabric in sample sets 1, 2 and 3 you would most likely choose for a  
      blouse/ shirt/ top for casual wear. Choose only one fabric.       

 Fabric  1A 1B 1C 2A 2B 2C 3A 3B 3C  V169   171  
      Please give reasons for your preference       
   V170   172  
   V171   173  
   V172   174  
            
4.5 Indicate which fabric in sample sets 1, 2 and 3 you would most likely choose for a jacket for  
       casual wear. Choose only one fabric.       

 Fabric  1A 1B 1C 2A 2B 2C 3A 3B 3C  V173   175  
       Please give reasons for your preference       
   V174   176  
   V175   177  
   V176   178  
            

Thank you very much for your time and effort!�
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 Samples used in the first phase of the study 
 
Section D / Afdeling D:  
 
Sample set 1 / Monsterstel 1 
All the samples in this set are medium weight woven fabrics / 
Al drie die kleedstowwe is mediumgewig geweefde stowwe. 
 
 

Fabric 1A / Kleedstof 1A: 
A medium weight twill weave, polyester/ viscose 
blend. 
The fabric is available in a variety of fashion 
colours (mostly dark colours)/ 
 
‘n Medium gewig keperbinding, poliëster / 
viskose mengel. 
Beskikbaar in ‘n verskeidenheid mode-kleure 
(meestal donker kleure) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fabric 1B / Kleedstof 1B: 
A medium weight balanced plain weave, 100% 
polyester 
 
‘n Medium gewig gebalanseerde effebinding, 
100% poliëster 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fabric 1C / Kleedstof 1C: 
A medium weight plain weave with uneven 
yarns, 100% polyester 
 

‘n Medium gewig effebinding met onegalige 
garingdikte, 100% poliëster 
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Sample set 2 / Monsterstel 2 
All the samples in this set are lightweight woven fabrics / 
Al drie die kleedstowwe is liggewig geweefde stowwe. 
  
Fabric 2A / Kleedstof 2A: 
A lightweight balanced plain weave, polyester/ 
cotton blend. 
The fabric is available in a variety of fashion 
colours  
 
‘n Liggewig gebalanseerde effebinding, poliëster 
/ katoen 
Beskikbaar in ‘n verskeidenheid mode kleure 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fabric 2B / Kleedstof 2B: 
A lightweight plain weave, 100% viscose rayon 
 
‘n Liggewig effebinding, 100% viskose rayon 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fabric 2C / Kleedstof 2C: 
A lightweight plain weave with crinkle effect 
finish, 100 % viscose rayon 
 

‘n Liggewig effebinding met kreukeleffek 
afwerking, 100% viskose rayon 
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Sample set 3 / Monsterstel 3 
All the samples in this set are all knitted fabrics / 
Al drie die kleedstowwe is gebreide stowwe. 
 
 
Fabric 3A / Kleedstof 3A: 
A medium weight double knit, 100% polyester. 
The fabric is available in a variety of fashion 
colours  
 
‘n Medium gewig dubbelbrei, 100% poliëster. 
Beskikbaar in ‘n verskeidenheid mode kleure 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Fabric 3C / Kleedstof 3C: 
A lacey jersey knit (also available in ecru) 
 
‘n Kantpatroon truistof (ook beskikbaar in ecru) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fabric 3B / Kleedstof 3B: 
A single jersey knit, a cotton / Lycra blend 
 
‘n Enkelbrei truistof, katoen / Lycra meng

UUnniivveerrssiittyy  ooff  PPrreettoorriiaa  eettdd  ––  RReettiieeff,,  AA    ((22000077))  



 208 

����PPENDIX 2 
 
 

A. Cover letter (Phase 3) 

B. CD and instructions 

C. Questionnaire (Phase 3) 
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   Pretoria  0002  Republic  of South Africa  
   http://www.up.ac.za 

 
 Natural and Agricultural Sciences 

 
 

 

An interesting and important project! 
 
I am a lecturer in the Department of Consumer Science at the University of Pretoria 
and am doing a research project regarding the textile information we, as career 
women, need in order to be able to make informed decisions about the performance 
aspects of textiles (such as durability, comfort, and easy-care properties) when we 
buy clothes, especially when we buy on line (the Web). 
 
I urgently need your help, whether you are an online buyer or not. The results will 
also be used to inform retailers of the type of information that the South African 
career woman expects on the labels attached to the clothes she buys, as well as the 
type of information an online buyer needs to make an informed decision. 
 
