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ABSTRACT 

• 

Women want different products and they are likely to have different ways of thinking about 

obtaining these. This study furthers an understanding of how working women affects 

consumers' approaches to decision making. The research used Sproles and Kendall's (1986) 

Consumer Styles Inventory (CSI) on a sample of 472 Turkish Cypriot consumers (working 

women). Tentative support was found for two new factors, namely, "Careful Shopper", and 

"Variety and Quality Seeking". The results imply that the CSI has construct validity for 

TRNC consumers (working women). 

Keywords: CSI, decision-making styles, consumer behaviour, working women, Nicosia. 
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SECTION I 

TERMS OF REFERENCE •• 

1.1 Introduction 

This section introduces the broad problem area, problem definition, purpose of study and its 

questions. 

1.2 Statement of the topic 

The aim of marketing is to meet and satisfy target customer's needs and wants. The field of 

consumer behaviour studies how individuals, groups, and organisations select, buy, use, and 

dispose of goods, services, ideas, or experiences to satisfy their needs and desires. Consumer 
) 

purchases are influenced strongly by cultural, social, personal, and psychological 

characteristics (Kotler 2003). Consumers make many buying decision every day. Most large 

companies research consumer buying decisions in great detail to answer questions about what 

consumers buy, how and how much they buy, when they buy, and why they buy. Marketers 

can study actual consumer purchases to find out what they buy, where, and how much. But 

learning about the whys of consumer buying behaviour is not so easy - the answers are often 

locked deep within the consumer's head (Kotler and Armstrong, 2004). 

1.3 Problem Definition 

The companies every time know the importance of understanding the consumer decision- 

making styles in their success as a key. Understanding the consumer namely their customer 

will play the important role to company success. The study of consumer decision-making 

styles enables the basic information necessary for successful decision-making in businesses. 



According to Schiffman and Kanuk (2004) to identify unsatisfied consumer needs, companies 

had to engage in extensive marketing research. In so doing, they discovered that consumers 

were highly complex individuals, subject to a variety of psychological and social needs quite 

apart from their survival needs. They discovered that the needs and priorities of different 

consumer segments differed dramatically, and in order to design new products and marketing 

strategies that would fulfil consumer needs, they had to study consumers and their 

consumption behaviour in depth. Thus, the marketing concept underscored the importance of 

consumer research and laid the groundwork for the application of consumer behaviour 

principles to marketing strategy. 

The working women have an economic freedom in their life. The ratio of the working women 

is rising into total population of workforce. They have better economic power than non 

working women. However, it does not mean all the working women have good economic 

power, but they have different income according to their job. The income of the working 

women have directly affected on their life style, and personality as well. Also, wearing style 

of working women are affected by their economic power. 

1.4 Problem statement 

There is a fact that women make or influence the majority (roughly 80 percent) of consumer 

purchases today is old news by now. But how do you influence and control this information? 

What part of the women's market truly is company's market? How can the companies develop 

strategies that are accurate for women and relevant in their life? 

The companies must understand the types or profiles of their customers (in this case, women) 

it is as a key. Their marketers should be accurately interested in and communicated with the 
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women, and the company serves the women for developing the most desired products, 

ervices and marketing campaigns. The company must know tlieir current women customers 

o that they can settle their brand right where it needs to be and provide that its products or 

ervices will be readily accessible in their minds, just when and where they need them. 

Today, women's roles in society and their effects on the economy have greatly shifted. 

Women have changed and, the rules have changed too. And how women had to be so 

important to the T.R.N.C. economy: societal changes and economic realities. 

1.5 Purpose 

The purpose of this study is to understand the decision-making of the customers (working 

women in Lefkosa) on purchasing clothes. This study helps to find out the factors effect the 

consumers decision-making on purchasing clothes. The income of working women have 

affect on their wearing style. 

1.6 The Organisation of the Project 

The organisation of this project is as follows: 

Chapter Two summarises the two main streams of literature, consumer decision 

making styles, which are central to the research topic. 

