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ABSTRACT
The objective of the current study was to determine segments of 
younger and older retail shoppers on the basis of the use of decision-
making styles, overall satisfaction and demographic factors. To collect 
data for this study a structured questionnaire was administered to 
a sample of 894 urban shoppers residing in two cities in Botswana 
whose ages were between 18 and 64  years. The shoppers were 
intercepted in the shopping malls. The unique aspects of this study 
include the analysis of age differences in the factor structure of 
consumer decision-making styles as well as the investigation of 
hybrid segments of the general shopping public using consumer 
decision-making styles in conjunction with overall satisfaction and 
demographic factors. Eight decision-making styles emerged for both 
younger and older shoppers. However, only three styles being Time 
energy conserving, Perfectionism, and Habitual buying emerged in 
both age groups. The key findings also reflected that both younger 
and older shoppers were represented in three segments which were 
labelled as: uninhibited, functional and laid-back shoppers. Younger 
shoppers were also classified as recreational quality seekers whilst 
older shoppers were labelled as novelty–quality seekers. The use of 
decision-making styles varied significantly across the four segments 
in each age group. Further differences were observed based on overall 
satisfaction, education, marital status and income subject to the age 
group. These results represent a solid attempt to extend knowledge 
of shopping behaviour in a modern retail sector within a developing 
country, which is essential for retail mix development and positioning 
strategies.

Introduction

Scholarly research on effective ways for identifying segments of retail shoppers using the 
concept of consumer decision-making styles in the face of increased competition, market 
diversity and modern retailing in developing countries remains relatively limited. The 
tendency for previous studies relating to consumer decision-making styles used by retail 
shoppers in developing countries has been to focus on identifying the general applica-
bility of decision-making styles (Durvasula, Lysonski, and Andrews 1993; Canabal 2002; 
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Radder, Li, and Pietersen 2006; Mishra 2010) and how the styles are influenced by demo-
graphic (Makgosa and Mfosi 2006; Hanzaee and Aghasibeig 2008; Sangodoyin and 
Makgosa 2014), psychographic (Lysonski and Durvasula 2013b) or socio-cultural variables 
(Mokhlis 2006). Research on the segmentation of the retail market based on consumer 
decision-making styles has been conducted in U.K. (Mitchell and Bates 1998; Bakewell 
and Mitchell 2003), U.S. (Wesley, LeHew, and Woodside 2006), Germany (Walsh, Mitchell, 
Hennig-Thurau, and Wiedmann 2001), Iran (Hanzaee and Aghasibeig 2010) and China (Yu 
and Zhou 2009). Whilst the available research has generated useful insights into how 
retail shoppers in developing countries could be best described in terms of their shopping 
decisions, a crucial unaddressed research question is how various combinations of the 
characteristics of shoppers inform market segmentation processes within developing 
countries. Importantly, consumer motives and attitudes towards foreign products are 
often extremely difficult to predict in developing countries (Craig and Douglas 2001) and 
consumer demographic characteristics such as income, age and education are quite dif-
ferent from those of developed countries (Phambuka-Nsimbi et al. 2015). The deci-
sion-making process of consumers in developing countries is also becoming increasingly 
complex as the retail marketplace undergoes transformation owing to the inflow of large 
retail formats (Lysonski and Durvasula 2013b). To deal with this knowledge gap, it is 
justifiable for scholars to be actively involved in the validation of segmentation approaches 
that could give practitioners confidence in their decisions to employ consumer charac-
teristics for retail mix development and positioning strategies within developing 
countries

Therefore, the purpose of the current study is to contribute to the body of knowledge of 
retail shopping behaviour by empirically examining segments of younger and older retail 
shoppers using a hybrid approach that combines behavioural and demographic segmen-
tation. In particular, in this study, first the general applicability of the Consumer Style 
Inventory is tested using separate samples of younger and older shoppers in the context of 
a developing country, in particular Botswana. Secondly, the use of consumer decision-mak-
ing styles is applied in conjunction with overall satisfaction and demographic characteristics 
in segmenting the market of the general shopping public into subsets of homogeneous 
consumers in Botswana. Two theoretical contributions form the basis for this current study. 
By assessing the typology of consumer decision-making styles unique for younger and older 
retail shoppers in Botswana, this study addresses the need for research that tests the general 
applicability of the Consumer Styles Inventory proposed by Sproles and Kendall (1986) in a 
diverse range of geographic markets relying on non-student based samples. This is also the 
first empirical study that has adopted a hybrid segmentation approach utilizing a compre-
hensive list of multiple variables including age, gender, education, marital status, income, 
the use of consumer decision-making styles and overall consumer satisfaction in segmenting 
the market for the general shopping public. This approach is crucial because it provides a 
necessary step towards identifying relevant characteristics for retail market segmentation. 
It is also more likely to enhance predictions about membership of a particular segment, 
which has a potential to increase the quality of decisions that retailers make in terms of 
targeting and positioning.

The paper is organized as follows. First, the literature review addresses the key concepts 
of interest in this study being market segmentation and consumer decision-making styles. 
The literature also covers the use of consumer decision-making styles as a base for 
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segmentation and the use of overall satisfaction and demographic variables as basis for 
segmentation. It further provides insight into the developments that have been occurring 
in the retail environment in Botswana and the opportunities they present to retailers and 
shoppers. Then, the research method is presented, which is followed by the findings and 
discussion. The last section being the conclusions includes the theoretical contributions, 
practical implications and future research avenues.

Literature review

Market segmentation

The concept of market segmentation has been in use for approximately 60 years (Smith 
1956). However, it continues to contribute profoundly to the understanding of marketing 
strategy. Market segmentation is defined as a process of dividing a market into smaller and 
homogenous groups of buyers with distinct needs or behaviours, which necessitate the 
selection of one or more segments that respond differently to the elements of the marketing 
mix (Schewe and Meredith 2004; Martins 2012). The core principle of market segmentation 
is that it is unlikely for a business to be all things to all consumers (Yankelovich and Meer 
2006) or to design a marketing mix that would suite every consumer’s needs (Schiffman and 
Kanuk 2010; Goyat 2011). Market segmentation facilitates the understanding of consumers’ 
needs (Martins 2012). It also provides insights into product preferences, market opportuni-
ties, resources allocation and the development of marketing programmes (Segal and 
Giacobbe 1994; Mokhlis and Salleh 2009).

Two theoretical perspectives being a priori and post hoc segmentation provides the direc-
tion of studies on market segmentation (Machauer and Morgner 2001). In a priori segmen-
tation, the type and number of segments are defined by a researcher relying heavily on 
demographic characteristics. This approach is based on the assumption that there is a sig-
nificant correlation between demographic characteristics and the behaviour of consumers. 
In a post hoc segmentation, a researcher recognizes the heterogeneity of the market and 
determines the type and number of segments based on the homogeneity of the responses 
to a survey relying on sophisticated analytical techniques such as cluster or discriminant 
analysis. A post hoc segmentation perspective was undertaken in this study. This is a more 
desirable approach because it increases the chance of identifying segments that meet the 
critical criteria of segmentation. The criteria emphasize that an attractive segment must be 
measurable, substantial, differentiable, accessible and actionable (Yankelovich and Meer 
2006; Schiffman and Kanuk 2010; Goyat 2011).

The segmentation of markets is commonly achieved through bases such as geography, 
demographics, psychographics, socio-cultural and behavioural variables. In explaining how 
each base is used for market segmentation, scholars (Schewe and Meredith 2004; Yankelovich 
and Meer 2006; Goyat 2011; Martins 2012) have demonstrated that geographic segmentation 
helps to divide a market based on the philosophy that people who reside in the same area 
exhibit similar needs over time. Demographic segmentation uses relatively easily accessible 
and readily available data on variables such as age, gender, marital status, occupation, 
income and education. Relying on geographic or demographic factors has been cautioned 
because people from the same geographic location or with the same demographics may 
differ greatly from each other based on psychological or behavioural variables. Psychological 
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variables are difficult to measure but they offer an accurate way of identifying consumer 
segments using variables such as motivation, lifestyles, attitudes, perception and personality. 
Socio-cultural segmentation involves using religion, language and social class. Behavioural 
segmentation is based on variables such as usage, store choice, brand loyalty and overall 
satisfaction. Collecting and analysing socio-cultural and behavioural data can be difficult 
just like in the case of psychographic segmentation. Considering that each base of segmen-
tation offer certain benefits and limitations, this study adopted the hybrid approach that 
combines behavioural and demographic bases. Theoretically, hybrid forms of segmentation 
that utilize multiple bases increase the quality of segmentation (Walsh, Mitchell, Hennig-
Thurau, and Wiedmann 2001). From a practical view-point, this approach provides specific 
focus (McDougall and Levesque 1994); influences the design and launch of new products 
that are more consumer-orientated (Martinez and Montaner 2008); and strengthens brand 
identity, which helps firms to make an emotional connection with customers (Yankelovich 
and Meer 2006).

