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ABSTRACT 

This study was carried out with the aim of identifying decision-making styles of consumers 
who purchase mobile phones in Iran using Sproles and Kendall Model. There is some 
difference, however, in that such variables as store location, recommendation and criticism 
by others, the power of parents were identified as the effective factors in customer 
purchase and the relevant model was tested. In this study, it was attempted to design a 
data collection instrument with the help of the latest changes in the purchase decision-
making styles questionnaire and experts and some consumers’ judgments. Through 
random sampling, 385 questionnaires were distributed among mobile phone users out of 
which 369 were usable for analysis purposes. In data analysis stage, exploratory and 
confirmatory analysis methods were used to extract latent variables. Then structural 
equations modeling was utilized to develop the final model for mobile phone users’ 
decision-making styles in purchasing mobile phones.The results indicated that high-quality 
consciousness, brand consciousness, novelty-fashion consciousness, recreational-
hedonistic shopping consciousness, price consciousness, impulsiveness and carelessness, 
choice confusion, habitual and brand orientation, store location, recommendations and 
criticism by others, and power of parents were the indicators of consumers’ decision-
making styles when purchasing mobile phones.  
 
KEYWORDS: Sproles and Kendall decision-making style, Store location, Recommendation 
and criticism by others, Power of parents. 
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INTRODUCTION 

 

Every day, consumers make numerous shopping decisions, and shopping decisions are the central aspects of 

marketing attempts. The detailed and through studies by many large organizations on purchase decision-making 

aim at finding the answer to such essential questions as to what consumers purchase, where they purchase, how 

and how much they purchase, when and why they purchase (Kotler and Armstrong 2011).  

In most studies, it is supposed that every consumer follows particular decision-making features that are 

called consumer decision-making styles (Walsh et al., 2001). Today, the study of consumer decision-making 

styles has a distinguished place in the literature of consumer behavior. Researchers of the field of consumer 

behavior started to focus on consumer decision-making styles in 1950. Consumer decision-making implies a 

mental pattern or tendency and a cognitive orientation toward purchase which are observable in the majority of 

consumer choices (Bauer et al 2006; Durvasula et al 1993). Decision-making styles form based on previous 

experiences of consumers. Research has evidence that consumers face with several factors such as quality, price, 

brand, anxiety and so on when trying to purchase (Sproles and Kendall 1986). Hence, styles of decision-making 

are important in realizing and understanding consumer behavior and motivation of purchase. 

Because of the youngness of the population of Iran, the increase in people’s awareness and education, their 

specific needs, and the necessity of paying more attention to social interactions and, as a result, general 

appearance and the related goods such as mobile phones, a good opportunity has appeared for manufacturers 

and marketers in mobile phone industry.  

Despite the increasing need of Iran for production, lack of attention to the central needs of consumers has 

unfortunately led to the market domination of mobile phones by foreign manufacturers. Thus, the present study 

attempts to provide some suitable solutions for mobile phone manufacturers and marketers so that they can gain 

better insight into consumer needs and achieve greater market share. To this end, this study explores the 

dimensions of store location, power of parents, and criticism by others while it examines eight styles of 

decision-making proposed by Sproles and Kendall.  
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Review of Literature: 

Mobile phone users seek for desirable values. They look for a product with which they feel comfortable. 

Their desirable mobile phone must be suitable for their work and lifestyle. During past decades, consumers paid 

much attention to fashion; they would often purchase their mobile phones with respect to their design, and 

favorable colors of a certain period. Due to economic and social transformations, nevertheless, today’s 

consumers mostly consider their choice to be up-to-date and be able to meet their needs.  

For these reasons, producers offer various classes of goods with varying features, price tags and qualities to 

their customers. In addition, they pay utmost attention to the point that the product they are offering bears the 

desirable standards regarding design, production, and durability in the minds of customers. With respect to the 

differences in consumer purchase taste and the differing consumer styles of decision-making, a framework was 

developed by Sproles and Kendall in 1986 in order to determine these styles.  

