
HOW WOMEN BUY 

Ivana Nobilo  
Faculty of Economics in Osijek/Management/Fast and Healthy d.o.o. 

E-mail: ivananobilo@gmail.com  

Dejan Laninović  
Faculty of Economics in Osijek/Management/Fast and Healthy d.o.o. 

E-mail: laninovic@gmail.com  

Davor Bilman 
Faculty of Economics in Zagreb/Marketing/Faktor b d.o.o. 

E-mail: davor.bilman@faktorb.com 

Abstract  
  This paper presents results of the research about purchasing decision-making 

styles in Croatia. Research tested the applicability of the Consumer Style Inventory 
instruments to measuring consumer decision-making styles in Croatian market. Un-
like most domestic and foreign surveys so far, this study was not conducted on a 
student sample. 

  A small number of research on this subject has been conducted in Croatia, so 
one of the aims of this research is to contribute to the knowledge in this area in the 
Croatian context. The CSI measurement system may help practitioners to gain a 
better understanding of how to position their products and services more effectively. 

Since the general position of the author was that the difference in the gender 
decision-making styles is lost after attaining mature years (35+), have a higher level 
of education and employment, the general hypothesis is made that the differences in 
decision-making styles of consumers who are between 35 and 45 years of age, live 
in an urban environment and have higher education and employment are missing or 
are very small. The study was conducted on 253 people who have precisely these 
characteristics.  

Key words: consumer behaviour, segmentation, purchasing decision styles, women, 
Croatia  

1. INTRODUCTION 

Sproles & Kendall (1986, p. 267) define consumer decision-making style as a 
mental orientation that characterises consumer choice when deciding which product 
to buy. The decision-making style is a key determinant of consumer behaviour and 
possible gender stereotypes in decision-making styles could be useful information to 
experts in defining market communication strategies. 

Shopping is a matter of fun, culture and experience (Lehtonen & Maenpaa, 
1997, p.141). Some authors believe that shopping is equally interesting to men and 
women and that they do it in a similar way (Otnes & McGrath, 2001, p.113). How-
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ever, most find that gender is a basic prerequisite for understanding purchasing be-
haviour, especially when it comes to impulsive purchasing that is more typical for 
women than for men (Campbell & Falk, 1997; Dittmar & Drury, 2000; Elliot, 1994; 
Faber, 1992; Roberts, 1998). According to some researches, women enjoy the pur-
chasing process more than men, they spend more time (Jansen-Verbeke, 1987), and 
are more involved than men in the purchasing process itself (Dholakia, 1999). Gen-
erally, purchasing is perceived as a female activity (Lunt & Livingstone, 1992; 
Müller, 1998; Oakley, 1976). Although men spend more money than women, they 
buy more rarely (Arnold & Fischer, 1990; Cody et al., 1995) and make shorter pur-
chases than women (McDonald, 1994). 

Numerous researches on purchasing decisions have been made, but according 
to segments (by year) there are few, most of them are from the United States of 
America (Bettman, 1979; G.B.Sproles, 1985; Westbroke & Black, 1985), United 
Kingdom (Bakewell & Mitchell, 2006; Mitchell & Bates, 1998, Mitchell & Walsh, 
2004), Germany (Mitchell & Walsh, 2004; Walsh et al., 2001), South Korea (Haf-
strom et al., 1992), China (Fan & Xiao, 1998; Wang et al., 2004), Taiwan (Yang & 
Wu, 2007), Iran (Hanzaee & Aghasibeig, 2008), however most of them relied on the 
target group of students as homogeneous and accessible. Rare researches, including 
the one done by Sinkovics et al (2010) have focused on the target groups different 
than the students. 

This research by Nobilo et al (2017) contributes precisely by targeting a group 
of employed and well off people who have a higher purchasing power on the one 
hand, and on the other hand, lack of time to make purchases. 

 Almost all of these researches used a sophisticated version of the consumer 
decision-making questionnaire developed by Sproles & Kendall (1986) (CSI – Con-
sumer Styles Inventory), which includes 40 statements that measure eight key fea-
tures of consumer decision-making styles that affect their buying behaviour: (1) 
high-quality consciousness, (2) brand consciousness, (3) novelty-fashion conscious-
ness, (4) recreational, hedonistic shopping consciousness, (5) price shopping con-
sciousness, (6) impulsiveness, (7) confusion from overchoice and (8) habitual, 
brand-loyal orientation towards consumption. Basic characteristics of the decision-
making styles are listed in Table 1. 