General applicability of consumer decision-making styles

Within the consumer behaviour literature, most studies pertaining to consumer deci-
sion-making styles have drawn insight from Sproles and Kendall’s (1986) Consumer Style 
Inventory perspective. In this perspective, consumer decision-making styles are viewed as 
mental orientations characterizing a consumer’s approach to making product or store 
choices (Sproles and Kendall 1986). They have been summarized below.

Perfectionism or high-quality consciousness
A style of shoppers who are concerned about quality and will not settle for products that 
are regarded as good enough.

Brand consciousness
A style displayed by shoppers who are looking for well-known, expensive, best selling and 
most advertized brands.

Novelty-fashion consciousness
A style of shoppers who are keen to try new or innovative products.

Recreational–hedonism
A style associated with shoppers who perceive shopping as fun or an enjoyable activity.

Price and Value for money consciousness
A style emphasized by shoppers who are after lower or discounted prices.

Impulsive and careless
A style portrayed by shoppers who engage in unplanned shopping.

Confused by over choice
A style of shoppers who are overwhelmed by information and the number of store or product 
choices.



THE INTERNATIONAL REVIEW OF RETAIL, DISTRIBUTION AND CONSUMER RESEARCH   5

Habitual, brand loyal orientation
A style of shoppers who choose to buy the same products.

A major stream of research relating to consumer decision-making styles has devoted 
attention to identifying the styles used by younger shoppers, especially undergraduate stu-
dents across developed economies. An evaluation of the studies that relied on samples of 
younger shoppers from U.S. (Sproles and Kendall 1986; Lysonski, Durvasula, and Zotos 1996), 
U.K. (Mitchell and Bates 1998; Bakewell and Mitchell 2003) and New Zealand (Durvasula, 
Lysonski, and Andrews 1993; Lysonski, Durvasula, and Zotos 1996), has shown that they 
exhibited styles such as perfectionism, confused by over choice, recreational–hedonism, 
brand consciousness and habitual/brand loyalty. However, impulsiveness was not found 
among younger shoppers in the U.K. (Mitchell and Bates 1998); novelty-fashion conscious-
ness did not emerge in the U.S. (Hafstrom, Chae, and Chung 1992) and price-value conscious-
ness failed to emerge in both U.S. (Lysonski, Durvasula, and Zotos 1996) and New Zealand 
(Hafstrom, Chae, and Chung 1992).

Some past studies have noted that it is now time to examine whether the proposed 
decision-making styles will emerge using non-Western and non-student samples (Walsh, 
Mitchell, and Hennig-Thurau 2001; Mitchell and Walsh 2004;  Wesley, LeHew, and Woodside 
2006). The key concern being that the results that are based on samples of students cannot 
be generalized to the broader population of shoppers (Wesley, LeHew, and Woodside 2006) 
or applied to different countries without some modification (Walsh, Mitchell, and Hennig-
Thurau 2001). Specifically, only six decision-making styles were considered important among 
the general shopping public in Germany, including perfectionism, brand consciousness, 
novelty-fashion consciousness, recreational–hedonism, impulsiveness and confused by over 
choice (Walsh, Mitchell, and Hennig-Thurau 2001). However, habitual/brand loyalty and 
price-value consciousness did not emerge as the decision-making styles that best describe 
the German shoppers. Although eight decision-making styles were found to best describe 
the general shopping public in the U.S., only five styles corresponded with those proposed 
by Sproles and Kendall (1986) including brand consciousness, perfectionism, confused by 
over choice, price-value consciousness and habitual/brand loyalty (Wesley, LeHew, and 
Woodside 2006). Thus, novelty-fashion consciousness, recreational–hedonism, and impul-
siveness did not best describe the American shoppers. Similarly, only four out of the eight 
styles emerged among the general shopping public in India being perfectionism, confused 
by over choice, recreational–hedonism, and price-value consciousness (Patel 2008). These 
findings demonstrate that the eight styles that were developed using samples of younger 
shoppers do not comprehensively profile the mental orientations characterizing the general 
shopping public. This underlines the importance of investigating the factor structure of 
decision-making styles used by younger and older shoppers empirically. The decision to 
separate younger and older shoppers was also informed by the fact that these age groups 
tend to exhibit different patterns of shopping behaviour (Bakewell and Mitchell 2003). For 
instance, it was found that younger shoppers tend to use perfectionism more than older 
shoppers who exhibited a high use of time energy conserving (Sangodoyin and Makgosa 
2014). Additionally, while younger consumers are eager to shop, they possess limited mar-
ketplace experience because they are still at a stage where they are learning about deci-
sion-making styles (Sproles and Kendall 1986). Younger shoppers may also share common 
interests in certain products globally such as clothing and fashion as new trends and related 
products are rapidly diffused through global media (Craig and Douglas 2001).
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A selected number of previous studies further provide compelling evidence that the 
eight decision-making styles of younger shoppers are less applicable in most developing 
countries. For example, past studies have consistently demonstrated that younger shop-
pers in most developing countries tend to exhibit three out of the eight styles being 
perfectionism, impulsiveness and confused by over choice. However, the remaining five 
styles did not emerge across most developing countries (Makgosa and Mfosi 2006; 
Radder, Li, and Pietersen 2006; Mokhlis and Salleh 2009; Mishra 2010). Specifically, seven 
out of eight styles emerged among younger shoppers in South Africa including perfec-
tionism, confused by over choice, recreational–hedonism, brand consciousness, impul-
siveness, habitual/brand loyal and price–value consciousness but novelty-fashion 
consciousness did not emerge (Radder, Li, and Pietersen 2006). Six out of eight styles 
emerged among younger shoppers in Botswana including perfectionism, confused by 
over choice, brand conscious, impulsiveness, habitual/brand loyal and price–value con-
sciousness but recreational–hedonistic as well as novelty-fashion consciousness did not 
emerge (Makgosa and Mfosi 2006). In another study that examined decision-making 
styles used by younger shoppers in South Korea it was found that habitual/brand loyalty 
and novelty-fashion consciousness did not emerge whilst the remaining styles being 
perfectionism, confused by over choice, recreational–hedonism, brand consciousness, 
impulsive and price–value consciousness were found. Brand consciousness and price–
value consciousness did not appear among younger shoppers in India while the remain-
ing styles emerged (Mokhlis and Salleh 2009). This substantiates the need to examine 
the decision-making styles used by younger and older shoppers in a particular geographic 
context, in order to provide a starting point for segmenting shoppers on the basis of 
their decision-making styles. A summary of selected studies relating to the general appli-
cability of consumer decision-making styles in developing countries is presented as  
Table 1. In spite of the available studies related to the general applicability of consumer 

Table 1. studies of Consumer Decision-making styles Identified in selected Developing Countries.

notes:  Yes – means the style emerged; x – means the style did not emerge or it emerged with a poor reliability.

Eight decision- 
making styles

Canabal 
(2002)

Makgosa and 
Mfosi (2006)

Radder, Li, 
and Pietersen 

(2006)
Mokhlis and 
Salleh (2009)

Mishra 
(2010)

Patel 
(2008)

Perfectionism/
high-quality 
consciousness

     

Confused by 
over-choice

     

recreational– 
hedonistic

 x    

brand consciousness    x  x
Impulsiveness     x
habitual/brand loyal x     x
Price/value 

consciousness
   x 

novelty-fashion 
Consciousness

x x x   x

Context south Korea botswana south africa malaysia India India
sample size 173 148 300 419 425 128
sampling undergraduate students General 

Public
Convenience sampling mall 

intercept
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decision-making styles among younger shoppers from sub-Sahara Africa such as South 
Africa (Radder, Li, and Pietersen 2006; Martins 2012) and Botswana (Makgosa and Mfosi 
2006; Sangodoyin and Makgosa 2014), decision-making styles used by younger shoppers 
from Asia seem to have attracted most academic attention (Canabal 2002; Mokhlis and 
Salleh 2009; Mishra 2010; Lysonski and Durvasula 2013b). The current study has explored 
this knowledge gap by investigating the general applicability of consumer decision-mak-
ing styles of the general shopping public, focussing on an under researched context, in 
particular, Botswana.

A segmentation of retail shoppers based on consumer decision-making styles

The significance of segmenting retail shoppers has been adequately acknowledged in the 
literature of retail shopping behaviour. Importantly, it facilitates the development of effec-
tive marketing strategies in today’s competitive market place (Segal and Giacobbe 1994; 
Walsh, Mitchell, Hennig-Thurau, and Wiedmann 2001; Martins 2012). The original empirical 
works on segmentation of retail shoppers that have adopted the post hoc perspective have 
determined segments of retail shoppers based on their shopping orientations. For example, 
Stone (1954) classified urban female shoppers into four homogeneous segments named 
the economic, personalizing, ethical and apathetic shoppers. The economic shoppers 
bought products from retail stores because of cheaper prices. Personalizing shoppers pur-
chased products from retail stores that offered customized service. Ethical shoppers pur-
chased from retail stores based on moral consequences. Apathetic shoppers showed 
minimal interest on buying from retail stores. Darden and Reynolds (1971) confirmed these 
four typologies of retail shoppers and how each differed significantly according to product 
usage rates. Lumpkin (1985) proposed three segments of elderly retail shoppers including 
apathetic, economic and active shoppers. However, these earlier studies have been criticized 
for utilizing bases that do little to guide retail practitioners. For example, Walsh, Mitchell, 
Hennig-Thurau, and Wiedmann (2001) have cautioned that labelling a shopper using their 
orientations has minimal practical relevance because it does not reflect the rise of a ‘hybrid 
consumer’ who is likely to use multiple decision-making styles. Similarly, Wesley, LeHew, 
and Woodside (2006) noted that many shoppers adopt two or more styles rather than just 
relying on any one particular style. It is also apparent from examining studies that have 
adopted the post hoc perspective that there is no single ideal way for identifying segments 
of retail shoppers. Therefore, research on retail market segmentation has evolved with recent 
studies calling for studies that use consumer decision-making styles as a base for segment-
ing shoppers.