In general, shopping is an activity which is done avidly and it is worth experiencing several decision-

making processes and their effects on consumers. Many manufacturers and large suppliers provide consumers 

with huge collections of goods. These suppliers also design their store environment in a way which motivates 

customers to spend more money. More drivers cause shoppers to feel enthusiastic about looking and buying 

(Bae, 2004). 

Consumer behavior is a challenging and controversial area of study that includes marketing, individuals and 

questions of what they buy, why they buy, how they buy (Wilkie, 2003). Marketing discipline attempts to 

influence consumers’ thoughts and reactions (Kotler and Armstrong, 2011). 

Consumer decision-making style is a mental orientation that determines consumer’s approach when 

deciding and choosing desired product. The concept of consumer decision-making styles of Sproles and Kendall 

is similar to the field of personal characteristics in psychology. Sproles and Kendall intended in their studies to 

provide marketers with a tool to better grasp such purchase styles (Sproles and Kendall, 1986). 

Common styles of decision-making create some influential tools useful for marketers in selecting 

appropriate sectors of market. In other words, an accurate segmentation of markets and proper use of marketing 

tools in well-known sectors of market are the most important tools of thriving in competitive markets (Shahriar 

and Makkizadeh, 2012).  

On account of approaches, the studies on consumer decision-making styles may fall into three categories: 

 

Psychographic-lifestyle Approach: 

This approach groups consumer characteristics based on lifestyle circumstances (Lastovicka, 1982). It 

elaborates on personal characteristics, attitudes, viewpoints, values, choices, and various interests of consumers 

(Sproles and Kendall 1986). Kwan and colleagues (2008) argue that consumer lifestyle emphasizes on how 

consumers live; it is a modeled way of life harmonious with different consumer activities and resources.  

 

Consumer Typology Approach: 

This approach attempts to define general consumer according to their varying preferences and the origin of 

their purchase (Darden and Reynolds 1976; Moschis 1971). In this approach different types of consumers are 

distinguished: economical, ethical, and indifferent (Sprolesand Kendall, 1986). Park (2007) states that the 

consumer typology approach tries to define attitudes and motivations for purchase by consumers through 

grouping consumers into definite numbers of exclusive types. 

 

Consumer Characteristic Approach: 

This approach draws upon the premise that consumers follow some determined decision-making features in 

dealing with their purchase (Sproles and Kendall 1986). This approach seeks to group consumers based on their 

purchase behaviors that originate from their different characteristics (Chaisitthiroj, 2007). 

Sproles (1985) and Sproles and Kendall (1986) are the pioneers of developing consumer styles 

questionnaire based on the view of consumer characteristics. Based on previous studies, Sproles identified nine 

components of purchase decision-making styles in 1985 and used 50 instruments related to perceptional and 

emotional tendencies. In 1986, Sproles and Kendall revised the previous questionnaire in some way with a 

newer and more useful scale and reduced the model dimensions down to eight styles. It is noteworthy that they 

drew their new study upon 40 effective instruments. The eight styles included in their model is as follows 

(Sproles and Kendall, 1986): 
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High quality consciousness or Perfectionism 

Brand consciousness 

Novelty-fashion consciousness 

Recreational-hedonistic shopping consciousness 

Price consciousness 

Indifference and purchase without foresight 

Confusion by choice 

Habitual and brand-loyalty consciousness 

 

Fig. 1: Eight Features of Consumer Decision-Making Styles 

 

Sproles and Kendall have defined consumer decision-making styles as “a mental tendency that describes 

consumer orientation toward selection.” They have suggested that each consumer selects a relatively stable 

purchase personality which is predictable in similar ways; just like psychologists who consider personality in its 

widest form. Their questionnaire for consumer decision-making was developed from a 482-high-school-student 

sample in the United States. That questionnaire focused on participants’ decision-making styles for purchasing 

personal items such as clothes, cosmetics and soon. In all questions of the questionnaire, which are related to 

emotional and perceptional orientations effective in decision-making, all eight styles or potential indicators of 

behavior can be identified (Sproles and Kendall, 1986). 

