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A Symbolic Transfer in Fashion
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Abstract

The paper aims to uncover the reasons why fashion appears 
in terms of collective selection in a movement towards in-
dividual style in the way people dress. Here, fashion is viewed 
in terms of collective fashion trends and personal style. Thus, 
it is the clothes, dressing habits, and garments that are ob-
served in the research. The paper shows how the theory of 
symbolic interactionism can be used as an analytical tool to 
bring transparency to the movement from collective selection 
towards individual style in the fashion industry. This theoretical 
approach, which is connected to social interaction helps avoid 
the classical research trap of making statements through the 
study of cause and effect. The analysis is made based on ex-
amples of meanings created around the garment through an ob-
servation of the process from the initial meaning the person 
gives to as  a symbol in social interaction, to the final stage 
when it becomes an individual style. There are four such phas-
es that together create the final picture of why fashion is 
heading towards individual style. All these phases have differ-
ent sources, and naturally provide different answers to the ini-
tial research question in this paper. Once the garment is turned 
into an individual style and, as customers seek more details in 
garments, there then occur a collapse of the “total look” to-
wards hyper individuality. 

1. The same garment may have different meanings for us 
depending on social interaction and symbol. When observing 
the same garments around the globe, they appear to have a 
common reality but this is not the case as these garments 
have different meanings.  This reality is depicted in earlier 
studies such as Sapir (1999) that concludes that the main diffi-
culty in understanding fashion and its apparent extravagances is 
the lack of exact knowledge of the unconscious symbolism of 
forms, colours, materials, postures and other elements that ex-
press a given culture. This difficulty is exacerbated by the fact 
that some expressive elements tend to have different symbolic 
references in different contexts. It is interesting to näote that 
current studies in fashion are in contradiction with such logic.

2. The same garment may have the same meaning depend-
ing on social interaction and symbol. When the same garment 
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has the same meaning, such as a police uniform, it is straight-
forward in communicating belongings, simply because the gar-
ment can be understood in exactly the same way by both 
parties. Lönnqvist (2008) is outspoken about power games in 
apparel communication with the assistance of garments. It is a 
matter of how one dresses and turns oneself out with different 
versions of clothing - from the warrior's fearsome armour to 
the sexy and suggestive underwear. Power can be manifested 
in different ways, and clothing is among its more visible 
indicators. Clothes can radiate dominance and dignity, but also 
a sense of ridicule and humiliation thereby destroying their ini-
tial purpose of meaning. The question that arises then is, when 
can those garments become fashion if by definition the latter 
is a matter of a desire to keep up with times and to express 
the tastes that are emerging in a changing world?

3. Different garments may have different meanings depend-
ing on social interaction and symbol. A communication prob-
lem arises when different garments have different meanings in 
fashion. This problem highlights the structure of fashion design 
as well as pricing in the world. There is perhaps no other 
business sector like fashion, in terms of the correlation be-
tween a certain design and garments with price. The price cri-
terion cuts across market criteria in the structural segmentation 
of the fashion industry. According to Saviolo and Testa, 
(2002) there are five price categories: couture, ready-to-wear, 
diffusion, bridge, and mass. A garment designed on the upper 
level in terms of price might differ radically from the design 
of a garment on the mass production level. 

4. Different garments may have the same meaning depend-
ing on social interaction and symbol. When different garments 
have the same meaning in terms of status, income levels, gen-
der, etc. department stores and “shops-in-shop” are frequently 
used together with branding to introduce these different gar-
ments with the same meaning to target groups on the market. 
Department stores are consequently the appropriate venues cre-
ated to enable the introduction of these particular garments and 
deal with the particular situation they engender.  Miller (1981) 
studied such a case in detail, focusing on Le Bon Marché in 
Paris. The latter refers to a large fashion department store and 
its place in fashion history. By allowing interactions with the 
society in which it is situated, and reflecting the changes that 
occur in that society, the department store becomes the living 
mirror of that society. The department store thus achieves a 
communicative role by using the living environment as a legit-
imizing justification of their very existence.  As such, the de-
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partment store as a display of fashion and witness of its his-
torical change, typifies symbolic interactionism at work.

This conceptual banter anchored in a symbolic interactionism 
framework that underlies this study has revealed four sig-
nificant aspects that arise out of the movement from collective 
selection towards individual style in fashion:

(1). When the same garment can have different meanings, it 
can create individualities depending on time, place and the role 
of the designer.