Relatively few studies have segmented the general shopping public based on the use 
of consumer decision-making styles. Among the available studies, the tendency has been 
to rely on samples of younger shoppers or younger female shoppers, with the exception 
of the study conducted by Walsh, Mitchell, Hennig-Thurau, and Wiedmann (2001). For 
example, Mitchell and Bates (1998) developed four segments of younger shoppers in the 
U.K. The segments were labelled as trend setters, shopping avoiders, recreational quality 
seekers and cautious brand loyals. Trend setters valued fashion, keeping their wardrobe 
up to date and enjoyed shopping in general. Shopping avoiders did not find shopping to 
be pleasant and were likely to spend little time making purchase decisions. Recreational 
quality seekers enjoyed shopping for fun and considered high quality as very important 
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in their purchase decisions. Cautious brand loyals were least impulsive, preferred good 
quality and were brand loyal. In another study, Walsh, Mitchell, Hennig-Thurau, and 
Wiedmann (2001) identified six segments of the general shopping public in Germany such 
as factual and value-oriented, demanding comparison, very impulsive, emotionally dom-
inated, brand-oriented and shopping enthusiastic and fashion conscious results-oriented 
shoppers. Factual and value-oriented shoppers placed more emphasis on perfectionism. 
The demanding comparison shoppers used perfectionism and variety seeking far more 
than other styles. Very impulsive shoppers employed perfectionism and impulsiveness. 
Emotionally dominated shoppers placed value on perfectionism, recreational–hedonism, 
and variety seeking. Brand-oriented and shopping enthusiastic used all the styles highly 
except for impulsiveness. Fashion conscious results-oriented shoppers shared some sim-
ilarities with factual and value-oriented consumers in the use of styles although the former 
utilized novelty-fashion consciousness more. Bakewell and Mitchell (2003) also identified 
five segments of younger female shoppers in the U.K. including recreational quality seek-
ers, recreational discount seekers, shopping and fashion uninterested, trend setting loyals 
and confused time/money conservers. Recreational-quality seekers used perfectionism, 
recreational/hedonism and brand consciousness more. Recreational-discount shoppers 
differed from recreational quality seekers because they were less brand conscious but 
were more price conscious. Shopping and fashion uninterested were associated with the 
high use of time energy conserving, and price/value consciousness. Trend setting loyals 
demonstrated a high usage of fashion consciousness and brand loyalty. Confused time/
money conserving displayed high scores of confused by over choice and price–value 
consciousness.

In a study that examined segments of shoppers from a developing country focussing on 
younger female shoppers in Iran (Hanzaee and Aghasibeig 2010), six segments were deter-
mined. Although the clusters were not assigned labels as it is the case in other related studies, 
it was found that younger female shoppers depicted various decision-making styles across 
clusters. In particular, female shoppers in cluster 1 were recreational quality shoppers who 
were brand conscious and impulsive. Those in cluster 2 were quality shoppers who were 
interested in value for money. Cluster 3 which was the largest was characterized by loyal 
trend setters who were looking for high quality at reasonable prices. The unique aspect of 
this segment was the high use of high quality consciousness, price–value consciousness, 
novelty-fashion consciousness and habitual, brand loyalty. Cluster 4 embodied time con-
serving trend setters who enjoyed fun associated with shopping and high quality. Loyal 
trend setters were also found in cluster 5 but these shoppers differed from those in cluster 
3 because they were brand conscious, perfectionistic and enjoyed the fun associated with 
shopping. Cluster 6 was for bargain seekers who looked for novelty. Similarly, six segments 
of younger shoppers were identified in China (Yu and Zhou 2009). The segments were 
labelled as average shoppers, practical shoppers, shopping lovers, quality value shoppers, 
reluctant shoppers and the unconventional shoppers. The average shoppers were the largest 
segment and most of the shoppers in this segment used all the styles moderately. Practical 
shoppers were more likely to use high-quality consciousness. Shopping lovers utilized three 
styles distinctively being high quality consciousness, recreational-hedonism, and patience 
for shopping. Quality value shoppers tend to exhibit a high use of quality consciousness, 
price–value consciousness and habitual shopping. The reluctant shoppers were less likely 
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to use all the decision-making styles except for a moderate use of high-quality consciousness 
and patience for shopping. The unconventional shopper did not conform to any particular 
style.

The value of using consumer decision-making styles as a base for segmenting retail shop-
pers is that they are stable over time (Sproles and Kendall 1986). The styles also facilitate the 
identification of different segments that could precede or follow other bases of segmentation 
(Walsh, Mitchell, Hennig-Thurau, and Wiedmann 2001). They also project underlying product 
preferences (Mitchell and Walsh 2004) and are directly linked to purchase behaviour and 
sales (Mitchell and Bates 1998). These features increase the chance of identifying segments 
that are measurable, differentiable, accessible, substantial and actionable. Considering the 
importance of consumer decision-making styles as a base of segmentation, in the current 
research it is used in conjunction with overall satisfaction and demographic variables. 
Therefore, by adopting a hybrid segmentation approach that combines use of consumer 
decision-making styles, overall satisfaction and demographics predictions about member-
ship to a segment will be increased, and this will lead to better marketing decisions in terms 
of which attractive segments could be pursued by retailers. Customer satisfaction can also 
be improved by providing a shopping experience that matches the styles that increase the 
chance of meeting expectations among shoppers. Theoretically, this approach also extends 
the literature by developing relevant bases that can be used in collaboration when segment-
ing among retail shoppers.

A segmentation of retail shoppers using overall satisfaction and demographics

In the marketing literature, overall satisfaction is defined as the evaluation of product 
performance based on customers’ cognitive and affective perceptions of their cumulative 
personal experience (Schiffman and Kanuk 2010). Studies linking the use of consumer 
decision-making styles and overall customer satisfaction are quite rare. Wesley, LeHew, 
and Woodside (2006) reported high levels of satisfaction with the mall among perfection-
istic shoppers. In a related study, McDougall and Levesque (1994) examined segments of 
retail bank consumers based on benefits, overall satisfaction and demographics it was 
found that the convenient segment was significantly less satisfied with their main financial 
institution than was the performance segment. The lack of studies that have applied the 
use of a consumer decision-making styles and overall satisfaction for retail segmentation 
purposes provides an important knowledge gap that is worth addressing, as in this present 
study.

Another significant contribution of previous studies is that they have confirmed that the 
use of consumer decision-making styles do vary according to gender (Mitchell and Walsh 
2004; Makgosa and Mfosi 2006; Hanzaee and Aghasibeig 2008; Mokhlis and Salleh 2009; 
Sangodoyin and Makgosa 2014). These studies demonstrated that both male and female 
shoppers adopted styles such as perfectionism, brand consciousness, confused by over 
choice and impulsiveness. Fashion consciousness and recreational shopping were styles 
used by female shoppers (Makgosa and Mfosi 2006; Wesley, LeHew, and Woodside 2006). 
Bakewell and Mitchell (2003) also described younger female shoppers as recreational quality 
seekers, recreational discount seekers, uninterested shoppers and fashion conscious shop-
pers, trend setting loyals and confused time/money conservers. Similarly, younger female 
shoppers in Iran exhibited qualities that are consistent with those of recreational quality 
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shoppers, brand conscious quality shoppers, loyal trend setters, time conserving trend set-
ters, hedonistic quality shoppers and bargain seekers (Hanzaee and Aghasibeig 2010). 
However, limited research has examined the effects of other demographic factors such as 
age, education, income, occupation and marital status. For example, Sangodoyin and 
Makgosa (2014) showed that perfectionism was used mostly by younger, more educated 
and married shoppers. Fashion hedonism was employed by high income earners and married 
shoppers while time energy conserving was common for high income earners and older 
shoppers. Drawing insights from these previous studies, demographic variables were used 
for discerning differences across segments following the use of consumer decision-making 
styles.