From the time this model was first introduced up to this date, lots of studies have done to evaluate the 

generality of it in different countries and different markets. Such studies have demonstrated that not in all 

societies or different product consumers all eight styles exist; moreover, in some societies, some similar styles 

have been adopted – e.g. Germany and England, and in some other societies, other styles can be observed in the 

model (Bauer et al., 2009).  

 

MATERIALS AND METHODS 

 

The present study is a piece of applied research; therefore, the results obtained can be used by marketing 

and advertisement practitioners in the field of mobile phones and also by mobile phone manufacturers. The 

study population consists of all mobile phone users living in Iran. The sample was selected through random 

sampling with a size of 369 respondents. A reductionist technique was implemented in order for designing the 

study questionnaire. In other words, abstract concepts – i.e. study variables –were passed through to reach 

concrete study questions. In order to design the questionnaire, after using the concepts to find the dimensions of 

each variable, the study questions were created through indicators. In doing so, the standard questionnaires of 

decision-making styles by Sproles and Kendall (1986) and family roles by Polya (2012) were drawn upon.  

The following table includes the study variables, the relevant components and the number of items before 

the conduction of factor analysis.In this study, a five level Likert spectrum was used. In order to assess content 

validity and face validity of the questionnaire, the preliminary questionnaire was handed out to some university 

staff and experts. It must be mentioned that in this study, latent variables, dimensions, and questions of each 

variable was presented to determine whether observe variables have the capability of evaluating latent variables 

or not. After collection expert comments and applying them to the questionnaire, a pretest was designed.  

The reliability of the study was assessed by Cronbach’s alpha in SPSS v21 and the outcome was 0.88, 

which indicates the high reliability of the instrument.In this study, descriptive and inferential statistic procedures 

were carried out using SPSS v21 and LISREL 4.54 software programs. 

 
Table 1: Cronbach alpha 

Dimensions Cronbach’s alpha 

Total alpha 0.88 

Perfectionism 0.88 

Brand consciousness 0.78 

Novelty-fashion consciousness 0.80 

Hedonistic shopping consciousness 0.74 

Price consciousness 0.70 

Impulsiveness or carelessness 0.71 

Confusion 0.70 

Habitual or brand-loyalty orientation 0.70 

Store location 0.73 

Power of parents 0.88 

Recommendation and criticism by others 0.70 
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Results: 

In the following table, the demographic features of the study sample are presented: 

 
Gender Age Education 

Man 137 

15-20 83 
High-School Diploma 26 

21-25 214 

26-30 45 Associate Degree 122 

Woman 232 
31-35 15 Bachelor’s Degree 218 

> 35 12 Master’s Degree 3 

 

The study got help from Exploratory Factor Analysis (EFA) in order to identify latent variables and 

ensuring the accuracy of measurement models (Momeni and Fa’alGhayoomi. 2010). EFA was also used to 

evaluate the divergent validity of the study. In some way, not only can EFA be suggested, but it can also be used 

as the tool for structuring and modeling.  

The composition of the questionnaire, before exploratory analysis, is comprised of five items for quality 

consciousness (perfectionism), seven items for brand consciousness, six items for novelty-fashion 

consciousness, six items for hedonistic shopping consciousness, nine items for price consciousness, nine items 

for impulsiveness and carelessness, seven items for confusion by choice, seven items for habitual brand loyalty 

consciousness, four items for store location, 6 items for recommendation and criticism by others, and eight items 

for the power of parents. 

At first, the suitability of the data to be used in factor analysis was examined. There are several ways to do 

so, among which Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) would be considered. 

 
Table 3: KMO and Bartlett’s Tess 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .728 

Bartlett’s Test of Sphericity 

Approx. Chi-Square 7.169 E3 

d.f. 1035 

Sig. .000 

 

According to Table 3, KMO index is higher than 0.7 and the correlation between the data would be suitable 

to be used in factor analysis. In addition, the Significance of Bartlett’s Test is lower than .05 which points to the 

suitability of the data to be used in factor analysis.  