(2). When the same garment has the same meaning as in 
the case of uniforms, then it can be used as a manifest for 
power. In certain circumstances these garments can move from 
being a symbol of power to become a symbol to communicate 
fashion indicating changes in the society as whole.

(3). When different garments have different meanings, the 
price practice becomes a communication tool towards the 
consumers. The subsequent brand extension habits of fashion 
firms through stretching, collaborating, etc. confuses consumers 
who responsively become more individualistic in their choice 
of garments including mixing brands. This situation sometimes 
generates a hyper personalized fashion.

(4). Where different garments have the same meanings to 
the consumers, the place or the store achieves a significant 
role in the marketing communication of fashion.

Keywords: Fashion, Collective selection, Social interaction, 
Symbol, Individual style.
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1. Introduction

Fashion choices are usually made consciously, but this may 
not always be the case. It is reasonable to assume that most 
people participate in fashion trends about which they know 
very little, and people sometimes call the fashion that they 
adopt their individual style. These choices, whether conscious 
or unconscious, are connected to general interpretations of so-
cial changes. Currently, there is a movement from collective 
thinking about fashion toward personal style. This is partic-
ularly evident during fashion weeks and market shows. This 
situation leads to an obvious question: why does fashion ap-
pear to be moving from collective selection toward individual 
style in dressing habits? This paper examines fashion in terms 
of both collective dress and personal style. Thus, clothes , 
dressing norms, and garments are the units of analysis in this 
research.
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2. Background

In the past, fashion was seen as originating from the leading 
fashion capitals, such as Paris, London, Milan and New York. 
Currently, it is becoming increasingly difficult to identify the 
sources of international fashion, in terms of both its global 
production and its consumption. A distinctive contemporary 
feature of fashion is that collective fashions are, to some ex-
tent, being replaced by individual choice. In other words, peo-
ple increasingly mix styles rather than adhering to a single 
brand that dominates their outfits, as was previously the case. 
This phenomenon is evident in what Woodward (2009, p. 13) 
calls “‘the  myth of street style.”’ Style itself is reduced to 
phrases such as ‘“mix and match”’ or “‘being an individual,”’, 
and it is clear that the role of the designer has been dramati-
cally impacted. In the past, designers were closely linked to 
specific fashion houses for the greater part of their professional 
careers. Today, their expertise is becoming a specialized asset 
that can be “transactionalized” between fashion houses. Thus, 
designers can come from different environments and different 
social classes, such that they seem to emerge out of nowhere. 
One consequence of this situation is the popularity of street 
wear and its resulting subcultures, which are ardently debated 
in the world of fashion.

Other causes underlying the increasing interest in fashion in-
clude a decline in relative clothing prices and an increase in 
the number of fashion courses offered at Western universities 
and specialized institutions. Fashion has even become an attrac-
tive field for venture capitalists, who increasingly invest in the 
fashion industry. This situation is further influenced by the 
growth of social media, as bloggers and Twitter users search 
for and influence fashion trends and styles on the Internet. 
The most remarkable example might be Scott Schuman, the 
creator of the popular fashion blog ‘The Sartorialist’. Schuman 
is well known for photographing what has been described as 
real people on the street, who confirm the existence of a cur-
rent movement from collective fashion toward individual style, 
spearheaded, in this case, by social media.

It is clear that fashion increasingly affects various groups in 
the community while simultaneously playing a more significant 
role in peoples’ lives and constituting an important share of 
their finances. With this background, this paper studies fashion 
in terms of collective change linked to individual style choices.

3. Previous Studies on Fashion

In recent years, fashion content has exhibited increasing 
diversity. Consequently, fashion has become more difficult to 
identify in terms of its variety and performance. Fashion has 
been studied from many disciplinary perspectives and ap-
proaches, from the logical sciences to the humanities. 
Historically, fashion has been studied as a trickle-down social 
phenomenon (Spencer, 1885; Veblen, 1899; Simmel, 1904), 
with an upper social class that applied seasonal changes to 

their dressing habits to take control of the contemporary dress-
ing trends. Another type of research has focused on the struc-
ture underlying the development of fashion, as typified in the 
study by Levi-Strauss (1971) that attempts to identify sim-
ilarities and unifying elements in the fashion system by com-
paring two collections side by side. Similarly, the system ap-
proach to fashion, popularized by Barthes (1983), primarily 
identifies different types of garments.