The retail environment in Botswana

Large and modern retail formats that were traditionally popular in developed countries 
have expanded their operations to most developing countries. For example, in 2013 a U.S. 
retailer Wal-mart purchased a majority of shares from Massmart a South African retailer, 
which led to the establishment of several retail outlets in thirteen countries in sub-Sahara 
Africa (Lysonski and Durvasula 2013a). Similarly, a U.S. clothing chain Gap and Spanish 
retailer Zara recently pronounced entry to the South African market (McKinsey Report 2014). 
Consequently, an increasing plethora of new product lines, product assortment, new forms 
of promotional activities, number of retail outlets and new shopping experiences continue 
to spread out within developing countries (Kearney 2013; Lysonski and Durvasula 2013a). 
Undeniably, these recent trends have transformed the structure of the retail sector in most 
developing countries and how it operates (Hanzaee and Aghasibeig 2008; Mishra 2010; 
Lysonski and Durvasula 2013b). The retail environment in developing countries has become 
very competitive and distinctive changes are taking place in the behaviour of consumers 
in terms of consumer spending, consumer loyalty and the complexity of decision-making 
(Lysonski and Durvasula 2013b). While sub-Sahara Africa continues to offer foreign-based 
retailers opportunities for expansion, published academic research about the behaviour of 
shoppers remains scarce. This viewpoint was captured by Lysonski and Durvasula (2013b) 
who argued that there is a paucity of empirical research examining the extent to which 
decision-making processes of shoppers in developing countries evolve as profound changes 
occur within the retail sector. However, as large and modern foreign retailers intensify their 
efforts to actively pursue opportunities for satisfying shoppers’ needs profitably in devel-
oping countries, they are under pressure to confront challenges of how to translate such 
opportunities into action (Lysonski and Durvasula 2013a; McKinsey Report 2014). To achieve 
competitive advantage, retailers require relevant and accurate information about the shop-
ping behaviour of consumers in developing countries because it is significantly different. 
In particular, consumers in developing countries have relatively lower purchasing power, 
standard of living and often attitudes towards foreign products are not easily predictable 
(Craig and Douglas 2001).

The retail sector in Botswana has grown at a phenomenal rate over recent years with 
the most attractive activities being clothing, accessories, food, beverages, home appliances 
and furniture. Before the 1990s, the retail sector in Botswana was dominated by small 
family owned general dealers which operated in villages and towns. The 1990s attracted 
modern retail formats such as supermarkets, specialty stores, chain stores, department 
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stores, hypermarkets, discount stores, convenience stores and franchises. The evidence of 
the exceptional transformations that has occurred in the retail sector in Botswana includes 
the entry of numerous large foreign-based retailers such as Wal-mart, Stuttafords, 
Woolworth, Pick n Pay and SPAR as well as a proliferation of visible and modern looking 
shopping malls and centres such as Riverwalk, Game City, Rail Park, Airport and Sebele. 
According to the company’s website (www.corporate.walmart.com) currently Wal-mart 
operates under group brands such as Game, DionWired, Cambridge, CBW, Makro, Kangela, 
Builders Warehouse, Builders Express, and Jumbo Cash and Carry with about eleven retail 
units in Botswana. Gap is exclusive to Stuttafords which operates two retail units in the 
capital city Gaborone in Botswana (www.stuttafords.co.za). SPAR operates twenty-five retail 
outlets to highly populated areas across the country (Zoundes 2016) and the company 
occupies second place in terms of market share after Choppies which is a local owned 
supermarket.

To the retail landscape in Botswana, modern retail formats have transformed the com-
petitive structure by replacing the traditional small family owned retail businesses which 
have lost competitive edge due to amongst others their limited scale of operation (Phambuka-
Nsimbi et al. 2015). To the general shopping public, the large retail formats offer new shop-
ping experiences and increased expectations on the basis of product choice, lower retail 
prices, better product quality, superior customer service, extended shopping hours, the use 
of convenient forms of payments such as debit or credit cards that facilitate instant process-
ing of retail purchases, access to product and store information through social media, use 
of point of sale scanning equipment as well as electronic display of products. The shopping 
centres and malls also host several facilities that offer shoppers a variety of services such as 
spacious parking, rest rooms, security services, banks, cinemas, gyms, fast food restaurants, 
coffee shops and hair salons. It was not surprising when Botswana achieved a ranking of 
20th position in the A.T. Kearney Global Retail Development (2013) Index, making it the only 
sub-Saharan African country to achieve the top 30 position of most attractive retail markets 
among developing countries.

There is also a significant increase in the middle-class population in Botswana that has 
an increased penchant for fashionable, modern and trendy products (Phambuka-Nsimbi  
et al. 2015; Sangodoyin and Makgosa 2014). The middle-class population in Botswana 
accounted for 48% of the population in 2011 (African Development Bank 2011). This group 
also has increasing disposable income and a willingness to explore organized retail formats 
(Kearney 2013). The African Development Bank report (2011) further reflected that mid-
dle-class households were more likely to reside in bigger and permanent dwellings equipped 
with amenities, and depict a high level of ownership of major household durable products. 
The middle-class households have fewer children, acquired tertiary education, and were 
geographically concentrated in urban areas. Additionally, the lower class has per capita 
consumption levels of $2–$4 that is slightly higher than the developing countries poverty 
line of $2 per day. As a result, consumer spending has increased significantly in Botswana 
from BWP 35,384.08 million (£2789.62 million) in 2010 to BWP 44,608.60 million (£3516.86 
million) in 2016 (www.tradingeconomics.com).

The relatively high consumer spending has played a pivotal role in the growth of the retail 
sector in Botswana. Consumer spending is expected to increase as the economy continues 
to grow. Botswana has enjoyed a higher annual average economic growth rate and economic 
stability since independence in 1966–2014. Although a relatively lower average economic 

http://www.corporate.walmart.com
http://www.stuttafords.co.za
http://www.tradingeconomics.com
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growth rate of 3.2% was registered in 2015 due to the reduction in diamond and copper 
production as well as the global economic meltdown, the forecast for 2017 is hopeful 
because a 4.2% growth rate is expected (Ministry of Finance and Economic Development 
2017). The country’s performance has been linked to good governance, political stability 
and a leadership committed to providing a macroeconomic environment that facilitates the 
development of strong private institutions (A.T. Kearney Global Retail Development 2013). 
A sizeable proportion of the general population in Botswana is also youthful, resides in urban 
areas and highly educated. For instance, about 63% of the total population falls in the age 
group 10 and 29 years with a median age of 24 years whilst only 37% represents those aged 
30 years or more. In addition, approximately 52% of the population is urban and the adult 
literacy rate is sitting at 85% (Statistics Botswana 2016).

From a retail marketing strategy perspective, changes occurring in the retail environment 
as well as the unique demographic differences of the shopping population in Botswana call 
for an appreciation of the retail shoppers’ behavioural patterns in order to effectively increase 
the chance of connecting with them. Yankelovich and Meer (2006) called for information 
about segments that retailers could put into action. Therefore, a hybrid segmentation 
approach that combines multiple segmentation variables used in this present study offered 
knowledge about the retail market in Botswana, which will aid retailers in dealing with the 
landscape that has changed tremendously.

Research method

A survey research design in a form of a structured questionnaire was used to address the 
objectives of this study which corresponds with the post hoc segmentation approach.

Sampling

Data for the current study were collected from a sample of shoppers from two cities in 
Botswana – Gaborone and Francistown between July and October 2012. The two cities have 
a combined population of 20%, a relatively high concentration of retail establishments at 
32% and more visible shopping malls or centres (Phambuka-Nsimbi et al. 2015). Urban shop-
pers represented the ideal targeted sample because they require better quality, latest fashion, 
modern shopping experience and are brand conscious (McKinsey Report 2014). Focussing 
research attention on urban shoppers is not only unique to this study; other related studies 
adopted this approach (Walsh, Mitchell, and Hennig-Thurau 2001; Walsh, Mitchell, Hennig-
Thurau, and Wiedmann 2001; Mitchell and Walsh 2004; Wesley, LeHew, and Woodside 2006). 
Similarly, a vast majority of empirical research that examined consumer decision-making 
styles among younger shoppers especially students in both developed and developing 
countries focused on those residing in cities or towns (Canabal 2002; Hanzaee and Aghasibeig 
2008; Lysonski and Durvasula 2013b).

Efforts to solicit a sampling frame of the general shopping public from those responsible 
for national statistics and voters registration that could have facilitated the use of proba-
bilistic sampling procedures were unsuccessful. As noted by previous researchers, the pro-
cess of conducting marketing research in developing countries is extremely frustrating and 
challenging because of inaccessibility of sampling frames (Canabal 2002; Mokhlis and Salleh 



THE INTERNATIONAL REVIEW OF RETAIL, DISTRIBUTION AND CONSUMER RESEARCH   13

2009; Mishra 2010). Thus, non-probability sampling in the form of mall intercepts was chosen 
as the best procedure to use in accessing the general shopping public whose ages ranged 
from 18 to 64 years. Mall intercepts have often been criticized for leading to biased samples 
by including only those present in malls at the time of the study (Bush and Hair 1985). 
However, when this method is administered with caution it could capture recent opinions 
about purchases made by shoppers (Walsh, Mitchell, and Hennig-Thurau 2001) and current 
conscious thinking (Wesley, LeHew, and Woodside 2006), as opposed to relying on the 
ability of the shopper to recall purchases that were made last time they were shopping. In 
order to mitigate the limitations of mall intercepts, a relatively larger sample of 1000 retail 
shoppers was targeted in the current study. Previous published studies that have focussed 
on the general shopping public have utilized non-probabilistic sample sizes ranging from 
128 to 500 (Walsh, Mitchell, Hennig-Thurau, and Wiedmann 2001; Wesley, LeHew, and 
Woodside 2006; Patel 2008). While student sample are also often used because of their 
homogeneity, they are not appropriate for every kind of research (Walsh, Mitchell, and 
Hennig-Thurau 2001). A considerable level of heterogeneity is also an important condition 
for undertaking a market segmentation process (Segal and Giacobbe 1994; Yankelovich 
and Meer 2006). Therefore, sample diversity on the basis of important demographic varia-
bles was emphasized in the current study as opposed to a homogenous sample to capture 
a broader population of shoppers to facilitate comparisons across segments. Importantly, 
larger samples that are selected in line with the heterogeneity of the population and the 
requirements for multivariate analysis are sufficient to aid valuable decisions (Bush and 
Hair 1985).