Communalities indicate the suitability of the indicators in the process of factor analysis as the value of the 

commonalities between their questions is higher than 0.5. All initial communalities are equal to 1 which 

demonstrates communalities column before extracting the factors. The higher the values of extraction 

communality, the better variable would be shown by extracted factors. In this study, items Q1, Q3, Q10, Q15, 

Q17, Q19, Q22, Q24, Q25, Q26, Q27, Q31, Q33, Q34, Q35, Q38, Q43, Q45, Q51, Q54, Q57, Q65, Q69, Q70 

were eliminated stage after stage due to extraction communalities of less than 0.5. The Rotated Matrix of the 

study was calculated by Varimax Rotation, which is used to interpret and identify factors. Furthermore, in all 

exploratory analyses, extraction would be done through Principle Component Analysis. In must be noted that 

the reduction of variables and their being considered as latent variables requires the factor loading to be higher 

than 0.3 (Momeni and Fa’alGhayoomi, 2010). In accordance with the factor rotated matrix, it is clear that 11 

factors were identified as the principle factors.  

 
Table 4: KMO and Bartlett’s Tess 

Decision-Making 

Style 
Item 

F
acto

r lo
ad

in
g
 

W
ig

en
v

alu
e 

V
arian

ce p
ercen

t 

C
u

m
u

lativ
e 

p
ercen

t 

Perfectionism 

I spend a long time to buy a phone with the highest quality .652 

3.688 8.017 8.017 The higher the price of a mobile phone, the higher the quality .732 

My criteria of buying a mobile phone are so high .656 

Brand 

Consciousness 

I often buy my phone from famous stores .573 

3.459 7.520 15.537 

In my opinion, famous brands are the best choice to buy .398 

I choose bestselling brands .350 

I buy the phone with a highly advertised brand .719 

If my brand of choice is not available, I won’t buy from another brand .641 

Fashion I often buy the fashion of the day .689 3.212 6.983 22.522 
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Consciousness I try several stores to buy the most up-to-date phone .670 

Being up-to-date is very important to me .504 

As new technologies are introduced, I change my phone now and then .693 

Recreational 
Shopping 

I enjoy shopping for mobile phones .763 

3.015 6.555 29.075 
Shopping for phones wastes my time .721 

Shopping for a new phone is exciting .717 

Shopping for phones is unpleasant to me .594 

Price 

Consciousness 

I carefully look for a mobile phone with a value equal to the money I pay .565 

2.938 6.387 35.462 
I often spend a lot of time to have a good purchase regarding price .336 

I often consider mobile phones with discount prices .568 

I try to study mobile phone price in the market .663 

Impulsiveness 

I find and buy my choice quickly .426 

2.678 5.821 41.283 

I often buy my phone accidentally and without prior intention .535 

I buy my phone thoughtfully, carefully and attentively .567 

I often buy my phone hurriedly and then regret about it .512 

I must be more careful in buying mobile phones .592 

Confusion 

When trying to buy mobile phones, my education provides me with wider 
insight 

.583 

2.106 4.578 45.861 

I often find the mobile phone I must buy .333 

I often get confused because of the abundant of mobile phone brands .750 

Having much information about various brands of mobile phone causes me 

to get confused when purchasing 
.721 

I often get confused regarding design, color, materials and so on when 

purchasing 
.714 

Habitual Brand-
Loyalty 

Avoiding risky behavior is important in buying mobile phones .351 

1.991 4.329 50.190 

When I find a mobile phone with a desirable brand, I prefer buying from 
that brand 