Theoretical differences in purchasing decision-making styles between women 
and men reflect mostly traditional views of the genders. However, times have 
changed, and various researches have tried to overcome old hypotheses. Various 
authors, including Mueller (1991), Underhill (2000), Anić et al (2010) made the 
following hypotheses on gender differences when it comes to decision-making on 
purchase and continued their research based on these differences: 

• Women are more prone to perfectionism than men 
• Men tend to buy more brands than women 
• Women are more prone to novelties and fashion than men 
• Women tend to buy more for recreation and satisfaction than men 
• Men are more price-sensitive than women 
• Women tend to be more impulsive when buying than men 
• Women will be more confused from overchoice than men 
• Women tend to buy more out of habit than men 

Table 1. Characteristics of decision-making styles 



Source: Sproles, G.B. & Kendall, G.B. (1986). A metodologhy for profiling consumer deci-
sion-making styles, The Journal of Consumer Affairs, 20(2), p. 67-79. 

Decision-making styles Characteristics of decision-making styles

High-quality consciousness Consumers prone to perfectionism search the best quality 
products. They buy more carefully, systematically and 
compare products. These consumers are not happy with 
the average product.

Brand consciousness This decision-making style measures the consumers' 
preference for buying more expensive and well-known 
brands. These consumers believe that higher price of the 
product also represents its better quality.

Novelty-fashion 
consciousness

This decision-making style involves motivation to buy 
the latest, trendy product.

Recreatonal, hedonistic 
shopping consciousness

For customers who tend to buy for recreation and 
pleasure it represents pleasure, recreation and fun. 

Price shopping 
consciousness

This decision-making style refers to the search for the 
products with the lowest prices. These consumers look 
for the best value for money and they search for stores to 
make the best purchase.

Impulsiveness This factor measures consumer preference towards 
impulsive purchases. Customers who have a high rating 
on this factor do not take into account how much they 
will spend and do not plan their purchases.

Confusion from overchoice This factor indicates the lack of confidence and 
consumers' ability to choose the right product. These 
consumers experience information overload, and 
therefore have difficulties making decisions.

Habitual, brand-loyal 
orientation toward 
consumption

This factor indicates consumer loyalty to certain brands 
and stores. Consumers are likely to buy the same brand in 
the same store by habit.



2.  RESEARCH ON CONSUMER DECISION-MAKING STYLES IN CROA-
TIA 

There is very little research on consumer behaviour in Croatia so every re-
search on this subject is significant and welcome. Research by Anić et al (2010) 
refers to a convenient and homogeneous sample of 407 students in third and the 
fourth years of the Faculty of Economics in Zagreb. In this research, the authors 
used Likert's five-degree scale, with number 1 representing the claim "I strongly 
disagree" and 5 representing "I strongly agree". 

In their sample, by analysing the mean values, respondents gave the greatest 
significance to perfectionism (3.85), recreational shopping consciousness (3.48), 
habitual orientation towards consumption (3.44) and price shopping consciousness 
(3.22). The results of the chi-square test in their findings point to the conclusion that 
"in the segments of consumers prone to novelties and fashion, who tend to buy for 
recreation and pleasure, and in the segment of impulsive consumers, there is a high-
er share of female consumers. In the segment of consumers prone to high quality, 
there is a higher share of male consumers "(Anić et al, 2010, p.37). Since their re-
search continues on earlier research and literature theory, it confirms earlier hypoth-
esis that women are more prone to novelties and fashion than men, as well as to 
shopping out of habit, impulsive shopping, and shopping for recreation and plea-
sure. 

Contrary to the previous literature, their results showed that in a student sam-
ple: 

• men are more prone to perfectionism than women, 
• genders do not differ significantly according to price shopping conscious-

ness, brand consciousness or confusion from overchoice. 

2.1. Research by Nobilo, Laninović and Bilman 

As mentioned earlier, a small number of research on this subject has been con-
ducted in Croatia, so one of the aims of this research is to contribute to the knowl-
edge in this area in the Croatian context. Unlike most domestic and foreign surveys 
so far, this study was not conducted on a student sample. Since the general attitude 
of the author before the research was that the difference in decision-making styles 
among the genders disappeared after attaining mature years (35+), have a higher 
level of education and employment, so the general hypothesis was made that the 
difference in decision-making styles with consumers who are between 35 and 45 
years of age, live in an urban environment and have higher education and employ-
ment are missing or are very small. The study was conducted on 253 people who 
have precisely these characteristics. The sample used has the characteristics of a 
convenient sample because the persons in it were selected with regard to their acces-
sibility.  

