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Mouton, 2001:275; Neuman, 2000:124). Triangulation of theory was done in the
present study. The triangulation of theory involves the use of multiple theoretical
perspectives in the initial stages of the research or during the interpretation of the
data. The use of more than one theory can be difficult but it may enhance the
creative synthesis and development of new theory (Neumann, 2000:125). In the
present study an umbrella social-cognitive approach as perspective as well as
Rogers’ (1983, 1995) diffusion of innovation theory was used to direct the study.
This perspective and theory was also used in the interpretation of the data.

Construct validity forms part of the triangulation of the study and refers to the
logical relationship between variables in qualitative studies (Babbie & Mouton,
2001:123). The correct, clear, and unambiguous description of concepts and the
systematic ordering thereof in a conceptual framework are important to ensure
construct validity (Babbie & Mouton, 2001:123). In the light of the qualitative
research style that was followed to study relevant apparel consumer behaviour,
social-cognitive and adoption theory was used to conceptualise the constructs for
the study (see CHAPTERS 2 and 3). It was then related to applicable literature
and theory. Defining and delimiting the concepts in the objectives, sub-

objectives and schematic conceptual framework enhanced construct validity.

4.8 CONCLUSION

The research design, which is basically the plan according to which the research
was executed, was discussed in this chapter. The selection of the target
population and sampling frame, data-collection methods and procedures, as well
as the data analysis was also accounted for. The strategies followed to enhance
the objectivity and trustworthiness of the study was discussed and elucidated
where applied by the researcher. The display of the data was organised
according to the research objectives and sub-objectives in such a way that it
allows for the drawing of conclusions. The data analysis and discussion of
findings are provided in CHAPTER 5.
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CHAPTER 5: DATA ANALYSIS AND DISCUSSIONS

5.1 INTRODUCTION

This chapter has an exposition of the data analysis and discussion of the
findings. The findings are presented according to the objectives and sub-
objectives formulated for the study. The data collected from World 1 were
systematically constituted and organised according to the objectives and sub-
objectives. Firstly, data were coded to identify relevant categories and sub-
categories. Some of the categories were already predetermined from relevant
theory while various new categories and sub-categories were identified through
coding. Secondly, certain themes, relationships and patterns were identified
through these categories and sub-categories. These themes, relationships and
patterns were described in the discussions. Lastly, the discussions were verified
by using relevant or applicable verbatim responses from the participants. The
categories and sub-categories that were identified and used are presented in

bold and italic font.

The complete verbatim transcriptions of all eight participants are available from
the researcher. Some of the verbatim transcriptions that were used to verify the
findings were translated from Afrikaans to English. The researcher attempted not
to change the meaning of the participants’ words in the translation process. The
paraphrases or excerpts of the participanis’ responses are given in inverted
commas and in a smaller Arial Narrow font to create contrast between the
discussions and the verifying verbatim discussions obtained from the

participants.
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5.2 ANALYSIS AND DISCUSSION OF THE FINDINGS FOR RESEARCH
OBJECTIVE 1 AND SUB-OBJECTIVES 1 TO 4: 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 THE
PURCHASE OF APPAREL

To answer the above question the different aspects of the participants’ practices
that are currently important to them were taken into account. These aspects
occurred in participants’ general references to certain steps, actions and
procedures that they currently follow or use in making decisions in terms of

suitable items, evaluation of the stores and assessment of alternatives.

5.2.1 Sub-objective 1: What do professional women’s existing apparel-
purchasing practices look like and what is the nature of their

apparel-purchasing scripts?

It seems as if the participants’ apparel purchases have a certain pattern. It
usually takes place according to certain steps, actions and procedures, which are
established in their scripts or that they are familiar with. In general the apparel-
purchase process is different for each participant because they have had
different experiences and socialisation in terms of apparel purchasing.

From the findings it was clear that professional women’s existing apparel-
purchasing practices included a certain process. This process constitutes a
number of steps that resemble Sproles and Burns'’s (1994:267) apparel decision-
making processes. The stages or steps from Sproles and Burns’'s (1994:267)
apparel decision-making processes were adapted for the categories used in the
data-analysis. These steps are problem identification, selective search for
alternatives, evaluation and assessment of alternatives and accepting or
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