.747 

I often buy from a particular brand of mobile phone .627 

I buy from different brands of mobile phone .682 

Store Location 

Availability of parking lot near the store is important to me when buying 

mobile phones 
.790 

1.945 4.229 54.419 

Store interior design is important to me when buying mobile phones .648 

Recommendation 

and Criticism by 
Others 

Colleagues’ opinion is important to me to buy mobile phones .538 

1.905 4.141 58.560 

Media opinion (TV, radio, newspapers, magazines, catalogs etc.) is 

important to me to buy mobile phones 
.797 

Friends’ opinion is important to me to buy mobile phones .770 

Celebrities’ comments is important to me to buy mobile phones .694 

Sellers’ opinion is important to me to buy mobile phones .744 

Power of Parents 

I often go shopping for mobile phones with my parents .778 

1.509 3.281 61.841 

I often ask my parents for meeting my desires in buying mobile phones .625 

I accept what my parents say when buying mobile phones .721 

My parents often decide what mobile phone I have to buy .762 

No one influences my decisions in buying mobile phones .722 

 

As it can be seen, all 11 factors account for around 62% of the variance and since it is more than 0.5, there 

exists a form of validity. 

In order to evaluate construct validity, Confirmatory Factor Analysis (CFA) was utilized. In CFA, when the 

factor loading of each indicator with its construct has a t value of higher than 1.96, that indicator holds enough 

accuracy to measure its relevant construct (Hooman, 2012). In the first order CFA, the dimensions of quality 

consciousness (perfectionism), brand consciousness, fashion consciousness, recreational hedonistic 

consciousness, price consciousness, impulsiveness, confusion, habitual consciousness, store location, criticism 

by others, and power of parents were achieved. In this CFA, the item Q53 (the fifth questions for habitual 

consciousness) was eliminated because of having a t value less than 1.96. The consistency of other items of the 

questionnaire can be regarded as valid to measure the concepts. In the second order CFA, among the mentioned 
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dimensions, the dimension of consumer decision-making style was achieved as the independent variable. In the 

following table, the fit indexes, t-value and standard solution for each question are presented. 
  
Table 5: Confirmatory Factor Analysis 

Variable Item t-value Standard solution Fix indexes 

Quality consciousness 

Quality2 10.79 0.60  

 
 

 
 

2.88 

 
p- Value=0 

 

RMSEA=0.07 
 

Quality4 6.68 0.39 

Quality5 13.51 0.75 

Brand consciousness 

Brand1 11.96 0.61 

Brand2 12.52 0.64 

Brand3 13.65 0.68 

Brand4 7.38 0.40 

Brand7 13.55 0.68 

Fashion consciousness 

Fashion1 16.23 0.79 

Fashion2 11.10 0.58 

Fashion3 14.01 0.70 

Fashion5 10.42 0.55 

Hedonistic consciousness 

Hed1 14.51 0.71 

Hed3 15.54 0.74 

Hed4 17.92 0.83 

Hed6 11.89 0.60 

Price consciousness 

Price5 7.45 0.45 

Price6 6.80 0.41 

Price7 12.38 0.78 

Price9 7.52 0.45 

Impulsiveness 

Impuls4 13.09 0.69 

Impuls5 12.23 0.65 

Impuls7 3.31 0.19 

Impuls8 12.18 0.65 

Impuls9 2.64 0.15 

Confusion 

Confus1 2.43 0.14 

Confus3 6.67 0.37 

Confus5 13.60 0.69 

Confus6 16.50 0.81 

Confus7 11.69 0.61 

Habitual consciousness 

Habit1 9.52 0.78 

Habit2 5.32 0.34 

Habit4 5.60 0.35 

Store location 
Store2 9.87 0.57 

Store3 13.30 0.85 

Criticism by others 

Others1 14.81 0.72 

Others2 11.40 0.59 

Others3 15.14 0.73 

Others4 13.58 0.68 

Others5 14.54 0.71 

Power of parents 

Parent1 15.22 0.73 

Parent2 9.74 0.52 

Parent4 11.69 0.61 

Parent5 14.64 0.74 

Parent6 12.96 0.66 

 

Moreover, according to Table 5, the fit indexes of the variable measurement models had acceptable values. 

The Chi Square ratio with  degree of freedom, which was designed to judge the model, will indicate the good 

fitness of the model if it is between 1 and 3. RMSEA, as a desirable index, finds out whether the compiled 

model can be considered as acceptable or not. The range of this index is between 0 and 1 and the acceptable 

value must be RMSEA < 0.08 (Hooman, 2012).  