Data collection and Instrument

The general shopping public was randomly intercepted by the researcher and an assistant 
from a central location in various centres and malls in Gaborone and Francistown in each 
day of the week. All the questionnaires were completed personally by the respondents and 
collected by the researchers upon completion in the shopping malls. Before the main survey 
was conducted, a pre-testing procedure was conducted with 60 respondents and the 
response was very positive. Other data collection procedures that were utilized in this study 
included seeking permission from the executive management of specific retail outlets, allow-
ing voluntarily responses, and presenting a formal permission that was obtained from the 
relevant government authority to the respondents, which is consistent with ethical 
standards.

A structured questionnaire consisting of 38 items of decision-making styles that were 
anchored on a six-point Likert scale, where 1 = Definitely Disagree and 6 = Definitely Agree 
was administered in English. The items were adapted from the Consumer Styles Inventory 
Scale proposed by Sproles and Kendall (1986) and were arranged randomly to minimize bias 
as suggested by Mitchell and Bates (1998). The questionnaire also included single items 
measuring overall satisfaction with purchase and demographic characteristics such as gen-
der, education, marital status, income and age. The final useable questionnaires of 894 were 
achieved. The response rate was deemed appropriate and thus robust to address the objec-
tives of the current study.
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Results

Sample characteristics

The characteristics of the sample were analysed using frequency tabulations as presented 
in Table 2. The results show that most of the respondents (62%) were younger aged 
18–34 years. Single female respondents were highly represented among younger shoppers 
at 41 and 65%, respectively. About 84% of the younger shoppers had completed tertiary 
education beyond senior certificate education with 60% of these respondents having earn-
ings as low as less than P5000. The older shoppers had a proportionate representation of 
female (42%) and male (58%) respondents. Half of the older shoppers were married (50%), 
highly educated as 77% of them had completed tertiary education. Similarly, a majority 
(70%) had relatively higher earnings that were greater than P5000.

It was not the intention of this study to ensure a proportional number of responses in 
each age group, which could have been achieved through a quota sampling method. The 
results of the sample characteristics were an accurate reflection of the demographic char-
acteristics of the adult population. Botswana is a youthful nation (63%) that is characterized 
by a relatively high representation of females (52%), 85% overall literacy rate and a middle 
income status (Housing and Population Census 2011).

Table 2. Demographic characteristics by age (n = 894).

note: P1 = GbP16.00 as at may, 2016.

Younger shoppers Older shoppers
frequency (n) 553 341
age (years) 18–34 35–64

frequency % frequency %
Gender
male 194 35.1 196 57.5
female 359 64.9 145 42.5
Total 553 100 341 100
Education
no formal education 4 .7 5 1.5
Pre- Primary school 3 .5 1 .3
Primary education 0 0 11 3.2
Junior certificate 21 3.8 23 6.7
senior certificate 61 11.0 39 11.4
Tertiary certificate 105 19.0 51 15.0
Tertiary diploma 211 38.2 87 25.5
bachelor’s degree 118 21.4 71 20.8
Post Graduate Degree (masters, doctorate) 30 5.4 53 15.5
Total 553 100 341 100
Marital status
married 76 13.7 169 49.6
living Together 145 26.2 54 15.8
separated 70 `12.7 40 11.7
never married 228 41.2 44 12.9
Divorced 26 4.8 22 6.5
widowed 8 1.4 12 3.5
Total 553 100 341 100
Personal monthly income
below P5000 333 60.2 104 30.5
P5000-P9999 135 24.4 73 21.4
P10000-P14999 62 11.2 83 24.3
P15000-P19999 15 2.7 44 12.9
P20000-P24999 5 .9 27 7.9
P30000 – more 3 .5 10 2.9
Total 553 100 341 100
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Dimensionality of decision-making styles by age

To identify specific dimensions that best describe decision-making styles of younger (n = 553) 
and older shoppers (n = 341) two separate exploratory factor analysis with Varimax rotation 
were used. Items representing the specific dimensions were retained based on the following 
criteria that was widely used in previous related studies: (i) Factor loadings of .40 or above 
on a factor (ii) Eigen values greater than 1, (iii) items loading on just one factor, (iv) Kaiser 
criterion, and Bartlett test of Sphericity.

In all, 34 and 31 items were retained for the younger and older shoppers, respectively. 
The deleted items for younger shoppers were as follows (1) The lower price retail products 
are usually my choice; (2) Nice department and specialty stores offer me the best retail 
products; (3) The higher the quality of retail products, the better the price; and (4) I have 
favourite brands of retail products I buy again and again. For the older shoppers, the items 
deleted included: (1) Shopping for retail products is a pleasant activity to me; (2) My standards 
and expectations for retail products I buy are very high; (3) I make special effort to choose 
the very best quality retail products; (4) The more expensive brands of retail products are 
usually my choice; (5) Nice department and specialty stores offer me the best retail products; 
(6) I keep my wardrobe up-to-date with the changing fashions; and (7) I carefully watch how 
much I spend on retail products.

Eight factors emerged for both younger and older shoppers with total variances of 52.08 
and 54.34%, respectively. These total variances explained are higher than the 46% obtained 
by Sproles and Kendall (1986). Among the eight styles that emerged, three styles which were 
labelled as Time energy conserving, Perfectionism and Habitual buying emerged for both 
younger and older shoppers and are presented in Table 3 and discussed below.

Time energy conserving
Items that loaded on this factor showed that both younger and older shoppers shop quickly, 
buying the first retail products that they find to be good enough. They also put little thought 
on the products they purchase, choosing to do shopping for fun, relying on the most adver-
tized brands and shopping from the same retail store. However, it seems younger shoppers 
further conserve their time and energy by making shopping trips very quickly and by shop-
ping products that do not have to be perfect from the same retail stores. Younger shoppers 
feel the urge to be time conscious to avoid confusion from the information they get about 
products and the possibility of making careless decisions. In total, nine items loaded in this 
factor. However, only five items loaded for both younger and older shoppers, whilst four 
more items loaded to the younger shoppers.

Perfectionism
This factor reflected that both younger and older shoppers search for the very best quality 
in retail products. In pursuit of perfectionism, younger shoppers make special effort to get 
the best products or the best-selling brands while also paying attention to how much they 
spend. It appears perfectionistic older shoppers firmly believe that high quality products 
are worth the best price. Seven items loaded for younger shoppers while only four appeared 
for older shoppers.
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Table 3. Decision-making styles of younger and older shoppers.

notes: ve-variance explained; bC-brand consciousness; vs-variety seeking; rb-rational buying; nC-novelty Consciousness; 
CI-Careless Impulsiveness.

Decision-making styles

Younger (n = 553) Older (n = 341)

Factor loadings Eigen values (VE) Factor loadings Eigen values (VE)
Time energy conserving (α =. 83) 5. 88 (16.79) (α = .75) 5. 72 (17.87)
I shop quickly, buying the first 

retail products I find that 
seems good enough

.78 .68

I make my retail shopping trips 
fast

.73 .56

a retail product doesn’t have to 
be perfect, or the best to 
satisfy me

.60 bC

I really don’t give my retail 
products purchases much 
thought

.57 .59

all the information I get on 
different retail products 
confuse me

.57 CI

I go to the same store each 
time I shop for retail products

.56 .51

often I make careless retail 
products purchases; I later 
wished I had not bought 
them

.51 bC

I enjoy shopping for retail 
products just for the fun of it

.50 .56

The most advertized brands of 
retail products are usually 
very good choices.

.47 .67

Perfectionism (α =.72) 2.18 (6.22) (α =.67) 1.58 (4.94)
Getting very good quality retail 

products is very important to 
me

.70 .76

I look carefully to find retail 
products that offer me the 
best value for money

.68 .49

when it comes to purchasing 
retail products, I try to get 
the very best choice

.62 nC

I carefully watch how much I 
spend on retail products

.59 Deleted

The well-known known brands 
of retail products are best for 
me

.53 .69

I prefer buying the best-selling 
brands of retail products

.44 bC

I make special effort to choose 
the very best quality retail 
products

.42 Deleted

The higher the quality of retail 
products, the better the price

Deleted .59

habitual buying (α =.37) 1.08 (3.08) (α =.15) 1.06 (3.31)
once I find retail products I like, 

I stick to them
.67 .65

I take the time to shop carefully 
for best buys for retail 
products

.57 rb

I need to plan my shopping vs .58
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Habitual buying
This factor indicated that both younger and older shoppers choose to buy retail products 
by sticking to the same retail product when they shop. Habitual younger shoppers also took 
their time to ensure that they get the best products, whereas the older shoppers placed 
more emphasis on planning in order to ensure that they get the best products. Two items 
loaded for both the younger and older shoppers.