If you are willing to participate, a CD, that contains a mock website, has been 
supplied. Follow the instructions on the instruction page and please keep in mind 
that the research is on textile information that is supplied to consumers, and not the 
appearance of the website! The idea is that you look at the information supplied on 
the CD website and assess whether it is enough to help one make a purchase 
decision. No prices or sizes are supplied on the CD, as these aspects do not form 
part of the study (on an actual website price and size would be added). When you 
have looked at the information supplied on the CD website, I would appreciate it if 
you would access a South African clothing retail website to assess the information 
that they supply (a list of web addresses is supplied on the instruction sheet). Once 
again you must only assess the amount and type of textile information supplied (if 
any!) 
  
All the information obtained will be confidential, but if you would like feedback on the 
results, please add your name and address to the bottom of the questionnaire (p3). I 
really appreciate your co-operation and am sure that I will be able to give you 
valuable feedback. 
 
Thank you for taking part. 
 
Kind regards. 
Arda Retief
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CD containing the mock website 
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Instructions for use of CD 

This website will open in Windows Explorer. (On older computers the photographs may 
shift out of their frames). 
Use the ‘My Computer’ icon and open the D-drive. Double click on the Textile Survey 
folder icon. If icons appear, click View and choose List. 
 
Look for ‘Index2.htm’ with the Internet Explorer icon,           (you will have to scroll down 
quite a bit as the files are alphabetically arranged!!). Double click. This should open the disk 
in the browser and give you the Home page of the mock website.  
You can click on the inter-active buttons (tops, skirts or pants) to access the available 
styles. Please remember, this is not a “real” website – it is what I could manage to come up 
with after doing a web-based tutorial. Please do not compare the look to an actual website; 
the idea is that you assess the content and type of information given and compare that to 
the content and information on a chosen South African retail website. (A list is supplied 
below). 
From the Home page you can choose ‘Tops’, ‘Skirts’ or ‘Pants’. 
If you are on the ‘Tops’ page and want to go to the textile guide, click on ‘Guide’ under the 
style you like. There are buttons on each page that will take you back to the page with all 
the styles. There is also a page to give you more information on how the textile would feel 
(“Fabric hand” on the information pages). You will see that you can go back to the 
information page of that style and from there back to the page with all the top styles. 
Now you can click on skirts and repeat the process for all the available skirt styles. 
The whole process can once again be repeated for the pants styles. 
 
You can choose one of the following South African websites to compare with the site on disc. After 
doing this, please complete the questionnaire (please read next paragraph). 
  
After playing around with the website on the CD and the South African site you accessed, you can go 
back to the files page. Look for ‘Questionnaire’ or ‘Vraelys’ (all files are alphabetically arranged) in 
the files list. The questionnaire is a word file. Please save it to your hard disc, complete either the 
English or Afrikaans questionnaire and e-mail it to me at one of the following addresses: 
arda.retief@up.ac.za or kambroo@mweb.co.za. If you have a problem while taking part, please call 
me at 420 3784 (from 08:00 to 15:30) or at 082 874 0800 
 
Choose one of the following South African websites: 
 
http://www.edgars.co.za/Catalog/ 
 Click on ‘Shop online’ and choose either ‘On Trend’ or ‘On Promotion’. You can double click on the 
pictures for a larger view or more information. 
 
http://www.foschini.co.za/ 
Be patient, this site takes quite long to load. Follow instructions on web page. 
 
http://www.queenspark.com/ 
Mouse over pictures for larger view and more information 
 
http://www.truworths.co.za/shop/ 
Here you must also choose the ‘Shop online’ option, and then ‘fashion basics – women’ or ‘Daniel 
Hechter’. You can then click on the product for a larger image and more information. 
 
http://www.woolworths.co.za/ 
Click on ‘Clothing & accessories’. You can look at ‘winter must haves’, but these items are not 
available online. If you go to ‘Women’, you have the option to buy underwear (vests). You can click 
on one of these items to see which extra information is provided with the items that are for sale 
online. 
 
Thank you very much for taking part in this project! 

UUnniivveerrssiittyy  ooff  PPrreettoorriiaa  eettdd  ––  RReettiieeff,,  AA    ((22000077))  



 212 

The assessment of the online textile guide                                                                         For office use 

  
Respondent number    V1    1-3  

Answer the questions by making a cross (X) in the appropriate block  
 

 
Section A: Aspects concerning the textile quality assessment guide 
Please use the following scale to indicate how you feel about each aspect. Indicate if you disagree, if you 
feel neutral, or if you agree with the following statements. 