This research was conducted 2018, in Croatia, through the author’s websites 
and their social networks, so the sample has the characteristics of a commodity and 
homogeneous sample because the respondents were selected because of their avail-
ability. 



2.1.1. Instrument and research method 

The CSI (Consumer Styles Inventory) is an instrument that consists of a set of 
forty claims divided into 8 dimensions that measure consumer decision-making 
styles. The respondents expressed their agreement with five Likert scale items, 
number 1 signifying "I strongly disagree" and 5 "I strongly agree". The number and 
percentage of response and the average response value for individual dimensions in 
the questionnaire are shown in Tables 4 to 12. For the purposes of this study we 
have created an online questionnaire consisting of the CSI scale and the dimensions 
intended to encompass respondents' relevant socio-demographic data. 

2.1.2. Description of participants 

There were 376 participants in the research, out of which 166 men and 208 
women (two participants did not identify their gender). Tables 2 and 3 show the 
structure of the sample according to the demographic characteristics. 

In order to verify the differences between men and women in these demo-
graphic characteristics, χ2 chi-square tests have shown that men and women differ 
significantly on income (χ2 (4) = 11.60, p = .021) and work (χ2 (6) = 21.99, p = .
001). In this respect, the relative percentage of women in income categories up to 
10,000 HRK is higher than the percentage of men, while in the case of income 
above 10,000 HRK the situation is reversed. As far as employment status is con-
cerned, men have more often identified themselves as entrepreneurs, while women 
are more often employed in state-owned companies. Other differences in demo-
graphic characteristics were not significant. 

Table 2 and 3 show the structure of the sample according to demographic char-
acteristics, age, gender, monthly household income, education and employment sta-
tus.  

Table 2. Structure of the sample according to age and monthly household income 

Age
Men Women

Monthly 
household income

Men Women

n % n % n % n %

18-24 13 7.8 17 8.2 Up to 7,000 HRK 27 16.3 61 29.3



Source: Authors' research 

Table 3. Structure of the sample according to education and employment status  

25-34 34 20.5 62 29.8 7,001 – 10,000 
HRK 38 22.9 54 26.0

35-44 82 49.4 103 49.5 10,001 – 15,000 
HRK 40 24.1 44 21.2

45-54 33 19.9 20 9.6 15,001 – 20,000 
HRK 28 16.9 23 11.1

55+ 4 2.4 5 2.4 Above 20,000 HRK 30 18.1 26 12.5

Not stated 0 0 1 0.5 Not stated 3 1.3 0 0

Education
Men Women

Employment 
status

Men Women

n % n % n % n %

High school 45 28.0 57 28.2 Unemployed 11 7.0 18 9.0



Source: Authors' research 

Among the respondents, the highest percentage of them belong to the age 
group 35 to 44 years, up to 49.5% of them. If we join them with the age group of 
25-34 years, it is the second most numerous in this study, that is 75.2% of the total 
number of respondents, so we can say that most of our sample is in the age group of 
25 to 44. 

Of the total number of respondents, the largest percentage of them are em-
ployed in private companies (40.7%), equally men and women, followed by entre-
preneurs involving 23.3% of participants, and employees in a state-owned compa-
nies involving 14.9% of participants. Looking at gender, men are more often entre-
preneurs than women, while women are more often employed in state-owned com-
panies.  

As for monthly income, women are somewhat more represented than men in 
the category of income up to 10,000 HRK, while men are more represented in in-
come categories above 10,000 HRK. Although our data does not allow the final ex-
planation of the cause of these differences, the differences in income in our sample 
could be partly related to the differences in employment status and the place of em-
ployment of men and women. If the genders are observed separately, it is concluded 
that the percentage of men over women is higher in the groups above 15,000 HRK 
or above 20,000 HRK, which indicates the already mentioned problem of inequality 
in payments for women performing the same job and moving much more slowly up 
the career ladder to managerial positions. 

In view of the above, we can conclude that we have achieved the goal. A sam-
ple of our participants is well represented by highly educated people between 35 and 
45 years with income of 7,000 to 15,000 HRK and living in cities. 