Of the eight styles proposed by Sproles and Kendall (1986), five styles emerged for 
younger shoppers. The styles are presented in Table 4 and are labelled as follows.

Recreational–hedonism
Younger shoppers who displayed this style perceived shopping for retail products as an 
enjoyable and pleasant activity. They appeared to gain excitement from shopping for the 
expensive brands and by keeping their wardrobe up-to-date with changing fashions.

Price driven impulsiveness
Younger shoppers who preferred this style looked for retail products that were at sale prices 
without giving their purchases much thought. They were also prepared to spend little time 
shopping for the retail products.

Table 4. Consumer decision-making styles of younger shoppers.

note: ve-variance explained; sD-standard deviation.

Decision-making styles Factor loadings Eigen values (VE) Mean (SD)
recreational hedonism (α = .75) 4.35 (12.43)
shopping for retail products is one of the most enjoyable 

activities of my life
.73 3.96 (1.35)

shopping for retail products is a pleasant activity to me .68 4.22 (1.23)
The more expensive brands of retail products are usually my 

choice
.63 3.56 (1.58)

I keep my wardrobe up-to-date with the changing fashions .62 3.74 (1.49)
fashionable and attractive styling is very important to me .62 4.03 (1.47)
I usually have several outfits of the very newest styles .48 3.76 (1.38)
Price-Driven Impulsiveness (α = .52) 1.30 (3.72)
I buy retail products at sale prices .72 4.12 (1.32)
I am impulsive when purchasing retail products .52 3.81 (1.33)
shopping for retail products waste my time .51 3.07 (1.62)
variety seeking (α = .47) 1.23 (3.52)
I regularly change the brands of retail products I buy .66 3.98 (1.38)
I need to plan my shopping for retail products more carefully 

than I do
.58 4.51 (1.28)

sometimes it is hard for me to choose which retail store to 
shop from

.51 4.01 (1.47)

Price equals Quality (α = .41) 1.20 (3.43)
In general, I usually try to buy the best overall quality for retail 

products
.53 4.58 (1.17)

my standards and expectations for retail products I buy are 
very high

.48 4.23 (1.31)

Confused by over-choice (α = .41) 1.02 (2.90)
There are so many brands of retail products to choose from 

that I often feel confused
.65 4.16 (1.40)

The more I learn about retail products, the harder it seems to 
choose the best

.63 3.93 (1.44)
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Variety Seeking
Younger shoppers who portrayed this style changed brands of retail products they bought 
regularly and it was hard for them to choose which retail store to shop from.

Price equals quality
Younger shoppers who adopted this style looked for retail products at sale prices and usually 
tried to buy the best overall quality for retail products.

Confused by over choice
Younger shoppers who exhibited this style were confused by information because there 
were many retail brands and products that existed in the market. The more these shoppers 
learnt about retail products, the harder it seemed for them to choose the best products.

Likewise, five styles emerged for older shoppers as presented in Table 5 and are labelled 
as follows.

Fashion novelty consciousness
Fashionable and attractive styling was very important to older shoppers and they had favour-
ite brands of retail products they bought repetitively.

Table 5. Consumer decision-making styles of older shoppers.

note: ve – variance explained.

Decision-making styles Factor loadings Eigen values (VE) Mean(SD)
fashion novelty consciousness (α =.66) 3.49 (10.91)
fashionable and attractive styling is very important to me .67 3.94 (1.42)
I have favourite brands of retail products I buy again and again .64 4.43 (1.15)
I usually have several outfits of the very newest styles .59 3.73 (1.39)
In general, I usually try to buy the best overall quality for retail 

products
.56 4.48 (1.08)

when it comes to purchasing retail products, I try to get the 
very best choice

.51 4.66 (1.12)

Impulsive, carelessness (α =.71) 1.68 (5.26)
I am impulsive when purchasing retail products .72 4.08 (1.19)
often I make unplanned retail products purchases, I later 

wished I had not bought them
.68 3.94 (1.44)

shopping for retail products waste my time .59 3.68 (1.45)
I regularly change the brands of retail products I buy .51 4.08 (1.33)
all the information I get on different retail products confuses 

me
.41 3.69 (1.39)

brand consciousness (α = .54) 1.43 (4.46)
retail products do not have to be the best to satisfy me .71 3.86 (1.37)
I prefer buying the best selling brands of retail products .55 4.21 (1.16)
The more I learn about retail products, the harder it seems to 

choose the best
.53 4.11 (1.23)

There are so many brands of retail products to choose from 
that I often feel confused

.49 4.25 (1.23)

economy seeking (α = .47) 1.29 (4.02)
The low priced retail products are usually my choice .70 4.00 (1.42)
I buy retail products at sale prices .61 4.25 (1.15)
rational buying (α = .42) 1.14 (3.57)
I take time to shop carefully for the best buys for retail 

products
.68 4.47 (1.13)

shopping for retail products is one of the most enjoyable 
activities of my life

.53 4.09 (1.21)

sometimes it is hard for me to choose which retail store to 
shop from

.41 4.22 (1.26)
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Impulsive, carelessness
This style was adopted by older shoppers who did not plan their shopping and regularly 
changed the brands of retail products they bought.

Brand consciousness
Under this shopping style older shoppers preferred buying the best selling and most adver-
tized brands of retail products.

Economy seeking
Older shoppers purchased low-priced retail products.

Rational buying
Under this style, older shoppers took time to shop carefully for the best buys of retail prod-
ucts, although sometimes it was hard for them to choose which retail store to shop from.

Reliability of the decision-making Styles

A series of reliability analyses with Cronbach alpha were used to assess the internal consist-
ency of items that measure decision-making styles that emerged in each age group. Only 
four styles out of the eight were reliable in explaining the decision-making styles of younger 
shoppers whilst five were reliable in explaining older shoppers’ styles. The concern about 
poor and inconsistent reliabilities was also reported in previous studies including the original 
study by Sproles and Kendall (1986). Bakewell and Mitchell (2003) also reported acceptable 
reliabilities in only three factors namely Brand consciousness (.76), Novelty fashion con-
sciousness (.73), Confused by over choice (.64) and one new factor Time energy conserving 
(.61). Similarly, only three factors namely Brand consciousness (.61), Quality consciousness 
(.54), Price consciousness (.59), and two new factors Time consciousness (.63), Information 
utilization (.55) achieved acceptable reliabilities (Fan and Xiao 1998).

Segments of shoppers based on consumer decision-making styles

Separate K-means cluster analyses were used to identify homogeneous segments of younger 
and older shoppers. Decision-making styles that were found to be reliable in describing 
shoppers were used for these analyses. This analytical tool helps to identify whether respond-
ents differed systematically on the basis of the key variables of interest (McDougall and 
Levesque 1994; Mitchell and Bates 1998). Four to six cluster solutions were compared on 
the basis of the related studies on shoppers segments, size of each cluster and the interpret-
ability of the means of each cluster (Mitchell and Bates 1998; Walsh, Mitchell, Hennig-Thurau, 
and Wiedmann 2001; Bakewell and Mitchell 2003). The K-means cluster analysis was followed 
up with Analysis of Variance (ANOVA) with Scheffe post hoc comparisons to determine the 
extent to which the levels of use of the decision-making styles vary across the segments. 
K–means cluster solutions that produced four groups for both younger and older shoppers 
were selected.

The four clusters of younger shoppers have been presented in Figure 1 and labelled as 
follows:



20   R. MAKGOSA AND O. SANGODOYIN

Cluster 1: Uninhibited shoppers were the largest group representing 45% of the younger 
shoppers. These shoppers used time energy conserving, recreational–hedonism, perfection-
ism and price driven impulsiveness at a relatively high level compared to other segments.

Cluster 2: Recreational quality seekers were the second largest group constituting 25% of 
the younger shoppers. This segment was characterized by the highest use of perfectionism 
and recreational-hedonism.

Cluster 3: Functional shoppers were also about 25% of the younger shoppers. This segment 
was preoccupied with being perfectionistic.

Cluster 4: Laid-back shoppers were the smallest segment, which contributed only 5% of 
the younger shoppers. The distinctive trait of this segment is the low usage of time energy 
conserving, recreational–hedonism, perfectionism and price driven impulsiveness.

The clusters of older shoppers presented in Figure 2 are labelled as follows:
Cluster 1: Functional shoppers. This was the second largest segment, which represented 

23% of the older shoppers who emphasized the use of perfectionism.
Cluster 2: Laid-back shoppers. This segment accounted for only 6% of the older shoppers 

and it was the smallest. The distinctive trait of this segment is the low use of time energy 
conserving, novelty consciousness, perfectionism, brand consciousness and 
impulsiveness.