The rise of postmodernism in the mid -1980s radically 
changed fashion research and design. Baudrillard (1994) argued 
that in the fashion world, experience is a reflection of reality. 
This reflection, which is known as the ‘simulacrum’, is turned 
into value when the customer consumes fashion. Bourdieu 
(1984) focused on the role of social power and status relation-
ships in fashion. The term of significance in his work is 
“habitus”, which is an individual pattern of behavior that is 
learned and that induces an individual to make specific choices 
that lead to the reproduction of power hierarchies. However, 
this concept only applies to fashion if people understand the 
inherent power and significance of what they wear. This is a 
noteworthy point from the postmodern perspective. Another 
postmodern approach to fashion suggests that fashion is ad-
dressed by discourses (Foucault, 2000). A discourse study is a 
general term for a number of approaches to the analysis and 
use of written, spoken or signed language. Fashion is thus in-
terpreted on the basis of the conjunction of people, texts and 
images that helps to change people’s opinions about the differ-
ent outfits that ultimately create fashion. The analysis mainly 
concerns language itself: these studies emphasize how people 
express themselves and say things. Derrida (1997), another 
French postmodern philosopher, is known for establishing 
deconstruction. From this perspective, the traditional system 
that was ideal for interpreting clothing has been replaced, to a 
large extent, by Japanese avant-garde and postmodern decon-
struction designs, represented by fashion designers such as Ann 
Demeulemeester and Martin Margiela. 

Featherstone (2007) emphasizes the concept of specific fash-
ion: the individual's consciousness about his or her appearance 
is considered to be the result of constantly measuring against 
and comparing oneself to idealized images of the body. Thus, 
the ability to interpret impressions from the outside world has 
become an important skill for the mo dern individual, such 
that fashion exposure becomes essential. Other authors have 
taken a relatively broad perspective in studying fashion. 
Kawamura (2007) is among those who have attempted to treat 
fashion as an academic discipline that is important for research 
and education. Her theories concern a system of cultural glob-
alization that has replaced the Western ‘costume’ system. The 
cultural globalization system utilizes the production and con-
sumption of fashion as well as institutions and individuals. 
This approach is highlighted in the collective dimensions of 
fashion along with the designer's role in controlling fashion. In 
summary, there is currently significant interest in fashion stud-
ies and fashion writing that attempts to shed light on the 
‘mystery’ of fashion.
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4. Theory

The initial question in this study is why fashion appears to 
move from collective selection toward individual style in dress-
ing habits. To address this issue, this study relies on ob-
servations of garments, which are classified into categories de-
pending on the meaning consumers assign to them. The inter-
pretation of these categories is facilitated by the theoretical 
framework of symbolic interactionism, as proposed by Blumer 
(1969 ). This theoretical approach is justified based on its con-
nection to social interaction in an attempt to avoid the classi-
cal research trap of causal statements. Drawing upon a defi-
nition of fashion as a desire to remain current and to express 
the tastes that emerge in a changing world, the study of social 
roles and interactions through symbolic interactionism contrib-
ute to clarifying the notion of fashion.

Symbolic interactionism establishes three basic premises. In 
the first phase, human beings act toward garments and outfits 
things  on the basis of the meanings they ascribe to those 
things, which may correspond to desires such as, ‘I would like 
to be in fashion’. In the second phase, the meaning of these 
things is derived from the social interactions that one has with 
others and society; for example, “‘I would like to be like a 
Lapo Elkann or an Alexa Chung,”’, which are symbols in 
fashion that currently communicate style. Symbolic communica-
tion thus refers to meaningful gestures that are used con-
sciously by an individual and that are essential in communicat-
ing a message so that it is perceived similarly by both the 
sender and receiver. Clothing becomes symbolic and becomes 
fashion when it refers to something beyond itself, such as 
when it indicates changes in society and in the environment. 
In the third and final phase, meaning and symbol become the 
individual style. This is the result of connotations that are 
processed in, and modified by, an interpretative process used 
by a person to address the elements they encounter. “‘I would 
like to have a fancy individual style,”’ is a statement that cor-
responds to this third phase.