Business school 13 8.1 24 11.9 Entrepreneur 51 32.5. 32 16.1

Undergraduate 
study 36 22.4 25 12.4

Employed in a 
private 

company
66 42.0 79 39.7

Graduate study 59 36.6 81 40.1
Employed in 
state-owned 

company
15 9.6 38 19.1

Postgraduate study 8 5.0 15 7.4
Employed in 

budget 
institutions

4 2.5 3 1.5

Student 6 3.8 16 8.0

Not stated 4 2.5 13 6.5



2.1.3. Results 

In the first phase of the analysis, we calculated the reliability coefficients of the 
assumed subscales to verify the justification for calculating the total results in this 
way, and correlation analysis to determine the direction and size of the relationships 
between the CSI's subscales. Table 4 shows descriptive characteristics of subscales, 
their reliability and correlation. 

Table 4. Descriptive characteristics, reliability coefficient and correlation among 
CSI's subscales 

M SD MI
N

MA
X

Cronb
ach 
α

v2 v3 v4 v5 v6 v7 v8

High-
quality 

consciousne
ss

28.3
0

5.3
1 10 40 .76

.
18*
*

.
24*
*

.
32*
*

-.09 -.
16** -.02 .

21**

Brand 
consciousne

ss

14.0
3

4.4
8 6 28 .80

.
31*
*

.
16*
*

-.
14**

.
22** .11* .

20**



** p < .01; * p < .05; M = arithmetic mean; SD = standard deviation; Min = minimum value 
that a respondent achieved; Max = maximum value that a respondent achieved 

Source: Authors' research 

Since Cronbach alpha values greater than .6 - .7 are considered acceptable, 
according to Hinton et al (2014), we can conclude that most of the presumed dimen-
sions meet this requirement. Also, the mostly positive, but low, correlations between 
the subscales indicate the different object of measuring different subscales, that is, 
the meaningfulness of differences between these subscales. Therefore, we consider 
it justifiable to calculate the overall results of the participants on the assumed sub-
scales and to carry out further analyses. 

In order to verify the existence of gender differences in purchasing decision-
making styles, we conducted multivariate analysis of a variance where the results on 
CSI subscales were dependent variables and gender an independent variable. The 
analysis showed that there were significant differences between men and women in 
purchasing decision-making styles (Wilks λ = .84; (F (8, 365) = 8.78, p <.001). To 
see on which exact subscales of decision-making styles the mentioned differences 
exist, we conducted univariate analyses whose results are shown in Table 5. 

Novelty-
fashion 

consciousne
ss

14.7
8

3.9
7 5 24 .71

.
50*
*

-11* .
16** .05 .11*

Recreationa
l, hedonistic 

shopping 
consciousne

ss

15.2
3

5.1
5 5 25 .84 -.06 -.04 -.03 -.04

Price 
shopping 

consciousne
ss

10.4
1

2.3
5 3 15 .58 -.

28**
.

26** .07

Impulsivene
ss

13.6
4

4.0
3 5 24 .69 .

13** -.05

Confusin 
from 

overchoice
11.3

0
3.9
4 4 20 .77 .03

Brand-loyal 
orientation 

toward 
consumptio

n

13.8
4

3.0
1 4 20 .69



Table 5.  Univariate differences in the results on subscales of decision-making styles 
between men and women 

M SD F (df) p

High-quality consciousness
Men 28.47 5.20

.22 (1 ,
372) .641Women 28.21 5.42

Brand consciousness
Men 14.79 4.40

8.84 (1 ,
372) .003**Women 13.42 4.46

Novelty-fashion consciousness
Men 13.60 3.91

28.13(1 ,
372) .000**Women 15.72 3.77

Recreational, hedonistic shopping 
consciousness

Men 14.19 4.90
12.63 (1 ,

372) .000**Women 16.06 5.21



** p < .01; * p < .05; M = arithmetic mean; SD = standard deviation; F (df) = F-test value 
(degree of freedom); p = the achieved significance level of the obtained difference (0.1 goes 
with 1 % of risk, 0.5 goes with 5 % of risk) 

Source: Authors' research 

Table 5 shows that men and women differed significantly in purchasing deci-
sion-making styles, on the dimensions of brand consciousness, novelty-fashion con-
sciousness and recreational, hedonistic shopping consciousness. More precisely, 
men are more prone to buy well-known brands than women while women are more 
prone to novelties and fashion as well as shopping for recreation than men. 

2.1.3.1. High-quality consciousness 

In Table 6, which shows the number and percentage of responses and the average 
value of responses on dimensions of high-quality consciousness the questionnaire 
on shopping style, it is evident that there is no gender difference yet again on neither 
dimensions.. 