      

 Content Disagree Neutral Agree       
 1.   The information is easy to understand      V2  4  

 2.   The illustrations helped me to visualise the garment     V3  5  
 3.   The additional information on style helped me to form a good idea of the 

      garment     V4  6  

 4.  The additional information on tactile aspects helped me to form a good  
      idea of how the fabric would feel.     V5  7  

 5.   The guide gave me a good understanding of fibre properties that add to 
      durability     V6  8  

 6.   The guide gave me a good understanding of fibre properties that add to 
      comfort     V7  9  

 7.   The guide gave me a good understanding of fibre properties that add to  
      ease of care     V8  10  

 8.   The guide contains information on fabrics and their properties that  
      helped me make a purchase decision     V9  11  

 9.   The guide contains information on applied finishes and their properties  
      helped me make a purchase decision � � �  V10  12  

 10. The care symbols together with care instructions helped me to form a 
      good idea of the care procedures involved � � �  V11  13  

 11. Descriptions as well as a photographic image of each garment give me  
      a good idea of the appearance of the garment � � �  V12  14  

 12. The description of the fabric gives me a good idea of the fabric hand  
      (how it feels) � � �  V13  15  

 13. The guide facilitates decision-making � �   V14  16  

 14. The information in the guide helped me to make a decision about the  
      overall quality of the product(s) � � �  V15  17  

�  
 Indicate if you agree or disagree with the following aspects �      
 Design Disagree Agree      
 15. It is easy to navigate between the style pages and the different clothing items. � �  V16  18  
 16. The information on the style and properties is concise and to the point � �  V17  19  
 17. The site is interactive and there are links between the different clothing items � �  V18  20  
 18.  It is easy to compare the properties of the different offerings � �  V19  

 21  
 19.  The variety offered is big enough � �  V20  

 22  
 �      
 Technical elements Disagree Agree      
 20.  All the links work smoothly � �  V21  

 23  
 21.  The pages are interlinked and easy to access � �  V22  

 24  
 22.  The graphics download quickly � �  V23  

 25  
 �      
 Credibility Disagree Agree    

   
 23.   The styles are fashionable         � �  V24  26  
 24.  The pages are all recently updated; contact number is indicated  � �  V25  27  
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Section B:  Aspects concerning the textile content of a chosen South African 
website           
Please use the following scale to indicate how you feel about each aspect. Indicate if you disagree, if you 
feel neutral, or if you agree. 

      

 Content Disagree Neutral Agree       
 1.   The information is easy to understand     V26  28  
 2.   The illustrations helped me to visualise the garment     V27  29  
 3.   There is enough additional information on style to help me form a good 

       idea of the garment     V28  30  
 4.   There is enough additional information on tactile aspects to help me  

      form an impression regarding fabric hand (“feel”)     V29  31  
 5.   The web site gave me a good understanding of fibre properties that add 

       to durability     V30  32  
 6.   The web site gave me a good understanding of fibre properties that add  

       to comfort     V31  33  
 7.   The web site gave me a good understanding of fibre properties that add 

       to ease of care     V32  34  
 8.   The website contains information on fabrics and their properties that  

       helped me make a purchase decision     V33  35  
 9.   The web site contains information on applied finishes and their  

      properties that helped me make a purchase decision � � �  V34  36  
 10. Care symbols together with care instructions are supplied to help with  

      care procedures  � � �  V35  37  
 11. Descriptions, as well as a photographic image of each garment give me 

      a good idea of the appearance of the garment  � � �  V36  38  
 12. There is a description of the fabric that gives me a good idea of the  

      fabric hand (how it feels) � � �  V37  39  
 13. The web site facilitates decision-making � �   V38  40  
 14. The information supplied on the web site helped me to make a decision 

      about the overall quality of the product(s) � � �  V39  41  
 �      
 Indicate if agree or disagree with the following aspects �      
 Design Disagree Agree      
 15. It is easy to navigate between the home page and the different clothing items. � �  V40  42  
 16. The information on the style and properties is concise and to the point � �  V41  43  
 17. The site is interactive and there are links between the different clothing items � �  V42  44  
 18.  It is easy to compare the properties of the different offerings � �  V43  45  
 19.  The variety offered is big enough � �  V44  46  
 �      
 Technical elements Disagree Agree      
 20.  All the links work smoothly    V45  47  
 21.  The pages are interlinked and easy to access    V46  48  
 22.  The graphics download quickly    V47  49  
         
 Credibility Disagree Agree      
 23.  The styles are fashionable  � �  V48  50  
 24.  The pages are all recently updated; a contact number is indicated  � �  V49  51  
 �      

 
Now that you have accessed both web sites, please rate them as follows: Choose 1 if you think that very little 
information is supplied to help with decision-making, 2 if you feel that the amount of information supplied did not 
affect your decision-making, and 3 if the information given definitely helped with decision-making�

 

