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 ABSTRACT 

The consumer purchasing behaviour is quite an ambiguous process and the problem-solving 
way provides him/her with developing a style. Previous studies in marketing have concentrated 
mostly on decision-making styles in the developed countries. Key decision-making styles 
which have received significant attention of researchers are related to the consumer 
characteristic approach which advocates that consumer decision-making styles are influenced 
by consumer traits. The major consumer decision-making characteristics identified in different 
studies are perfectionist, high-quality consciousness, brand consciousness, price-value 
consciousness, impulsiveness, recreational-hedonistic, habitual, brand-loyalty and store 
loyalty. However, there is dearth of research on how consumers in developing nations in Africa 
have used decision making styles in dealing with complexities of store and product choice. 
Available studies on the link between decision- making styles and determinant factors have 
been considered only on one variable at a time. This paper will focus on how consumers in 
Botswana are influenced by factors such as cultural values, interpersonal influence and 
demographic variables in their purchasing decision-making styles. 
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1.0 INTRODUCTION 

Consumer decision-making is considered to be complex and more important for consumers 

today than in the past years. Most literature on consumer behaviour assumes that all consumers 

approach shopping with certain decision-making traits that combine to form a consumer’s 

decision-making styles. Some of these traits are identified as brand/store loyalty (Moschis, 

1976), quality consciousness (Darden and Ashton 1974), value consciousness (McDonald 

1993), but a more comprehensive instrument that measures all traits is provided by Sproles and 

Kendall’s (1986).  According to Sproles and Kendall (1986), a consumer decision-making 

styles is defined as a mental orientation characterizing a consumer’s approach to making 

consumer choices. As the global marketplace becomes more integrated, the organizations are 

faced with decisions of developing sophisticated technologies and build various strategies to 

improve production capabilities, sales, product quality, improved corporate image, market 

share and to gain sustainable competitive advantage. Thus, today’s marketing environment has 

become highly competitive, dynamic and complex. Marketers are therefore forced to exploit 

the emerging opportunities if they wish to remain in the market. However, as new technologies 

emerge, there are increment product choices, retail channels and unlimited promotional 

activities for consumers. This influx of store and product choice results in more complex 

decision-making (Drummond, 2004) 

 2.0 PURPOSE OF THE STUDY 

The primary purpose of this paper is to investigate the interaction effects of cultural values, 

demographic variables, interpersonal influence and consumer decision- making styles in 

Botswana. Current literature is mainly focusing on the factors influencing consumer decision- 

making styles in developed countries with limited researches from developing countries like 

Botswana. 

3.0 RATIONALE FOR THE STUDY 

There have been international commendations for Botswana’s economic growth and 

development (World Development Indicators Database, 2006). This has led to the 

establishment and improvement of local businesses, as well as increase in foreign direct 

investment and makes her attractive from a marketing viewpoint. The increase in the number 

and variety of goods, stores, and shopping malls in Botswana as well as complexities in values 
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or product choice, makes the study of consumer behavior and decision- making styles highly 

necessary. Substantial theories and empirical research has focused on the generalization of 

consumer decision-making styles in developed countries (Mitchell & Bates, 1998), and less 

attention has been paid to investigate how interpersonal influence, demographic variables and 

cultural values have impacted on decision making styles in developing nations such as 

Botswana.   

 Examining decision-making styles is important as marketers and retailers will be in a better 

position to understand the preferences and needs of different groups of consumers (Tai, 2005; 

Moschis & Moore, 1979). Several studies have investigated consumer decision-making styles 

in developed countries and revealed their importance to consumer behavior (Bauer et al., 2006; 

Mitchell & Walsh, 2004;  Bakewell & Mitchell, 2003;  Kamaruddin & Mokhlis, 2003; ; Fan & 

Xiao, 1998; Mitchell & Bates, 1998; Lysonski, Durvasula, & Zotos, 1996; Hafstrom, Chae, & 

Chang, 1992; Durvasula et al., 1993). However, there are few studies conducted in developing 

countries such as Botswana.  

Makgosa and Mfosi (2006) carried out a comparative study about decision making styles of 

young adult consumers in Botswana with those of the developed countries. The results show 

some similarities and differences in their decision-making styles. Li, (2004) also investigated 

consumer decision making styles among the Batswana, Chinese and South African students 

and found out that there are differences. The above researches centered on one demographic 

variable (young adults and students respectively). This paper, however, will comprehensively 

cover more demographic variables as well as the effects of cultural values and interpersonal 

influences on decision making styles.  

4. EMPIRICAL RESEARCH ON DETERMINANTS OF CONSUMER DECISION- 

MAKING STYLES. 