5. Analysis and Discussion

This paper examines fashion in terms of collective dress and 
personal style. The method used is qualitative; a garment has 
certain qualities of meaning for consumers. Thus, clothes, 
dressing, and garments are the conceptual units of analysis for 
this research. This paper uses the theory of symbolic inter-
actionism to bring transparency to the movement from collec-
tive selection to individual style in fashion. Theoretically, there 
is a desire to create an individual style that begins with mean-
ing, moves to social interaction, which creates symbols, emerg-
es as perception and individual style. Thus, four categories, all 
of which have their source in symbolic interactionism (Blumer, 
1969), contribute to explaining why fashion is moving toward 
individual style.

5.1. The Same Garment May Have Different 
Meanings Depending on Social Interactions 
and Symbols.

The same garments appear to have a common reality around 
the globe, but this is not the case; these garments have differ-
ent meanings.  This reality has been demonstrated in previous 
studies, such as Sapir (1999), which concluded that the main 
difficulty in understanding fashion and its apparent ex-
travagances is the lack of exact knowledge of the unconscious 
symbolism of forms, colors, materials, postures and other ele-
ments that express a given culture. This difficulty is ex-
acerbated by the fact that some expressive elements tend to 
have different symbolic references in different contexts. It is 
interesting to note that current studies in fashion are in contra-
diction to such logic. Thus, the study by Eijkelboom (2009) of 
photographs of fashion garments reveals stunning similarities 
among garments in the three cities of Paris, New York and 
Shanghai. Globalization, combined with the desire of cities to 
achieve visually spectacular elements, leads to city centers in 
which the fashion and the people look the same.

The interpretation of these cities as the same simply because 
they look the same can be modified by symbolic interaction. 
In this sense, the meaning derived from dressing in a certain 
way in a certain place on the globe is accomplished through 
the symbols of social interaction, which ultimately is a matter 
of individual style. However, when considering the process of 
interaction over time, one must be careful when interpreting 
meaning in terms of individual style. Indeed, designs world-
wide, including draping, asymmetry, coloring, etc., may have a 
local-oriented flavor, even if the garments have the same visu-
al design. It is thus reasonable to argue that people extract 
different meanings due to different languages and symbols and 
provide their own interpretations of individual style in dressing 
habits even if they use the same garments. Historically, there 
have been opportunities to change this situation by changing 
contexts, as designers often do. For example, it is a 
well-known fact that Chanel gave women their freedom. Years 
later, Yves Saint Laurent brought them power. The initial sig-
nificance of typically male clothes, such as jackets, shorts, tux-
edos, and tails, came to symbolize freedom and power when 
worn by the female gender. This  phenomenon is proof of a 
symbolic transfer from an initial meaning of dressing habits 
that ultimately results in an individual style, giving power to 
women through a certain way of dressing. Specific historical 
examples include Katharine Hepburn, Greta Garbo, and 
Marlene Dietrich. Today, we have nearly reached the end of 
this process of symbolic transfer, with the increasing use of 
unisex styles in garments. The implication is that the same 
garment can have different meanings depending on time, place 
and the role of the designer, thus creating individuality.
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5.2. The Same Garment May Have The Same 
Meaning Depending on Social Interactions 
and Symbols.

When the same garment has the same meaning, such as a 
police uniform, it is straightforward in communicating belong-
ing because the garment can be understood in exactly the 
same way by all parties. Lönnqvist (2008) is outspoken about 
the role of garments in apparel communication through power 
games, focusing on how one dresses and presents oneself with 
different versions of clothing, from the warrior's fearsome ar-
mor to sexy and suggestive underwear. Power can be man-
ifested in different ways, and clothing is among its more visi-
ble indicators. Clothes can indicate dominance and dignity as 
well as ridicule and humiliation. The following question arises: 
how can these garments become fashion if, by definition, the 
latter is a matter of a desire to keep up with times and to ex-
press emerging tastes in a changing world? The answer can be 
found by observing garments over a period of timeperiod.  As 
ideas change constantly over time, a recurrent redesign of the 
garment gives rise to symbol-creating fashion. This phenomen-
on is epitomized by the Burberry trench coat, which changed 
from a military uniform used by Humphrey Bogart’s expatriate 
character in the legendary 1942 movie Casablanca to a unisex 
fashion and, finally, to its current status as art. Duffle coats 
and cardigans are other well-known examples. The initial 
meaning is created by celebrities who present an individual 
style to the collective, which then places the garment within a 
context of individual interpretation and expression. This process 
ultimately gives the consumer the choice, through personal in-
terpretation, of an individual style.