Table 6. Number and percentage of responses and average value of responses on the 
dimensions of high-quality consciousness 

Price shopping consciousness
Men 10.37 2.21

.09 (1 ,
372) .760Women 10.44 2.46

Impulsiveness
Men 13.55 4.00

.14 (1 ,
372) .706Women 13.71 4.06

Confusion from overchoice
Men 11.02 4.13

1.53 (1 ,
372) .218Women 11.52 3.77

Brand-loyal orientaton toward 
consumption

Men 13.55 3.14
2.81 (1 ,

372) .095Women 14.07 2.89

Question

1 (I 
strongly 

disagree)
2 3 4 5 (I strongly 

agree)

n % n % n % n % n % M SD

High-quality is 
important to me 

M 1 1.4 4 5.8 19 27.5 28 40.6 17 24.6 3.81 0.93



important to me 
when shopping.

F 3 1.6 15 8.2 44 23.9 75 40.8 47 25.5 3.80 0.97

I do not think 
much or invest a 
lot of effort into 
my purchases.

M 15 21.7 16 23.2 21 30.4 10 14.5 7 10.1 2.68 1.25

F 34 18.5 61 33.2 39 21.2 32 17.4 18 9.8 2.67 1.24

For the products I 
buy I have very 
high standards 

and expectations.

M 2 2.9 6 8.7 17 24.6 30 43.5 14 20.3 3.70 0.99

F 10 5.4 12 6.5 61 33.2 68 37 33 17.9 3.55 1.03

I buy very fast, 
the first product or 
brand that I come 
across and that is 

satisfactory.

M 21 30.4 15 21.7 13 18.8 16 23.2 4 5.8 2.52 1.30

F 46 25 46 25 44 23.9 25 13.6 23 12.5 2.64 1.33

When buying a 
product, I try to 
make the best or 

the perfect choice.

M 2 2.9 1 1.4 13 18.8 28 40.6 25 36.2 4.06 0.94

F 1 0.5 4 2.2 37 20.1 69 37.5 73 39.7 4.14 0.85

Generally, I try to 
buy the best 

quality.

M 0 0 4 5.8 17 24.6 26 37.7 22 31.9 3.96 0.90

F 3 1.6 8 4.3 47 25.5 71 38.6 55 29.9 3.91 0.93

I make great 
efforts to choose 
the best quality 

products.

M 7 10.1 8 11.6 22 31.9 17 24.6 15 21.7 3.36 1.24

F 13 7.1 26 14.1 66 35.9 54 29.3 25 13.6 3.28 1.09

Question

1 (I 
strongly 

disagree)
2 3 4 5 (I strongly 

agree)

n % n % n % n % n % M SD



Source: Authors' research 

2.1.3.2. Novelty-fashion consciousness 

Table 7. Number and percentage of responses and average value of responses on the 
dimensions of novelty-fashion consciousness (Nmen = 69; Nwomen = 184) 

The product does 
not have to be 

perfect or the best 
to satisfy me.

M 7 10.1 10 14.5 11 15.9 26 37.7 15 21.7 3.46 1.27

F 14 7.6 34 18.5 49 26.6 51 27.7 36 19.6 3.33 1.20

Question

1 (I 
strongly 

disagree)
2 3 4 5 (I strongly 

agree)

n % n % n % n % n % M SD

Question

1 (I 
strongly 

disagree)
2 3 4 5 (I strongly 

agree )

n % n % n % n % n % M SD

I usually have 
one or more 

pieces of clothing 
in the latest 

fashion styles.

M 27 39.1 13 18.8 18 26.1 9 13 2 2.9 2.22 1.19*
*

Ž 36 19.6 39 21.2 48 26.1 45 24.5 16 8.7 2.82 1.25

I take into 
account that my 

wardrobe is 

M 34 49.3 19 27.5 11 15.9 3 4.3 2 2.9 1.84 1.04*
*



*p < .05; ** p < .01 

Source: Authors' research 

Women more often have one or more pieces of clothing in the latest fashion 
styles (t (251) = -3.44, p = .001, d = 0.49), more often they take care of wardrobe 
being regularly filled with novelties according to the changes in fashion (t (251 ) = -
3.70, p = .000; d = 0.51), they often shop in different stores and different brands to 
create diversity (t (251) = -2.10, p = .037; d = 0.29) and, to a greater extent, they 
think it is a great fun to buy something new and exciting (t (251) = -2.38, p = .018; d 
= 0.35), while genders do not differ in how much their fashion and attractive style is 
important to them. 

wardrobe is 
regularly filled 

with novelties in 
line with changes 

in fashion. Ž 54 29.3 45 24.5 49 26.6 29 15.8 7 3.8 2.40 1.17

Fashion and 
attractive style is 
very important to 

me.