Empirical research on determinants of Consumer Decision-Making Styles has reported that this 

process is dependent on several factors, such as cultural values (Leng and Botelho, 2010; Ercis 

et al., 2006; Siu and Hui, 2001; Hoftede, 2001; Kahle and Kennedy, 1989), demographic 

variables (Mishra, 2010; Makgosa, 2010; Mokhlis and Salleh, 2009;  Hafstrom et al., 1992; 

Lysonski et al., 1996), and interpersonal influence (Lord and Lee, 2001; Mascarenhas and 

Higby, 1993; Netemeyer and Teel, 1989).  

More recently, series of investigation has been conducted aimed at testing the generalisability 

of the Consumer Style Inventory to profiles decision-making styles of consumers within a 
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single country such as China (Fan and Xio, 1998; Fan et al. 1997; Hiu et al. 2001; Siu et al. 

2001), India (Canabal, 2002; Patel, 2008), United Kingdom (Mitchell and Bates, 1998), 

Germany (Walsh et al. 2001; Walsh and Vincent, 2001), Korea (Hafstrom, Chae and Chung, 

1992), South Africa (Radder et al. 2006), Botswana (Makgosa and Mfosi, 2006), Turkey 

(Gonen and Ozmete, 2006; Kavas and Yesilada, 2007) , Malaysia (Mokhlis and Salleh, 2009; 

Wan Omar et al. 2009) and also Cross-cultural such as USA, New Zealand, India and Greece 

(Lysonski, Durvasula and Zotos, 1996). Some of these studies confirmed the applicability of 

the CSI developed by Sproles and Kendall (1986).  

Since the current paper will look into the aspect of cultural values, interpersonal influence, 

demographic variables and decision-making styles in Botswana, the researcher suggest that 

future research should be more focused on the effects of political , and economic factors which 

are also determinants of consumer decision making styles.  

4.1 The Consumer Decision- making Processes 

Some studies have primarily focused on the purchase stages such as when to buy, what to buy, 

where to buy (Kim et al., 1993; Imperiale et al., 1985). However, there are some examples of 

studies that have examined the variability of factors affecting decision making over the five 

stages of the purchase decision process, namely problem recognition, information search, 

evaluation of alternative, purchase and post- purchase behaviour (Mowen and Minor, 2001; 

Engel, Blackwell and Miniard, 1995; Webster, 1994).  

4.2 Consumer Decision- Making Styles 

Literature on consumer decision- making styles by (Sproles and Kendall, 1986) has considered 

three ways of characterizing consumer’s approach to making choices: the psychographics/ 

lifestyles, the consumer typology approach, and the consumer characteristics approach (Sproles 

and Kendall, 1986; Blackwell and Mitcell 2004; Leo, Bennett, and Hartel, 2005). The 

psychographics/ lifestyle approach was said to have identified over a hundred characteristics 

related to consumer behavior based on general personality traits, or general needs and values 

associated with the consumer’s general activities interests or life- styles (Wells, 1974; 

Lastovicka, 1982) and some are closely related to consumer choices. The consumer 

characteristics approach emphasizes on the cognitive and affective orientations towards 

purchasing in consumer decision- making (Westbrook and Black, 1985; Sproles and Kendall, 

1986; Fan and Xiao, 1998).However, the consumer typology approach attempts to define 
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general consumer “types” in relation to retail patronage (Bellenger and Korgaonkar, 1980; 

Darden and Ashton ,1974; Moschis, 1976; Stephenson and Willett 1969; Stone, 1954).  

 Out of all the above-mentioned approaches, the consumer characteristics approach has been 

perceived to be the most promising, meaningful and explanatory than the consumer typology 

or psychographics/ lifestyle due to its focus on consumers’ mental orientation ( Lysonski, 

Durvasula and Zotos, 1996). The consumer characteristics are Perfectionism/ high- quality 

consciousness, Brand consciousness, Novelty- fashion consciousness, Recreational-

hedonistic shopping consciousness, Price and “value for money” shopping  consciousness, 

Impulsiveness, Confusion over choice of brands, stores and consumer information, Habitual, 

brand loyal orientation towards consumption. They provide a measurement system for 

standardized testing of consumer decision-making styles in practical application such as 

counseling consumers, financial advice (Durvasula, et al., 1993).  

4.3 Cultural Values and Consumer Decision- Making Styles 

Kahle (1983) stated that individuals with a high sense of affiliation (to family, reference 

groups, and friends) tend to rely more on others. Sense of belonging refers to an individual’s 

degree of approval within one’s family or reference groups. In cultures with striking 

collective traits, such as in Brazil and Japan nations (Hickson and Pugh, 1995; Hofstede, 

2001), the sense of belonging to groups, whether family or others, such as professional teams 

or associations, is strengthened when compared to countries with individualist traits like 

Americans. 