Ch~pter Three describes the research methodology employed in this study, 

which includes research design, data collection procedures, questionnaire 

development, measures used, data preparation procedures, and the proposed statistical 

analysis. 

·~ Chapter Four Research Findings and Discussion 

Chapter Five Conclusions and Recommendation 
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1. 7 Conclusion 

This first section depicted the topic area, the problem situation, the purpose, and the questions 

set for the project. The next section will reveal the literature review carried out. 
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SECTION II 
• 

CONSUMER DECISION-MAKING STYLES: LITERATURE REVIEW 

2.1 Summary of Chapter 

This section gives a review of the literature carried out in order to identify the variables effect 

on consumer decision-making style. 

2.2 Introduction 

Foss, B. and Stone, M. (2001) define the customer relationship management (CRM) is a term 

for methodologies, technologies and e-commerce capabilities used by firms to manage 

customer relationships. In particular, Dempsey, J. (2001), CRM software packages aid the 

interaction between customer and company, enabling the company to co-ordinate all the 

communication effort so that the customer is presented with a unified message and image. 

CRM companies offer a range of information-technology based services such as call centres, 

data analysis and website management. The basic principle behind CRM is that company 

personnel have a single-customer point of view of each client. 

As customers are now using multiple channels more frequently, they may buy one product 

from a salesperson and another from a website. A website may provide product information 

which is used to buy the product from a distributor. Interactions between customer and 

company may take place through the sales-force, call centres, websites, e-mail, fax services or 

distributors. Therefore it is crucial that no matter how a customer contracts a company, front- 

line staff have instant access to the same data about the customer such as his/her details and 

past purchases. This usually means consolidation of the money databases held by individual 
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company departments into one centralised database that can be accessed by all relevant staff 

on a screen (Jobber and Lancaster, 2003). 

What CRM means in today's business environment and why only organizations with clear 

and effective CRM strategies are destined for long-term success. Organizations that 

successfully implement CRM look for the simplest solution when implementing their CRM 

strategy. Customer Relationship Management is a comprehensive approach for creating, 

maintaining and expanding customer relationships. In short, customers want to do business 

with organizations that understand what they want and need. Wherever you are in your 

organization, CRM is about managing relationships more effectively so you can drive down 

costs while at the same time increasing the viability of your product and service offerings 

(Anderson and Kerr, 2002). 

Customer relationship management (CRM) can be the single strongest weapon you have as a 

manager to ensure that customers become and remain loyal. With CRM, loyal customers 

aren't a happy accident created when an exceptional customer service representative, 

salesperson or product developer intuits and responds to a customer need. Instead, you have at 

your fingertips the ultimate advantage-customer intelligence: data turned into information 

and information turned into a customer-satisfying action. Implementing CRM is a 

nonnegotiable in today's business environment. Whether your customers are internal or 

external, consumers or businesses, whether they connect with you electronically or face to 

face; from across the globe or across town, CRM is your ticket to success (Anderson and 

Kerr, 2002). 
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2.3 Consumer Decision-Making Styles 

Sproles & Kendall define consumer decision-making style- as 'a mental orientation 

characterizing a consumer's approach to making choices' (1986, p.267). Sproles and Kendall 

(1986) view this construct as "basic consumer personality", analogous to the concept of 

personality in psychology (p.268). Research on this construct can be categorized into three 

main approaches: the consumer typology approach (Darden and Ashton 1974; Moschis 1976); 

the psychographics/lifestyle approach (Lastovicka, 1982; Wells, 1975); and the consumer 

characteristics approach (Sproles, 1985; Sproles and Kendall, 1986; Sproles and Sproles, 

1990). The unifying theme among these three approaches is the tenet that all consumers 

engage in shopping with certain fundamental decision-making modes or styles including 

rational shopping, consciousness regarding brand, price and quality among others. 