M 10 14.5 13 18.8 28 40.6 15 21.7 3 4.3 2.83 1.07

Ž 31 16.8 30 16.3 60 32.6 52 28.3 11 6 2.90 1.16

I shop at different 
stores and buy 

different brands 
to create 
diversity.

M 7 10.1 14 20.3 17 24.6 20 29 11 15.9 3.20 1.23*

Ž 11 6 20 10.9 49 26.6 66 35.9 38 20.7 3.54 1.12

It is great fun to 
buy something 

new and exciting.

M 2 2.9 6 8.7 18 26.1 26 37.7 17 24.6 3.72 1.03*

Ž 4 2.2 16 8.7 27 14.7 51 27.7 86 46.7 4.08 1.08

Question

1 (I 
strongly 

disagree)
2 3 4 5 (I strongly 

agree )

n % n % n % n % n % M SD



2.1.3.3. Recreational and hedonistic shopping consciousness 

Table 8.  Number and percentage of responses and average value of responses on the 
dimensions of recreational and hedonistic shopping consciousness in the question-
naire on shopping style (Nmen = 69; Nwomen = 184) 

Question

1 (I 
strongly 

disagree)
2 3 4 5 (I strongly 

agree)

n % n % n % n % n % M SD

For me, 
shopping is not 

a pleasant 
activity.

M 19 27.5 10 14.5 20 29 13 18.8 7 10.1 2.70 1.33

F 61 33.2 29 15.8 43 23.4 29 15.8 22 12 2.58 1.40

Going 
shopping is a 

very fun 
activity for 

me.

M 17 24.6 17 24.6 15 21.7 12 17.4 8 11.6 2.67 1.34*

F 28 15.2 33 17.9 48 26.1 36 19.6 39 21.2 3.14 1.35

Going to stores 
is a waste of 

M 12 17.4 19 27.5 19 27.5 8 11.6 11 15.9 2.81 1.31



*p < .05; ** p < .01 

Source: Authors' research 

To a greater extent, women find shopping a very fun activity (t (251) = -2.47, p 
= .014; d = 0.35) and they enjoy shopping for pure fun more (t (251) = -2.92, p = .
004; d = 0.42), while on other dimensions of recreational and hedonistic shopping 
consciousness there are no gender differences. 

2.1.3.4. Price shopping consciousness 

Table 9. Number and percentage of responses and average value of responses on 
dimensions of price shopping consciousness in the questionnaire on shopping style 
(Nmen = 69; Nwomen = 184) 

Going to stores 
is a waste of 
time for me.

F 53 28.8 34 18.5 49 26.6 33 17.9 15 8.2 2.58 1.29

I enjoy 
shopping for 

pure fun.

M 29 42 9 13 16 23.2 9 13 6 8.7 2.33 1.37**

F 44 23.9 27 14.7 46 25 36 19.6 31 16.8 2.91 1.41

I make quick 
purchases.

M 9 13 18 26.1 14 20.3 20 29 8 11.6 3.00 1.25

F 24 13 44 23.9 65 35.3 33 17.9 18 9.8 2.88 1.15

Question

1 (I 
strongly 

disagree)
2 3 4 5 (I strongly 

agree)

n % n % n % n % n % M SD

Question

1 (I 
strongly 

disagree)
2 3 4 5 (I strongly 

agree)

n % n % n % n % n % M SD

I shop as much 
as possible at 
discounted 

M 5 7.2 10 14.5 12 17.4 26 37.7 16 23.2 3.55 1.21



Source: Authors' research 

In Table 9, which shows the number and percentage of responses and the aver-
age value of responses on dimensions of price shopping consciousness in the ques-
tionnaire on shopping style, it is evident that there is no gender difference yet again 
on neither dimensions. 

2.1.3.5. Impulsiveness  

The results in Table 10 show that there is no gender difference on the dimen-
sion of impulsiveness in the questionnaire on shopping style. 
Table 10. Number and percentage of responses and average value of responses on 
diomensions of  impulsiveness in the questionnaire on shopping style (Nmen = 69; 
Nwomen = 184) 

as possible at 
discounted 
prices on 

special offers. F 12 6.5 19 10.3 57 31 40 21.7 56 30.4 3.59 1.21

Cheaper 
products are 
mostly my 

choice when 
shopping.

