





































































































































































































	Page 1
	Titles
	NEAR EAST UNIVERSITY 

	Images
	Image 1
	Image 2


	Page 2
	Titles
	ACKNOWLEDGEMENTS 

	Images
	Image 1


	Page 3
	Titles
	ABSTRACT 

	Images
	Image 1


	Page 4
	Titles
	CONTENTS 
	SECTION I 
	TERMS OF REFERENCE 
	PAGE 
	SECTION II 
	CONSUMER DECISION-MAKING STYLES: LITERATURE REVIEW 

	Images
	Image 1


	Page 5
	Titles
	CONTENTS 
	PAGE 
	SECTION Ill 
	RESEARCH METHODOLOGY 

	Images
	Image 1


	Page 6
	Titles
	CONTENTS 
	SECTION IV 
	FINDINGS AND DISCUSSION 
	PAGE 
	SECTION V 
	CONCLUSIONS AND RECOMMENDATIONS 
	APPENDIX A 

	Images
	Image 1


	Page 7
	Titles
	LIST OF TABLES 
	PAGE 

	Images
	Image 1


	Page 8
	Titles
	SECTION I 
	TERMS OF REFERENCE 

	Images
	Image 1


	Page 9
	Images
	Image 1


	Page 10
	Images
	Image 1


	Page 11
	Images
	Image 1


	Page 12
	Titles
	SECTION II 
	CONSUMER DECISION-MAKING STYLES: LITERATURE REVIEW 

	Images
	Image 1


	Page 13
	Images
	Image 1


	Page 14
	Images
	Image 1


	Page 15
	Images
	Image 1


	Page 16
	Images
	Image 1
	Image 2


	Page 17
	Titles
	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 
	' 
	- - ; - -- -- - - - - - - - - - - ..Ł - - - - 
	10 

	Images
	Image 1
	Image 2
	Image 3
	Image 4
	Image 5
	Image 6
	Image 7


	Page 18
	Titles
	11 

	Images
	Image 1
	Image 2
	Image 3
	Image 4
	Image 5
	Image 6
	Image 7
	Image 8
	Image 9
	Image 10


	Page 19
	Images
	Image 1


	Page 20
	Titles
	I 
	I 
	I 
	13 

	Images
	Image 1
	Image 2
	Image 3
	Image 4
	Image 5
	Image 6
	Image 7
	Image 8
	Image 9
	Image 10

	Tables
	Table 1


	Page 21
	Titles
	I 

	Images
	Image 1
	Image 2
	Image 3
	Image 4


	Page 22
	Titles
	Table 3. Studies in Different Countries 
	- - I._ 
	I 
	.U 
	------ 
	15 

	Images
	Image 1
	Image 2
	Image 3
	Image 4
	Image 5
	Image 6
	Image 7
	Image 8

	Tables
	Table 1


	Page 23
	Images
	Image 1


	Page 24
	Images
	Image 1


	Page 25
	Images
	Image 1
	Image 2


	Page 26
	Images
	Image 1


	Page 27
	Images
	Image 1


	Page 1
	Images
	Image 1
	Image 2
	Image 3


	Page 2
	Images
	Image 1
	Image 2


	Page 3
	Images
	Image 1


	Page 4
	Titles
	SECTION Ill 
	RESEARCH METHODOLOGY 

	Images
	Image 1


	Page 5
	Images
	Image 1


	Page 6
	Images
	Image 1


	Page 7
	Images
	Image 1
	Image 2


	Page 8
	Images
	Image 1


	Page 9
	Titles
	Table 4: Demographic Profile of the Respondents (n=472) 
	!I Demograp_hi_c factors _ i'~- _. _ n __ I Ł _ % ~ 
	1~ 1 1 
	... - -- -- ·-·- 
	Im I I I 
	29 

	Images
	Image 1


	Page 10
	Images
	Image 1

	Tables
	Table 1


	Page 11
	Titles
	SECTION IV 
	FINDINGS AND DISCUSSION 

	Images
	Image 1

	Tables
	Table 1


	Page 12
	Titles
	I 
	[Factor 2 : B~d Consdout1, ~rice .qlW!I q~ C~nsumer - _ [ __ - - 
	i: If .n_J 
	I Factor 3 : Confused by Over Choice Consumer I I 
	- - - _.l 
	I' Factor 4: Re~reaticm.al, Hedonistic Consumer !I 
	·- 
	Factor 5 : Shopping Avoider, Non-perfectionist Consumer 
	I' - - - ~ 
	------ 11 ,I 
	I' - - j 
	l'~-:t~r _&, Price Crm.sc~~~ .Val.ue for Maney IL _ 
	Factor 7 : Novelty and Fashion Conscious Consumer : ,:==-========i 

	Images
	Image 1


	Page 13
	Images
	Image 1
	Image 2
	Image 3
	Image 4
	Image 5


	Page 14
	Images
	Image 1


	Page 15
	Images
	Image 1
	Image 2


	Page 16
	Images
	Image 1


	Page 17
	Images
	Image 1


	Page 18
	Images
	Image 1


	Page 19
	Titles
	SECTION V 
	CONCLUSIONS AND RECOMMENDATIONS 

	Images
	Image 1


	Page 20
	Images
	Image 1
	Image 2


	Page 1
	Images
	Image 1


	Page 2
	Images
	Image 1


	Page 3
	Titles
	REFERENCES 

	Images
	Image 1


	Page 4
	Images
	Image 1


	Page 5
	Images
	Image 1


	Page 6
	Images
	Image 1


	Page 7
	Images
	Image 1


	Page 8
	Images
	Image 1


	Page 9
	Images
	Image 1


	Page 10
	Images
	Image 1
	Image 2


	Page 11
	Titles
	~ 
	,, Ł ' + + ' !t 

	Images
	Image 1


	Page 12
	Titles
	iii 

	Images
	Image 1
	Image 2
	Image 3
	Image 4
	Image 5


	Page 13
	Titles
	Ł 
	THANKS AGAIN FOR PARTICIPATING IN THIS SURVEY 

	Images
	Image 1
	Image 2


	Page 14
	Titles
	:SUK VEY 0~' CONSUMER DECISION-MAKING STYLES 
	PART A :Please indicate your'degre't of agreement-disagreement with each the following 
	statements by putting (X) mark ili:t~e ~ppropriate box. · 
	I 
	~~------------------ 

	Images
	Image 1
	Image 2
	Image 3
	Image 4
	Image 5


	Page 15
	Titles
	Ł 

	Images
	Image 1
	Image 2
	Image 3
	Image 4


	Page 16
	Images
	Image 1
	Image 2
	Image 3


	Page 17
	Titles
	I. BOLUM: 
	Liitfen, asagidaki ifadelere ne derece kanldrgunzi degerlendiriniz, Degerlendirmelerinlzde 
	1 =Kesinlikle katilrmyorum 
	3=Ne katihyorurn ne de kanlrmyorum 
	5=Kesinlikle katihyorum 
	2. Tanmnus yerli markalar benim icin en iyisidir. 

	Images
	Image 1
	Image 2
	Image 3


	Page 18
	Images
	Image 1
	Image 2
	Image 3
	Image 4


	Page 19
	Titles
	Ł 

	Images
	Image 1
	Image 2