5.3. Different Garments May Have Different 
Meanings Depending on Social Interactions 
and Symbols.

A communication problem arises when different garments 
have different meanings in fashion. This problem highlights the 
structure of fashion design and pricing. There is perhaps no 
business sector like fashion in terms of the correlation between 
a certain design or garment and price. The price criterion cuts 
across market criteria in the structural segmentation of the 
fashion industry. According to Saviolo and Testa (2002), there 
are five price categories: couture, ready-to-wear, diffusion, 
bridge, and mass. A garment designed at the upper level in 
terms of price might differ radically from the design of a gar-
ment on the mass production level.

How is the fashion industry able to maintain these segments 
for certain target groups in terms of fashion and price? From 
the symbolic interactionism approach, it is clear that each de-
gree of fashion, from couture to mass production, has its own 
meaning and acts as a symbol that creates style and results in 
a perception about the garment from the individual customer’s 

perspective. Based on the applied theory, price becomes the 
best point of reference for meaning, thus providing the lan-
guage to communicate thoughts about the garment. To some 
extent, this explains how price and segmentation are related in 
the fashion industry. However, the function of the brand, as a 
way to provide meaning to customers, is jeopardized by the 
demand economy itself and the behavior of actors in the fash-
ion industry. For instance, there is frequent use of brand ex-
tension, allowing a brand to cover more than one price level. 
An example of this is Armani, where the same brand covers 
several target groups through sub-brands, including Giorgio 
Armani, Armani Collezioni, Emporio Armani, AJ Armani Jeans 
and A/X Armani Exchange. The same company also uses what 
is called brand stretching, which is  the act of ‘hunting’ into 
other product fields using the same fashion brand. Thus, 
Armani Casa sells furniture instead of clothes. Many other 
firms and fashion retailers are following this concept of market 
extension. In this way, large fashion firms are increasingly pre-
senting a split image of brands to enhance their public rela-
tions capacity, which is then expected to produce hype sales 
and new target groups. Another example is H & M, the 
Swedish clothing company known for its fashion clothing of-
fers for women, men, teenagers and children. H & M has ap-
proximately 2,000 stores in 37 different countries and employs 
approximately 76,000 people. It also frequently creates publi-
city through short-period brand alliances, including successful 
collaborations with Karl Lagerfeld (2004), Stella McCartney 
(2005), Viktor & Rolf (2006), Madonna, Roberto Cavalli, 
Kylie Minogue (2007), Comme des Garçons, Matthew 
Williamson (2008), Jimmy Choo, Sonja Rykel (2009), and 
Lanvin (2010). However, H&M was not the first to make 
“frienemies” in the marketplace to extend a brand. In the 
mid-1990s, Debenhams launched “designers at Debenhams” 
with the English fashion designer Jasper Conran. Marks and 
Spencer was also an early adopter of brand extension, with a 
lingerie collaboration with the Australian designer Collette 
Dinnigan in 2001. Today, anyone with fame, including design-
ers, artists, actors, and musicians, can build a relationship with 
a fashion brand and create good marketing opportunities for 
both parties that would otherwise be extremely costly.

This trend of cooperation among brands across (price) bor-
ders radically alters the relationship between producer and 
consumers. In line with the theory used in this study, consum-
ers’ ability to create meaning in their clothing becomes more 
intricate when the fashion houses mix brands and fashion 
levels. In addition to the demand economy of escalating 
choices and the schizophrenic brand market, there is a risk 
that consumers will become increasingly individualistic in their 
choices, mixing garments to create hyper-personalized fashion. 
Ian Phau and Lo Chang-Chin (2004) found that innovators had 
a unique self-image: they were excitable, indulgent, con-
temporary, liberal and colorful. In a more recent study, 
Bjurström and Hedemark (2010) found that innovators in fash-
ion utilize the most widely used sources of information, such 
as friends, unique people, and social media, to keep up with 
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fashion. Additionally, fashion innovators do not copy a per-
son’s entire outfit; instead, the individual details of a style are 
of interest. Thus, there are increasing indications of a collapse 
of the “total look” (where one brand covers the whole outfit) 
in fashion. The “total look” is connected by one brand and 
one stable and solid price, and this combination projects a pic-
ture of the degree and quality of fashion. The tendency to em-
brace a variety of price structures in the marketing of gar-
ments confuses customers about their position and identity 
within their specific price level, thus accelerating the collapse 
of the “total look.” The receding role of the “total look” as 
the guideline for the collective selection of garments highlights 
the increasing importance of the individual selection of 
garments. Occasionally, an implicit mixing of garments within 
this individual selection creates hyper-personalized fashion.