Cluster 3: Uninhibited shoppers. This segment was the largest group representing 53% of 
the older shoppers. These shoppers used time energy conserving, perfectionism, novel-
ty-conscious, brand consciousness and impulsiveness at a higher level compared with other 
segments.

Cluster 4: Novelty–quality seekers. This segment was the third largest constituting 18% of 
the older shoppers. It was characterized by the highest use of perfectionism and novelty 
consciousness.

Figure 1. segments of younger shoppers based on decision-making styles.
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Overall satisfaction and consumer demographics across segments of shoppers

Segments were compared on the basis of overall satisfaction with purchase, which was 
followed up with determining differences across segments on the basis of demographic 
factors. A multi-stage approach was applied in this study consistent with Walsh, Mitchell, 
Hennig-Thurau, and Wiedmann (2001) who suggested that other variables could precede 
or follow the use of consumer decision-making styles as a segmentation base. The results 
of ANOVA, Scheffe post hoc and cross tabulations with chi-square tests reflected that differ-
ences exist in the use of the decision-making styles, overall satisfaction, education, marital 
status and income across segments of younger shoppers. For the older shoppers, there were 
significant differences in the use of decision-making styles, overall satisfaction, education 
and marital status. For both samples, results demonstrated that gender does not significantly 
explain differences across segments. Income also failed to significantly account for differ-
ences for the older shoppers.

Comparisons for the younger shoppers presented in Table 6 revealed that uninhibited 
shoppers were highly represented by those who had a tertiary certificate or diploma, never 
married, aged 29 or 30 years, with earnings between P5000 and P9999. This segment was 
the second most satisfied with their purchase. Recreational-quality seekers were the most 
satisfied with their purchase. These shoppers were significantly younger than uninhibited 
shoppers and were highly represented in ages 25 or 26 years. Their educational background 
of a tertiary diploma and above was significantly higher than that of uninhibited and laid-
back shoppers and their income earnings of P5000 to P9999, were significantly higher than 
that of the functional and laid-back shoppers. Functional shoppers were the third satisfied 
with their purchase. Similar to recreational-quality seekers they were aged 25 or 26 years, 
and this was younger than uninhibited shoppers. However, they had attained a tertiary 
certificate or diploma, never married or separated, and had earnings that were below P5000, 

Figure 2. segments of older shoppers based on decision-making styles.
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which was far less than that of uninhibited and recreational quality seekers. Laid-back shop-
pers were generally dissatisfied with their purchase, aged 27 or 28 years, were living together 
or separated, had attained tertiary certificate and had earnings below P5000, which was 
significantly lower than that of uninhibited and recreational quality seekers.

Comparisons made for the older shoppers in Table 7 indicated that functional shoppers 
were highly satisfied with their purchase, had attained tertiary diploma and aged 40 or 
41 years. Laid-back shoppers recorded the lowest level of satisfaction. They were aged 45 or 
46 years, had attained tertiary education and were living together. Uninhibited shoppers were 
also highly satisfied with their purchase, were more likely to be those whose ages were 39 
or 40 years, living together, and had attained tertiary certificate. Novelty–quality seekers 

Table 6. hybrid segments of younger shoppers.

notes: low education-senior certificate and less; high education-tertiary certificate or more; low income- less than P5000 
and high income-P5000 or more, non-married-separated, never married, divorced, living together, widowed.

p-value-significance level: ***p = .001; **p = .01.

Consumer 
Characteristics

1 2 3 4

F-tests

Scheffe  
post hoc  

comparisons

Uninhibited 
shoppers  
(n = 247)

Recreational- 
quality  
seekers  

(n = 141)

Functional 
shoppers  
(n = 141)

Laid-back 
shoppers  
(n = 24)

Consumer decision-making styles

Time energy 
conserving

4.27 (.52) 2.68 (.71) 2.77 (.70) 3.08 (.77) 254.78*** [1 > 2; 1 > 3; 
1 > 4; 2 < 4]

recreational 
hedonistic

4.22 (.55) 4.55 (.63) 2.78 (.71) 2.92 (.69) 247.37*** [1 < 2; 1 > 3; 
1 > 4; 2 > 3; 

2 > 4]
Perfectionism 4.70 (.48) 5.29 (.48) 4.76 (.55) 2.96 (.81) 146.06*** [1 < 2; 1 > 3; 

1 > 4; 2 > 3; 
2 > 4]

Price driven 
impulsiveness

4.44 (.57) 2.86 (.85) 3.37 (.75) 2.15 (.64) 207.86*** [1 > 2; 1 > 4; 
2 > 3; 2 > 4; 

3 > 4]
overall 

satisfaction
4.80 (1.14) 4.91 (.85) 4.77 (.75) 3.54 (1.35) 11.14*** [1 > 4; 2;  > 4; 

3 > 4]

Demographics-ANOVA

age (years) 29.73 25.79 25.78 27.67 43.16*** [1 > 2; 1 > 3]
Gender 1.62 1.74 1.60 1.71 2.52 ns
education 6.51 7.09 6.79 6.46 6.37*** [1 < 2]
marital status 3.12 2.94 3.01 2.29 3.52 [1 > 4; 3 > 4]
Income 1.76 1.62 1.33 1.21 6.50*** [1 > 3; 2 > 3]

Demographics-cross-tabulation with χ2

Clusters/
segments

1 2 3 4 χ2 p-value

Gender 7.50 .06
male 94 (38%) 37 (26%) 56 (40%) 7 (29%)
female 153 (62%) 104 (74%) 85 (60%) 17 (71%)
education 17.26 .001
high 192 (78%) 130 (92%) 124 (88%) 18 (75%)
low  55 (22%) 11 (18%) 17 (12%) 6 (28%)
marital status 9.50 .02
married 28 (11%) 22 (16%) 18 (13%) 8 (33%)
non-married 219 (89%) 119 (84%) 123 (87%) 16 (67%)
Income 12.58 .001
low 141 (57%) 81 (57%) 101 (72%) 10 (42%)
high 106 (43%) 60 (43%) 40 (28%) 14 (58%)
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were the most satisfied with their purchase, those whose ages were 42 or 43 years, living 
together and had attained bachelor’s degree.

Discussion

The results of this current study have confirmed that age differences do exist in consumer 
decision-making styles. Similarities between younger and older shoppers were observed 
on only two styles being time energy conserving and perfectionism. The validated styles in 

Table 7. hybrid segments of older shoppers.

notes: ns = not significant; low education-senior certificate and less; high education-tertiary certificate or more; low in-
come-less than P5000; high income-P5000 or more, non-married-separated, never married, divorced, living together, 
widowed.

p-value significance level: ***p = .001; **p = .01.

Consumer 
characteristics

1 2 3 4

F-tests

Scheffe  
post hoc  

comparisons

Functional 
shoppers  
(n = 79)

Laid-back 
shoppers  
(n = 19)

Uninhibited 
shoppers  
(n = 182)

Novelty- 
quality  
seekers  
(n= 61)

Decision-making styles

Time energy 
conserving

3.51 (.67) 2.89 (.88) 4.44 (.49) 2.44 (.69) 193.45*** [1 > 2; 2 < 3; 
1 < 3; 1 > 4; 
2 > 4; 3 > 4]

novelty 
consciousness

3.72 (.62) 2.60 (.85) 4.49 (.48) 4.75 (.48) 91.04*** [1 > 2; 2 < 3; 
1 < 3; 1 < 4; 
2 < 3; 2 < 4; 

3 < 4]
Impulsiveness 3.69 (.65) 2.74 (.99) 4.48 (.43) 2.76 (.79) 156.82*** [1 > 2; 1 < 3; 

1 > 4; 2 < 3; 
3 > 4]

Perfectionism 4.46 (.53) 2.30 (.87) 4.71 (.41) 5.14 (.66) 147.84*** [1 > 2; 1 < 3; 
1 > 4; 2 < 3; 
2 < 4; 3 < 4]

brand 
consciousness

3.44 (.70) 3.47 (.90) 4.57 (.46) 3.78 (.86) 73.27*** 1 < 3; 1 < 4; 
2 < 3; 3 > 4]

overall 
satisfaction

4.84 (.95) 4.47 (1.02) 4.60 (1.08) 4.98 (.76) 3.04** [3 < 4]

Demographics-ANOVA

age (years) 40.16 45.16 39.82 42.13 7.86*** [1 < 2; 2 > 3; 
3 < 4]

Gender 1.37 1.53 1.41 1.51 1.24 ns
education 6.73 7.05 6.38 7.54 7.34*** [1 < 4; 3 < 4]
marital status 1.80 2.26 2.43 2.10 3.50** [1 < 3]
Income 2.46 2.74 2.54 2.64 .32 ns

Demographics-cross-tabulations with χ2

segments 1 2 3 4 χ2 p-value
Gender
male 50 (63%) 9 (47%) 107 (59%) 30 (49%) 3.73 .29
female 29 (37%) 10 (53%) 75 (41%) 31 (51%)
education 8.63 .04
low 22 (27%) 3 (16%) 49 (27%) 6 (10%)
high 58 (73%) 16 (84%) 133 (73%) 55 (90%)
marital status
non-married 32 (40%) 10 (53%) 102 (56%) 28 (46%) 5.94 .11
married 47 (60%) 9 (47%) 80 (44%) 33 (54%)
Income 12.37 .006
low 26 (33%) 2 (11%) 66 (36%) 10 (16%)
high 53 (67%) 17 (89%) 116 (64%) 51 (84%)
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each age group were used to create decision-making styles based segments. Three segments 
were identified for both younger and older shoppers which were labelled: Uninhibited, 
Functional and Laid-back shoppers. Recreational quality seekers and Novelty–quality seekers 
emerged for younger and older shoppers, respectively. The four segments in each age group 
differed on the basis of use of consumer decision-making styles and overall satisfaction.