M 13 18.8 23 33.3 24 34.8 8 11.6 1 1.4 2.43 0.98

F 41 22.3 44 23.9 66 35.9 20 10.9 13 7.1 2.57 1.16

I try to find the 
best value for 

money.

M 1 1.4 2 2.9 7 10.1 28 40.6 31 44.9 4.25 0.86

F 2 1.1 3 1.6 29 15.8 51 27.7 99 53.8 4.32 0.87

Question

1 (I 
strongly 

disagree)
2 3 4 5 (I strongly 

agree)

n % n % n % n % n % M SD

Question

1 (I 
strongly 

disagree)
2 3 4 5 (I strongly 

agree)

n % n % n % n % n % M SD

I should plan 
my purchases 

M 14 20.3 11 15.9 24 34.8 12 17.4 8 11.6 2.84 1.27



Source: Authors' research 

2.1.3.6. Confusion from overchoice 

Table 11. Number and percentage of responses and average value of responses on 
dimensions of confusion from overchoice in the questionnaire on shopping style 
(Nmen = 69; Nwomen = 184) 

I should plan 
my purchases 
more carefully 

than I have 
done so far. F 27 14.7 35 19 53 28.8 41 22.3 28 15.2 3.04 1.27

I am impulsive 
when shopping.

M 11 15.9 13 18.8 23 33.3 16 23.2 6 8.7 2.90 1.19

F 45 24.5 37 20.1 59 32.1 27 14.7 16 8.7 2.63 1.24

I often buy 
something 

without 
thinking and 

regret it 
afterwards.

M 21 30.4 21 30.4 16 23.2 8 11.6 3 4.3 2.29 1.15

F 49 26.6 45 24.5 55 29.9 16 8.7 19 10.3 2.52 1.26

I take a lot of 
time to find the 

best deal.

M 12 17.4 18 26.1 17 24.6 15 21.7 7 10.1 2.81 1.25

F 26 14.1 45 24.5 54 29.3 42 22.8 17 9.2 2.89 1.18

I pay careful 
attention to 
how much I 

spend.

M 4 5.8 10 14.5 15 21.7 25 36.2 15 21.7 3.54 1.16

F 6 3.3 23 12.5 60 32.6 49 26.6 46 25 3.58 1.09

Question

1 (I 
strongly 

disagree)
2 3 4 5 (I strongly 

agree)

n % n % n % n % n % M SD



Source: Authors' research 

There is no gender difference on neither of the dimensions of confusion from 
overchoice in the questionnaire on shopping style. 
2.1.3.7. Brand-loyal orientation toward consumption 

Table 12. Number and percentage of responses and average value of responses on 
dimensions of brand-loyal orientation toward consumption in the questionnaire on 
shopping style (Nmen = 69; Nwomen = 184) 

Question

1 (I 
strongly 
disagree)

2 3 4
5 (I 

strongly 
agree)

n % n % n % n % n % M SD

There are so 
many brands to 

choose from 
that I often feel 

confused.

M 14 20.3 14 20.3 24 34.8 9 13 8 11.6 2.75 1.25

F 35 19 40 21.7 52 28.3 34 18.5 23 12.5 2.84 1.28

Sometimes it is 
difficult to 

choose which 
shop to buy in.

M 15 21.7 10 14.5 13 18.8 21 30.4 10 14.5 3,01 1,39

F 28 15.2 41 22.3 45 24.5 44 23.9 26 14.1 2,99 1,28

The more I 
know about 

products, the 
more difficult it 
seems to choose 

the best one.

M 14 20.3 12 17.4 16 23.2 17 24.6 10 14.5 2,96 1,36

F 27 14.7 43 23.4 48 26.1 40 21.7 26 14.1 2,97 1,27

I am confused 
by a lot of 

information that 
I get on 

different 
products.

M 19 27.5 19 27.5 18 26.1 10 14.5 3 4.3 2,41 1,17

F 37 20.1 42 22.8 61 33.2 20 10.9 24 13 2,74 1,27



*p < .05 

Source: Authors' research 

To a greater extent, women go more often to the same shops when they go 
shopping (t (251) = -2.37, p = .019; d = 0.33). 