 Comparison of content 
� �� ��  
 25. Web site with textile guide (the web site on CD) � � �  V50  52  
 26. The one South African web site I accessed � � �  V51  53  
 ��
��
��������
����������������������
�����
��������
��
��  
 �����  V52  54  
 �  
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����PPENDIX 3 
 
 

A. Original coding of the results of the third phase of the study  

B. Recoded results of the third phase of the study 
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A. Original coding of the results of the third phase of the study 

 
 Questions 1-14 of both Sections A and B of the questionnaire 

 Frequency 
Percentage South African websites 

Aspects relating to 

content 

  Disagree  Neutral  Agree  Total 

Neutral 0 
0.00 

3 
1.50 

0 
0.00 

3 
1.50 

Agree 4  
2.00 

23 
11.50 

170 
85.00 

197 
98.50 

Total 4 
2.00 

26 
13.00 

170 
85.00 

200 
100.00 

Information supplied easy to 
understand 
 

 

Disagree  0 
0.00 

0 
0.00 

1 
0.50 

1 
0.50 

Neutral 0 
0.00 

5 
2.50 

47 
23.50 

52 
26.00 

Agree 8        
4.00 

22 
11.00 

117 
58.50 

147 
73.50 

Total 8 
4.00 

27 
13.50 

165 
82.50 

200 
100.00 

Illustrations help to visualise garment 
 
 
 

 

Neutral 8 
4.00 

10        
5.00 

0 
0.00 

18 
9.00 

Agree 99 
49.50 

64 
32.00 

19 
9.50 

182 
91.00 

Total 107 
53.50 

74 
37.00 

19 
9.50 

200 
100.00 

Additional style information helps 
visualise the garment 

 

Neutral 51 
25.50 

3 
1.50 

- 
- 

54         
27.00 

Agree 135 
67.50 

11 
5.50 

- 
- 

146         
73.00 

Total 186 
93.00 

14 
7.00 

- 
- 

200 
100.00 

Tactile information helps to form an 
idea of fabric hand 
 
 

 

Neutral 32 
16.00 

4 
2.00 

- 
- 

36 
18.00 

Agree 159 
79.50 

5 
2.50 

- 
- 

164 
82.00 

Total 191 
95.50 

9 
4.50 

- 
- 

200 
100.00 

Effect of fibre property information on 
understanding durability 
 

 

Neutral 18 
9.00 

0 
0.00 

1 
0.50 

19 
9.50 

Agree 175 
87.50 

6 
3.00 

0 
0.00 

181 
90.50 

Total 193 
96.50 

6 
3.00 

1 
0.50 

200 
100.00 

Effect of fibre property information on 
understanding comfort 
 

 

Neutral 1 
0.50 

0 
0.00 

1 
0.50 

2 
1.00 

Agree 187 
93.50 

4 
2.00 

7 
3.50 

198 
99.00 

Total 188 
94.00 

4 
2.00 

8 
4.00 

200 
100.00 

Effect of fibre property information on 
understanding ease of care 
 

 

Neutral 47 
23.50 

7 
3.50 

- 
- 

54 
27.00 

Agree 133 
66.50 

13 
6.50 

- 
- 

146 
73.00 

Total 180 
90.00 

20 
10.00 

- 
- 

200 
100.00 

Effect of fabric property information on 
decision-making 
 

W
eb

si
te
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on

ta
in

in
g 
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ile
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Neutral 20 
10.00 

1 
0.50 

1 
0.50 

22 
11.00 

Agree 165 
82.50 

13 
6.50 

0 
0.00 

178 
89.00 

Total 185 
92.50 

14 
7.00 

1 
0.50 

200 
100.00 

Effect of applied finish information on 
decision-making 
 

 

Neutral 4 
2.00 

0 
0.00 

0 
0.00 

4 
2.00 

Agree 180 
90.00 

2 
1.00 

14 
7.00 

196 
98.00 

Total 184 
92.00 

2 
1.00 

14 
7.00 

200 
100.00 

Effect of care symbols and care 
instructions on decision-making 
 

 

Neutral 3 
1.51 

0 
0.00 

3 
1.51 

6 
3.02 

Agree 83 
41.70 

62 
31.16 

48 
24.12 

193 
96.98 

Total 86 
43.21 

62 
31.16 

51 
25.63 

199 
100.00 

Effect of the combination of 
descriptions and photographs on 
visualisation of the garment 

 

 

Neutral 56 
28.00 

1 
0.50 

0 
0.00 

57 
28.50 

Agree 135 
67.50 

4 
2.00 

4 
2.00 

143 
71.50 

Total 191 
95.50 

5 
2.50 

4 
2.00 

200 
100.00 

Effect of fabric description on 
assessing fabric hand 

 