5.4. Different Garments May Have The Same 
Meaning Depending on Social Interactions 
and Symbols.

When different garments have the same meaning in terms of 
status, income levels, gender, and other aspects, department 
stores and “shops-in-shop” are frequently used in addition to 
branding to introduce these garments to target groups in the 
market. Department stores are appropriate venues for the in-
troduction of these garments, and they manage the situations 
engendered by this introduction. Miller (1981) studied such a 
case in detail, focusing on Le Bon Marché in Paris, a large 
fashion department store, and its place in fashion history. By 
interacting with the society in which it is situated and reflect-
ing the changes that occur in that society, the department store 
becomes a living mirror of society. The department store thus 
achieves a communicative role by using the living environment 
as a legitimizing justification of its very existence.  As such, 
the department store, as a display of fashion and witness to its 
historical change, typifies symbolic interactionism. In short, the 
common social image of Le Bon Marché since 1852 has cre-
ated a sense of change in clothing and has created a lifestyle 
and meeting place for fashion and consumption. Initially, de-
partment stores played an important role as gathering places 
for middle-class women, where they could move about without 
a male relative as a "chaperone". Today, this continues to be 
an important aspect of department stores, and the meaning of 
this role is derived from the social interaction with others in 
the department store. Consequently, the community spirit of 
fashion in individual choice and lifestyle is apparent in items 
from such a fashion house compared to the mass-produced 
garments on the market.

Department stores have become venues for fashion shows, 
fashion weeks and happenings. This process has given meaning 
to fashion as a result of the ongoing social interactions that 
occur in such a commercialized context. The more that con-
sumers become involved in fashion interactions with depart-
ment stores, where different garments have the same meaning, 

the more likely these consumers will be to arrive at what is 
known as “‘personal styling.”’ From this point of view, the 
department store, through its marketing communication of fash-
ion, has a central role in the process of turning collective 
fashion into personal styling.

6. Conclusions 

This conceptual project, anchored in a symbolic interaction-
ism framework, has revealed four significant aspects of the 
movement from collective selection toward individual style in 
fashion. 

1. When the same garment can have different meanings, it 
can contribute to individuality depending on time, place and 
the role of the designer. 

2. When the same garment has the same meaning, as in the 
case of uniforms, it can be used as a symbol of power. In 
certain circumstances, these garments can change from being a 
symbol of power to a symbol of fashion, reflecting changes in 
the society as a whole. 

3. When different garments have different meanings, the 
price practice becomes a tool for communicating with 
consumers. The subsequent brand extension habits of fashion 
firms, such as stretching or collaborating, confuse consumers. 
In response, these consumers become more individualistic in 
their choice of garments, including mixing brands. This sit-
uation sometimes generates hyper-personalized fashion. 

4. When different garments have the same meanings to con-
sumers, the store plays a significant role in the marketing 
communication of fashion. 

7. Further Research

This study is conceptual in nature and has attempted to illu-
minate the role of interpretation and context in the movement 
from collective selection to individual style. The conclusions 
highlight the need for further research, which would necessa-
rily be empirical in nature. Thus, one aspect of future research 
would be the entrance of new technologies as communication 
tools for fashion and their impacts on the interpretation of 
symbols and images by consumers. Remarkably, in the world 
of on-line shopping, the store becomes increasingly important 
for its ability to communicate meaning in terms of 
individuality.

Another route for future research would be the study of sec-
tors and trades in the fashion domain, where the focus is on 
the business of beauty and its impact on individual styles. 
Furthermore, this study suggests the possibility of integrating a 
variety of methodological approaches and critical dialogues. 
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Thus, the need to contribute to the theoretical body of fashion 
studies in general suggests qualitative inquiries that require 
strong anchoring in methods such as grounded theory.
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