3. CONCLUSION  

Results of this research show that mostly there are no significant gender differ-
ence when it comes to shopping decision making style. We just found some differ-
ences on the dimensions of brand consciousness, novelty-fashion consciousness and 
recreational, hedonistic shopping consciousness. More precisely, men are more 
prone to buy well-known brands than women while women are more prone to nov-
elties and fashion as well as shopping for recreation than men. 

Question

1 (I 
strongly 

disagree)
2 3 4 5 (I strongly 

agree)

n % n % n % n % n % M SD

I have my 
favourite 

brands that I 
buy all the 

time.

M 6 8.7 5 7.2 22 31.9 30 43.5 6 8.7 3,36 1,04

F 12 6.5 19 10.3 44 23.9 63 34.2 46 25 3,61 1,16

Once I find a 
brand or 

product that I 
like, I stick to 

them.

M 2 2.9 4 5.8 20 29 34 49.3 9 13 3,64 0,89

F 7 3.8 12 6.5 60 32.6 74 40.2 31 16.8 3,60 0,97

I always go to 
the same shops 
when buying.

M 6 8.7 13 18.8 25 36.2 21 30.4 4 5.8 3,06 1,04*

F 10 5.4 19 10.3 64 34.8 70 38 21 11.4 3,40 1,00

I regularly 
change the 

brands that I 
buy.

M 6 8.7 30 43.5 24 34.8 7 10.1 2 2.9 2,55 0,90

F 24 13 58 31.5 77 41.8 19 10.3 6 3.3 2,59 0,95



In the questionnaire in this type of research, it is about hypotheses that refer to 
most respondents and the question is whether such general theoretical hypotheses 
can really give a deep insight into each target group? Of course not. Students shop 
differently from employed people in urban environments, and these shop differently 
from retired people. Even within the same target group, it is difficult to provide gen-
eral, secure answers. Therefore, smaller research is required to examine specific 
groups and their behaviour when purchasing specific products. Survey questions 
such as "I make great efforts to choose the best quality", "I mostly appreciate well-
known brands" and "The product does not have to be perfect to satisfy me" require a 
unique answer that is impossible to give because the category of products we buy is 
not specified. There is a drastic difference in consumer behaviour when buying 
food, summer shirts, printer colors or garbage bags, for example. Also, the questions 
on expected quality are not tailored to the product categories, since we do not expect 
the same quality when purchasing table cloth and electrical equipment. Consumers 
think completely differently when deciding on purchase in different categories. It is 
also questionable, for example, what the word "best" refers to - price, quality or 
something else. 

Typical examples of questionnaires on consumer behaviour relating to research 
on decision-making also contain questions about whether brands advertised are also 
the right choice and the like, which is irrelevant in some categories in Croatia. If we 
take a mobile operator  as an example, all of them are advertised, but "everyone" in 
Croatia means four, because the competition in the sector is not strong, as the mar-
ket is small. 

What is the future then? In any case, CSI could be re-examined in a way that 
some categories are changed, some new added and customized to the Internet, as 
some authors suggest (Sinkovics et al., 2010). 

Also, theorists say that only 5% of our cognitive activities (decisions, emo-
tions, actions, behavior) is conscious whereas the remaining 95% is generated in a 
non-conscious manner. (Van Rymenant, 2008, p.1). Therefore, neuromarketing ad-
vocates actually believe that traditional methods of research, such as consumer sur-
veys and focus groups, are inherently inaccurate, as participants can never articulate 
their unconscious impressions of individual products. Pradeep, the founder and CEO 
of NeuroFocus, a neuromarketing company in Berkley, California, says it is neces-
sary to examine subconscious levels in the brain, as this is where consumers have 
developed initial interest in the products, the likelihood of buying them and loyalty 
to them. Only "by measuring the brain waves can we measure the attention, emotion 
and memory and calculate a deeply under-conscious response to stimuli. What you 
find there is a whisper of the brain", says Pradeep (Singer, 2010, p.1). 

Regardless of all the above-mentioned difficulties and disadvantages of re-
searches, they are still needed, and researches on decision-making styles are one of 
the more desirable, as it is a stable category. Of course, it is necessary to carry out 
statistical analyses, since it is not enough to consider only the observed differences 
in the observed phenomena at the measurement itself. Without a statistical test, no 
assumption can be made whether the observed differences are generally applicable 
or whether the result is random. It is important to know whether the result is a re-
flection of the actual situation in the whole population, and that is what the degree 
of statistical significance is about. 
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