While some empirical studies find a positive relationship between cultural values and 

decision-making styles, Ercis et al., (2006) investigation reveals that young people in Bosnia 

and Turkish display some similarities and differences, this is in support of other studies of 

(Leng and Botelho, 2010; Ercis et al., 2006; Siu and Hui, 2001; Hoftede, 2001; Hafstrom et 

al., 1992; Kahle and Kennedy, 1989) evidences showing that some consumer decision- 

making styles characteristics are the same while others are different.   

 

In another development, Ohbuchi et al (1999) studies reveals the influence of cultural values 

on decision-making styles of Americans and Japanese students in conflict resolutions. Result 

shows that Americans which are referred to as individualist preferred assertive tactics in 
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achieving justice while Japanese are collectivist in nature with favour avoidance, that is , they 

are  more concerned about the relationships with others. 

 Hafstrom et al. (1992) compared the decision-making styles of young Korean and American 

students. The study confirmed that all the CSI instruments to be useful except one of the eight 

original constructs, which was identified as ‘‘Novelty-Fashion’’. The researcher found that 

most Korean students  sampled were brand conscious,  perfectionistic and recreational 

shopping consumers while the American student sampled were perfectionistic- brand 

conscious and Novelty-Fashion Conscious consumers. It was further revealed that Korean 

consumers are a Time- Energy decision- maker, who tends to conserve energy by shopping in 

the same stores and consult magazines and advertisements before they actually buy a product.  

 

 4.4 Demographic Variables and Decision- Making Styles  

Demographic variables are the characteristics of the aggregate population that are used to 

segment the market. These include gender, age, income, education, and  marital status. They 

are further used to  reveal ongoing trends that may signal new business opportunities. These 

characteristics are the link to buyers’ wants and needs and affect purchasing decision or 

consumer decision styles (Andaleeb and Conway, 2006; Al- Hawari and Ward, 2006).  

Demographics help to locate a target market, whereas psychological and socio-cultural 

characteristics help to describe how  members think and  feel. Demographic information is 

often the most accessible and cost-effective way to identify a target market. 

 Gender has been identified in many literatures on consumer shopping behavior as a 

significant factor in understanding consumer behavior and as a fundamental market 

segmentation index for companies to meet their customers’ needs and wants, and marketers 

should strive to understand the gender differences in decision- making styles. Several 

previous studies have reported gender differences in decision- making styles of 

consumers(e.g. Mokhlis and Salleh, 2009; Mitchell and Walsh, 2004; Otnes and McGrath, 

2001; Hansen and Bode, 1998), female consumers( Bakewell and Mitchell, 2003;Engel et al., 

1995; Popcorn and Marigold, 2001). Others focuses on young adults, ( Mishra, 2010; Leng 

and Botelho, 2010; Makgosa et al., 2010 ; Mokhlis, 2010; Grant and Waite, 2003; Fan and 

Xiao,1998;  Andrews, 1993; Hafstrom, Chae and Chung, 1992;), purchasing strategies 

(Hafstrom,Chae and Chung, 1992; Lysonski, Durvasula and Zotos, 1996),  income (Slama 
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and  Williams, 1990; Loudon and Bitta, 2007), the result shows some similarities and 

differences in decision making styles. 

 

4.5 Interpersonal influence and Decision- Making Styles 

Interpersonal influence is an important concept in consumer behavior. The empirical research 

of interpersonal influence reveals two underlying dimensions: informational and normative 

components. Several studies in marketing have documented the effect of interpersonal 

influence on consumers’ evaluation of products and as well as choice behavior.	(Deutsch and 

Gerard 1955; Bearden and Etzel,1982; Childers and Rao, 1992). 

Deutsch and Gerard (1955), originally proposed the two dominant influences as informational 

and normative. Informational influence covers the learning from others behavior and desire to 

be corrected, leading to change of private opinion while normative influence is the conformity 

to bring group approval, or non- conformity that brings group disapproval and even rejection, 

it is associated with the desire to be liked or to fit in with others. 

Kim and Youn (2005) empirically studied the informational and normative influence of young 

Korean college students and consumer decision-making styles. The result confirmed that these 

students would likely to be interested in purchasing high priced luxury imported goods. 

Therefore, the findings suggested different marketing strategies to be developed in segmenting 

young consumers based on the different product categories and quality. 

However, criticism of normative models is that they only explain which of several given 

alternatives is the best choice but not taking into cognizance the aspect of decision-making 

process (Guss, 2004) 
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