For both the younger and older shoppers, uninhibited shoppers used all the styles greatly, 
were the largest segment and were highly satisfied. These shoppers portrayed a high opti-
mism and keenness in experiencing shopping which are traits that correspond with those 
of the shopping enthusiastic in Germany (Walsh, Mitchell, Hennig-Thurau, and Wiedmann 
2001) and shopping lovers in China (Yu and Zhou 2009). Although the uninhibited segment 
is the largest of shoppers in Botswana, the largest segment of younger female shoppers in 
Iran was loyal trend setters (Hanzaee and Aghasibeig 2010) and in China, the average shop-
pers accounted for the largest segment of younger shoppers (Yu and Zhou 2009). The unique 
aspect of the uninhibited shoppers is that they are highly satisfied with their choice of mental 
orientation towards store and product choice. Functional shoppers exhibited a perfectionistic 
orientation, were the second largest and were highly satisfied with their purchase for both 
younger and older shoppers. The qualities of these shoppers were consistent with that of 
the younger practical shoppers in China (Yu and Zhou 2009) and the factual and value 
shoppers in Germany (Walsh, Mitchell, Hennig-Thurau, and Wiedmann 2001). Laid-back 
shoppers were few and used all the styles minimally for younger and older shoppers and 
depicted qualities that were similar to reluctant shoppers (Yu and Zhou 2009), shopping 
and fashion uninterested (Bakewell and Mitchell 2003) and shopping avoiders (Mitchell and 
Bates 1998). However, qualities that characterize the uninhibited and laid-back shoppers 
did not emerge among younger female shoppers in Iran (Hanzaee and Aghasibeig 2010). 
Recreational quality seekers were named after the segment of younger shoppers that were 
identified in the U.K. (Mitchell and Bates 1998; Bakewell and Mitchell 2003) and Iran (Hanzaee 
and Aghasibeig 2010). This segment is the second largest among younger shoppers, who 
enjoyed shopping for fun and excitement whilst opting for superior quality. Interestingly, 
this segment was not found among younger shoppers in China (Yu and Zhou 2009). Novelty–
quality seekers represented the third largest segment of older shoppers who were keen 
about product variety whilst also stressing superior quality. This segment did not share 
resemblance with any of the reviewed existing segments in either China or Iran, but it cor-
responds with the segment of demanding comparisons shoppers in Germany (Walsh, 
Mitchell, Hennig-Thurau, and Wiedmann 2001). These results point out to the importance 
of addressing the question about the various combinations of consumer characteristics that 
can help in identifying the most attractive segment(s) in a particular context.

Demographic factors did not differentiate younger shoppers as effectively as in the case 
of older shoppers. This confirmed that younger shoppers are a relatively homogenous group 
on the basis of demographic variables (Sproles and Kendall 1986; Hanzaee and Aghasibeig 
2008; Yu and Zhou 2009) whilst the older shoppers are a heterogeneous group. The younger 
shoppers were largely represented by highly educated, unmarried, female shoppers whose 
income earnings were relatively lower than P5000 across all segments. A high representation 
of highly educated and middle income earners were observed across all four segments of 
older shoppers. However, laid-back and novelty–quality seekers had significantly higher 
representation among those who were highly-educated and middle-income earners. 
Functional and novelty–quality seekers were also more likely to be married male shoppers 
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whilst laid-back and uninhibited shoppers were unmarried females. The difference between 
functional and uninhibited shoppers in terms of marital status was significant. These results 
provide support to the decision to use separate samples of younger and older shoppers 
rather than to use a pooled sample in the current study.

Conclusions

From a theoretical perspective, the current study complemented past studies (Canabal 2002; 
Hanzaee and Aghasibeig 2010; Mokhlis and Salleh 2009) by examining the general applica-
bility of consumer decision-making styles in an under researched geographic context using 
a relatively larger sample of the general shopping public. This approach acknowledges the 
need to conduct studies about consumer decision-making styles based on non-Western 
and non-student samples. The current study also shed more light into the general applica-
bility of the consumer style inventory by investigating the styles that are unique to younger 
and older shoppers, which embodies age differences. More importantly, segments of retail 
shoppers were examined not only on the basis of consumer decision-making styles as in 
related previous studies (Mitchell and Bates 1998; Walsh, Mitchell, Hennig-Thurau, and 
Wiedmann 2001; Bakewell and Mitchell 2003) but two bases of segmentation being demo-
graphic variables and overall satisfaction were used in conjunction with consumer deci-
sion-making styles. In contrast, most of the past related studies (Mitchell and Bates 1998; 
Bakewell and Mitchell 2003; Yu and Zhou 2009; Hanzaee and Aghasibeig 2010) followed 
Sproles and Kendall (1986) in using relatively smaller sample sizes of younger shoppers’ 
especially undergraduate students. By verifying the existence of age differences in consumer 
decision-making styles, this study has demonstrated an alternative path for testing for the 
general applicability of the styles. The current study utilizes three different segmentation 
bases being consumer decision-making styles, overall customer satisfaction and demo-
graphic factors using a multi-stage approach. A multi-stage perspective that adopts multiple 
variables following the determination of decision-making styles based segments used in 
this present study is an extension of the study by Walsh, Mitchell, Hennig-Thurau, and 
Wiedmann (2001) and is pivotal in generating more refined segments that are measurable, 
substantial, reachable, actionable and accessible. Therefore, the market segmentation pro-
cess used in this study about retail shoppers in Botswana is not merely descriptive. 
Insightfulness is pivotal in defining the market to be segmented, how to segment the market, 
identifying segments, profiling segments, evaluating attractive segments and offering sug-
gestions about actions retailers could take to appeal to attractive segments.

Information on the hybrid segments derived on the basis of use of consumer deci-
sion-making styles, overall satisfaction and consumer demographics provides retailers with 
more effective ways for targeting younger and older shoppers. Importantly, the identification 
of segments provides the foundation for targeting and positioning. Therefore, this will facil-
itate positioning strategies for large and modern retail formats targeting Botswana as a 
market for their geographic expansion strategy. For example, to serve uninhibited shoppers 
possibly older unmarried male and younger female shoppers, retailers could enhance their 
satisfaction and ensure an excellent shopping experience by ensuring a comprehensive 
package that embrace technology in shopping, intimate contact, improved customer service, 
store variety, product quality, as well as reduced shopping time, effort and money through 
expressed lanes and timely sales. It would be critical to ensure superior quality which could 
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be linked with premium prices for functional shoppers who are most likely to be married 
older male or younger female shoppers because they were prepared to pay high prices to 
get high quality. Younger laid-back shoppers would offer retailers a great challenge because 
they do not seem to find shopping pleasant and have relatively lower incomes. However, 
both younger and older laid-back shoppers could be attracted through online or mail cat-
alogue shopping, which are useful for dealing with shopping congestion. Recreational qual-
ity seekers, the younger female shoppers who enjoy the fun or excitement of shopping for 
high quality products could be attracted through exciting store ambience or in store age 
appropriate background music. Retailers could appeal to this segment by motivating them 
to shop with their peers that will ensure that they can catch up whilst shopping or through 
multi-media systems that are interactive such as electronic clothes fitting, a feature not 
available yet in most developing countries. It would appear that novelty–quality seekers 
who were married male shoppers would appreciate new product lines and increased product 
variety that is linked with quality.

This study has limitations that could present potential research avenues. The key limitation 
of this study, which cuts across most previous studies, is the tendency to adopt an imposed 
etic perspective with respect to the operationalization of consumer decision-making styles 
although this concept seems to lack a universal quality. The prevailing low reliability scores 
and inconsistent results in terms of the applicability of this concept suggest that there is a 
need to test and validate the consumer styles inventory for rigour and robustness using 
appropriate procedures such as a combined emic–etic approach and confirmatory factor 
analysis. As most studies even those that were conducted in developing countries focus on 
urban consumers, future research could evaluate how styles based segments vary between 
urban and rural shoppers. This will confirm whether modernization, which is more prominent 
in urban areas, induces shoppers to handle complexity as theoretically implied in the liter-
ature. Future segmentation studies could also use other variables following the use of con-
sume decision-making styles such as cultural values, shopping motives, frequency of 
shopping, household size, and time taken when shopping because the general shopping 
public is a heterogeneous group.
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