 

Neutral 9 
4.50 

19 
9.50 

0 
0.00 

28 
14.00 

Agree 58 
29.00 

111 
55.50 

3 
1.50 

172 
86.00 

Total 67 
33.50 

130 
65.00 

3 
1.50 

200 
100.00 

Information facilitates decision-making 
 

 

Neutral 40 
20.00 

34 
17.00 

- 
- 

74 
37.00 

Agree 98 
49.00 

28 
14.00 

- 
- 

126 
63.00 

Total 138 
69.00 

62 
31.00 

- 
- 

200 
100.00 

Information helps decision about 
overall quality 

 

 
 

Original values: Question 25 and 26 (Section B of questionnaire) 
 

 
Frequency 
Column % 
% (N = 200) 

South African websites: amount of information supplied 

 
 Too little  Not enough 

to change 
Definitely 

helped Total 

Not enough to 
change  

18 
14.3 

22 
30.6 

1 
50.0 

41 
20.5 

W
eb

si
te

 
co

nt
ai

ni
ng

 
te

xt
ile

 g
ui

de
 

Definitely 
helped   

108 
85.7 

50 
69.4 

1 
50.0 

159 
79.5 

 
 Total 126 

63.0 
72 

36.0 
2 

1.0 
200 

100.0 
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B. Recoded results of the third phase of the study 

 Questions 1-14 of both Sections A and B of the questionnaire 

Frequency 
Percentage 

Website 
containing 

textile guide 

South African 
websites 

Aspects relating to content 

Disagree 
+neutral 

3 
1.5 

30 
15.0 

Agree 197 
98.5 

170 
85.0 

Information supplied easy to understand 

 
Disagree 
+neutral 

53 
26.5 

35 
17.5 

Agree 147 
73.5 

165 
82.5 

Illustrations help to visualise garment 

 
Disagree 
+neutral 

18 
9.0 

181 
91.0 

Agree 182 
91.0 

19 
9.5 

Additional style information helps visualise the 
garment 
 

 
Disagree 
+neutral 

54 
27.0 

0 
0.0 

Agree 146 
73.0 

0 
0.0 

Tactile information helps to form an idea of 
fabric hand * 

 
Disagree 
+neutral 

36 
18.0 

0 
0.0 

Agree 164 
82.0 

0 
0.0 

Effect of fibre property information on 
understanding durability* 
 

 
Disagree 
+neutral 

19 
9.5 

199 
99.5 

Agree 181 
90.5 

1 
0.5 

Effect of fibre property information on 
understanding comfort 

 

 
Disagree 
+neutral 

2 
1.0 

192 
96.0 

Agree 198 
99.0 

8 
4.0 

Effect of fibre property information on 
understanding ease of care 

 

 
Disagree 
+neutral 

54 
27.0 

0 
0.0 

Agree 146 
73.0 

0 
0.0 

Effect of fabric property information on 
decision-making* 
 

 
Disagree 
+neutral 

22 
11.0 

199 
99.5 

Agree 178 
89.0 

1 
0.50 

Effect of applied finish information on decision-
making 
 

 
Disagree 
+neutral 

4 
2.0 

186 
94.0 

Agree 196 
98.0 

14 
7.0 

Effect of care symbols and care instructions on 
decision-making  

 
Disagree 
+neutral 

6 
3.0 

148 
74.0 

Agree 194 
97.0 

51 
25.5 

Effect of the combination of descriptions and 
photographs on visualisation of the garment 
 

 
Disagree 
+neutral 

56 
28.0 

196 
98.0 

Agree 144 
72.0 

4 
2.0 

Effect of fabric description on assessing fabric 
hand 
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Disagree 
+neutral 

28 
14.0 

197 
98.5 

Agree 172 
86.0 

3 
1.5 

Information facilitates decision-making 
 

 
Disagree 
+neutral 

74 
37.0 

0 
0.0 

Agree 126 
63.0 

0 
0.0 

Information helps decision about overall 
quality* 
 

* In these cases McNemar’s test could not be done as the recoding grouped al the 
responses into one cell (there were no positive responses for these variables when 
assessing the chosen South African website). Binominal tests were done in these cases. 

 
 
 
Question 25 and 26 (Section B of questionnaire) 
 

Frequency 
Percentage 

Website 
containing 

textile guide 

South African 
websites 

Aspects relating to content 

Too little + 
Not enough 
to change 

41 
20.5 

198 
99.0 

Definitely 
helped 

159 
79.0 

2 
1.0 

Amount of information supplied 
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