Among these three approaches, however, the consumer characteristics approach seems to be 
·,-' 

the most powerful and explanatory since it focuses on the mental orientation of consumers in 

making decisions. As such, this approach deals with cognitive and affective orientations of 

consumers in their process of decision making. It assumes that consumer decision-making 

styles can be determined by identifying general orientations towards shopping and buying. It 

is useful to marketers since it provides a quantitative instrument for classifying heterogeneous 

decision-making styles among-consumers into discrete categories of orientation. 

Kotler (2003) defined that the aim of marketing is to meet and satisfy target customer's needs 

and wants. The field of consumer behaviour studies how individuals, groups, and 

organisations select, buy, use, and dispose of goods, services, ideas, or experiences to satisfy 

their needs and desires. According to Kotler and Armstrong (2004), consumers make many 

buying decision every day. Most large companies research consumer buying decisions in 
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great detail to answer questions about what consumers buy, how and how much they buy, 

when they buy, and why they buy. Marketers can study actual consumer purchases to find out 

what they buy, where, and how much. But learning about the whys of consumer buying 

behaviour is not so easy - the answers are often locked deep within the consumer's head. The 

marketer wants to understand how the stimuli are changed into responses inside the 

consumer's black box, which has two parts. First, the buyer's characteristics influence how he 

or she perceives and reacts to the stimuli. Second, the buyer's decision process itself affects 

the buyer's behaviour. 

To identify unsatisfied consumer needs, companies had to engage in extensive marketing 

research. In so doing, they discovered that consumers were highly complex individuals, 

subject to a variety of psychological and social needs quite apart from their survival needs. 

They discovered that the needs and priorities of different consumer segments differed J- 

dramatically, and in order to design new products and marketing strategies that would fulfil 

consumer needs, they had to study consumers and their consumption behaviour in depth. 

Thus, the marketing concept underscored the importance of consumer research and laid the 

groundwork for the application of consumer behaviour principles to marketing strategy 

(Schiffman and Kanuk, 2004). 

The consumer decision-making process is a complex phenomenon. The purchase of goods or 

services includes a number of factors that could affect each decision. Consumers use a variety 

of decision-making styles. Consumer decision-making style refers to the mental orientation or 

approach a consumer has towards making choices. Although, consumer decision-making style 

represents a relatively consistent pattern of cognitive and affective responses (Bennett & 

Kassarjian, 1972), national culture has been proven to impact significantly on individual 
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values and attitudes (Hofstede, 1980), thus, culture is expected to have a significant influence 

on consumer decision-making style. 

Profiling consumers' decision-making styles has been the focus of a multitude of consumer 

interest studies ( e.g., Bettman, 1979; Sproles, 1985; Thorelli, Becker, and Engeldow, 197 5; 

Westbrook and Black, 1985). Consumer affairs specialists use such profiles to understand 

consumers' shopping behaviour, while advertisers and marketing researchers use them to 

segment the consumers into various niches for product positioning. 

Consumer-interest researchers have long been interested in identifying the underlying 

decision styles of shoppers. For example, consumers are identified as economic shoppers 

(Bellenger and Korgaonkar, 1980; Darden and Reynolds, 1971; Stone, 1954), personalizing 

shoppers (Darden and Reynolds, 1971; Stone, 1954 ), ethical shoppers (Darden and Reynolds, 

1971; Stone, 1954), apathetic shoppers (Darden and Ashton, 1974-75; Darden and Reynolds, 

1971; Stone, 1954; Williams, Painter and Nicholas, 1978), store-loyal shoppers (Moschis, 

1976; Stephenson and Willett, 1969), recreational shoppers (Bellenger and Korgaonkar, 1980; 

Stephenson and Willett, 1969), convenience shoppers (Korgaonkar, 1984; Stephenson and 

Willett, 1969; Williams et al. 1978), price-oriented shoppers (Korgaonkar, 1984; Stephenson 

and Willett, 1969; Williams et al. 1978), brand loyal shoppers (Jacoby and Chestnut, 1978; 

Moschis, 1976), name-conscious shoppers (Moschis, 1976), problem-solving shoppers 