Perfectionism style. This feature is defined as the existence and awareness of the tendency to high-quality 

goods and the urge for making the best choice instead of purchasing the first available brand or product (Sproles 

and Kendall 1986). The existence of this style among Iranian purchasers of mobile phones implies that they are 

very careful about the quality of what they buy.  

Brand style.This style of decision-making points to the selection of famous and expensive brands (Leo et 

al., 2005). Having this type of style, mobile phone purchasers tend to be very specific regarding the brand of the 

good they intend to buy and they prefer to choose the well-known and reputable brands in the market.  
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Fashion style.Goldsmith (1983) states that those consumers who embrace risky and exciting behaviors tend 

to seek for more up-to-date products (Park et al, 2010). The existence of this style in mobile phone users implies 

that they are always enthusiastic about the newest innovations and technologies. 

Hedonistic style.With this style of decision making, a consumer looks at shopping as a recreational and 

entertaining activity. Such purchasers just enjoy trying and choosing among various products (Lye at al., 2005). 

They also find it enjoyable to look at shop windows and search for mobile phones.  

Price style. Having this characteristic indicates that the consumers care about price and their goal is to 

receive the highest value possible in return for the money they spend (Leo et al., 2005).  

Impulsiveness style.The majority of consumers with this style have great inclination toward purchasing 

those products which they have no plans to buy beforehand. Particularly, these consumers are among the ones 

who enjoy shopping and consider it as a form of entertainment.  

Confusion style. It indicates that such consumers get confused when they face with the abundant of 

reputable brands, the large number of stores around town with different services and guarantees, relatively close 

price tags and similar technologies. 

Habitual style.The consumers representing this style are loyal to a specific brand. They seek quality and 

idealism in purchasing from their favorite brands and believe that it is innovative with the latest technologies.  

Store location style.This style implies that mobile phone consumers value receiving services in the shortest 

time and with the highest comfort possible. For example, the location of a store in the city center can be a reason 

for the reduction of trip and time spending as well as purchase costs.  

Recommendation and criticism by others style.The existence of this style implies that mobile phone users 

are influenced by their friends’ advice in purchasing from a specific store or brand.  

Power of parents style.Family, especially parents, is an important element of decision-making in the society 

plays a significant role in purchase decision-making.  

 

Conclusion: 

Following the introduction of CSI model until today, lots of studies have been carried out to evaluate the 

generality of this model in different countries and different markets. These studies make it clear that not in all 

societies and among consumers of different products do all of these eight styles exist. In some societies, some 

similar styles were accepted (e.g. Germany and England) and in some other societies other styles of this model 

can be observed (Bauer et al. 2009).  

Based on the findings of the present study, the dimensions of quality consciousness, brand consciousness, 

fashion consciousness, hedonistic consciousness, price consciousness, impulsiveness, confusion, habitual 

consciousness, store location, criticism by others and power of parents account for the decision-making styles of 

mobile phone users in Iran. 

In the United States, Sproles (1985) investigated the price consciousness, quality consciousness, brand 

consciousness, fashion consciousness, purchase avoidance, and impulsiveness. The results of those 

investigations indicated that the attention to quality was the most noticeable purchase factor among American 

people. In India, Canabal (2002) investigated price consciousness, quality consciousness, brand consciousness, 

purchase avoidance, impulsiveness, confusion, and hedonistic consciousness. The results indicated that brand 

consciousness was the most important factor among Indian people.  

After comparing the present study with other domestic and foreign studies, it can be seen that as the culture 

in different countries changes, the way people decide changes. On the other hand, consumers have different 

decision-making styles even if we consider different product classes and the availability of various reviews of 

products.  

In this study, eight styles of decision-making proposed by Sproles and Kendall together with three added 

styles of store location, recommendation and criticism by others and power of parents were examined. The 

results indicated that such factors were influential in consumers’ decisions when buying mobile phones. 
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