(Moschis, 1976), quality shoppers (Darden and Ashton, 1974-75), fashion shoppers 

(Lumpkin, 1985), brand conscious shoppers (Korgaonkar, 1984) and impulse shoppers (Gehrt 

and Carter, 1992). These classifications have provided a number of measuring methods for the 

marketers to segment the general public in the consumer markets. 
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To further consolidate the above various approaches, Sproles and Kendall (1986) designed a 

new model to measure decision-making styles of consumers. fu 1986, they developed the 

forty-item Consumer Style Inventory (CSI) based on a sample of U.S. youth. There are eight 

mental characteristics of consumer decision-making style in the CSI. They are namely: 

1. Perfectionism or high quality consciousness; 

2. Brand consciousness; 

3. Novelty- fashion consciousness; 

4. Recreational, hedonistic shoppers consciousness; 

5. Price and "value for money" shopping consciousness; 

6. Impulsiveness; 

7. Confused by over choice of brands, stores, and consumer information; and 

8. Habitual, brand-loyal orientation towards consumption. 

Table 1. Descriptions of Consumer Decision-Making Traits 

A characteristic measuring the degree to which a consumer searches carefully and systematically 

fort he best quality in products, this factor identifies a quality dimension of consumer decision 

making. Consumers who score high on this factor perceive the quality of a product to be very 

important and are willing to make special efforts to choose products with the very best quality. 

High scorers on this factor also seem to link high quality with well-known brand names. 

eetionlstlc, High 
Ity-Consclous 
sumer [JJ 

This factor measures price and value for money consciousness. People scoring high on this trait 

would shop carefully for low or sale prices. 

- - ; - -- -- - - - - - - - - - - ..• - - - - ••..... ~~~~~~~~~-, 
- - · · ' A characteristic identifying consumers who appear to like new and innovative products and gain 

excitement from seeking out new things. They keep up-to-date with styles, and being in style is 

important to them. Variety-seeking also appears to be an important aspect of this characteristic. 

A characteristic measuring the extent to which a consumer finds shopping a pleasant activity and 

shops just for the fun of it, this factor measures the time dimension of consumer decision-making. 

Consumers who scores high on this factor enjoy shopping and perceive shopping as a recreational 1 

activity. They also seem to be quite fashion conscious. On the other hand, low scorers on this factor 
' spend less time and energy shopping. 
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Price-Conscious, Value-for 
oney Consumer [ 2J 

A characteristic identifying a consumer with particularly high consciousness of sale prices and 

lower prices in general, this factor identifies a price dimension. Consumers who score high on this 

factor are very price conscious. They carefully watch how much money they spend, compare prices 

of different brands at different stores before making a purchase, and tend to purchase products with 
low prices. 

Brand-Conscious, Price- I A characteristic measuring a consumer's orientation toward buying the more expensive, 
l'.quals-Quality Consumer'j' . . . . 

well-known national brands, this factor measures the brand dimension of consumer 

decision-making for consumers. Consumers who score high on this dimension pay attention 

to the brand name of products and are interested in purchasing brand-name products that are 

highly advertised and well-known. High scores on this factor also seem to think high prices 

signal high quality. 

Confused by 
er-choice Consumer [ 2J 

e-energy Conserving 

.• J Sproles and Kendall (1986) 
3) Halfstrom, Chae and Chung (1992) 

A person perceiving too many brands and stores from which to choose and likely experiences 

information overload in the market, this factor identifies an information utilization dimension. 

Consumers who score high on this factor are overwhelmed by all the choices of products and stores 

available to them and do not know what to do about the information. On the opposite end of the 

continuum, consumers who score low on this factor can take advantage of the available information 
and make better choices. 

A characteristic indicating a consumer who repetitively chooses the same favourite brands and 

stores and to have formed habits in choosing these. Habitual behaviour is a well-known aspect of 

consumer decision-making, and this factor reinforces its existence as a general characteristic. 

High scorers on this characteristic do not plan their shopping. Furthermore, they appear 

unconcerned about how much they spend or about the "buys". 

This trait characterises shoppers who consult consumer magazines and compare advertisements 

before making a decision, and often save energy by shopping in the same stores . 
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