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ABSTRACT 

The current study conceptualized the categories of consumer referents, concerning how 

they form their consumption preferences by elaborating reference points, in order to be 

better informed on items for a measurement scale. In addition the current study 

conceptualized the categories of shopping orientations (or decision-making styles) of 

Greek college students, as they better represent how consumers behave, act and make 

decisions. 

In the initial purification stage (i.e. pilot test, n=330), principal component analysis, 

with a varimax and oblique rotation was developed. In the fmal purification stage with a 

new data set (i.e. primary survey, n=556), confirmatory factor analysis was performed 

to examine the factors that define the two measurement models. Furthermore the 

methodology of Pearson's correlation helped in checking the potential relationships 

between those two scales. 

The results of the conceptualization of consumer referents produced a model made up of 

seven dimensions. These are: Explicit referents (Brand, Price and Store), and Implicit 

referents (PersonaL Financial, Social and Cultural). Furthermore the conceptualization 

of the decision-making styles inventory helped in analysing the utilization of 

consumers' referents. The results contributed to the identification of Greek college 

students' decision-making styles. The final model of the CSI produced six highly 

correlated dimensions: 1. Perfectionist, high quality conscious, 2. Recreational 

conscious, 3. Brand conscious, 4. Novelty conscious, 5. Impulsive conscious, and 6. 

Confused by over-choice. The technique of Pearson's correlation helped in analysing 

the effects of the six decision-making traits on the selected categorization of reference 

points (i.e. the seven categories of referents). 

The main findings suggest that consumers use reference points based on their distinct 

shopping orientations. As a whole the findings from this research offer new insights to 

marketing managers and research practitioners in analysing consumers' apparel 

consumption decision-making patterns. A summary, discussion of the results and 

recommendations for further research are proposed. 
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OVERVIEW OF THE THESIS 

C ha ptl'I'S Conll'nt Dt.'S(Tiptioll 

Chapter 1 Introduction A conceptual framework of the research is 
presented, by introducing the problem under 
investigation. The aims and objectives of the 
thesis are stated, by providing an overview of 
the research techniques utilized. 

Chapter 2 Contextual Background The contextual background of the research 
Information problem is presented. It offers an analysis of 

the Greek apparel clothing market by giving 
information about the selected area for 
collecting the data (i.e. city of Thessaloniki), 
and Greek college students apparel 
consumption shopping habits. 

Chapter 3 Literature Review on Presents an overview of the current literature 
Reference Points on reference points by justifying the need to 

examine referents from the consumer's own 
perspective. 

Chapter 4 Literature Review on Presents an overview of the current literature 
Decision-Making Styles on decision-making styles by connecting the 

consumer decision-making characteristics 
with the selection of reference points for 
apparel clothing purchase decisions. 

Chapter 5 Research Design and Proposed hypotheses are stated. An overview 
Methodology of the research methods applied. 

Chapter 6 Analysis and Results of Analysis of the qualitative data captured from 
the Qualitative Research focus-groups discussion (N=30), and 

preliminary categorization of the reference 
points inventory (RPIl 

Chapter 7 Analysis and Results of Pilot study: Data was collected from 
the Quantitative Research undergraduate university students (N= 330). 
(i.e. pilot study and main Exploratory factor analysis is used to purify 
survey) the reference points inventory (RPI), and the 

decision-making styles inventory (CSI). 

Primary survey: Data was collected from a 
different student sample (N=556). 
Confirmatory factor analysis is used to 
further purify the inventories of the RPI and 
the CSI, by testing hypotheses 1 and 2. The 
method of Pearson's correlation technique 
helped in analysing the relationship between 
the two models, by testing hypothesis 3. 

Chapter 8 Conclusion Provides a summary and discussion of the 
fmdings. Concluding remarks are made for 
policy makers and marketing practitioners. 
Recommendations for future study are given. 



1. CHAPTER ONE: Introduction 

1.0 Introduction 

The research carries out an empirical investigation of consumers' selections of reference 

points for apparel clothing consumption on important shopping occasions. It uses 

apparel clothing consumption on important shopping occasions to enable a deeper 

understanding of the dynamic concept of reference points. A careful examination of the 

related literature on reference points pointed to the need to analyse reference points 

from the consumer's own perspective. 

This chapter outlines the focus of the thesis and provides the justification for that study. 

Section 1.1 lays out the overall plan of this thesis by crafting a research framework. 

Section 1.2 explains the problem under investigation. The research aim and objectives 

are presented in section 1.3. Section 1.4 presents the rationale and the key contributions 

of the current study. Finally Sections 1.5 and 1.6 offer a brief description of each 

chapter of the thesis, followed by the conclusions summary. 

1.1 Research framework 

Many scholars argue that reference points must be defmed in a number of ways, 

reflecting their multifaceted nature (Puto, 1987; Devetag, 1999; Bettman et at, 1998; 

Babutsidze, 2007; Tarnanidis and Owusu-Frimpong, 2009). A reference point is a 

neutral point against which other objects are measured or compared (Helson, 1964; 

Thibaut and Kelley, 1959) and more recently, reference points have been described as 

any stimuli that are related to other observed stimuli (Rosch, 1975; Dholakia and 

Simonson, 2005; Gonul and Popkowski Leszczyc, 2011) 

Zhang (2004) contends that reference points are formed by consumers through past 

experience and previous choices. In addition, they act as a standpoint in the evaluation 

of current choices. Similarly, Dholakia and Simonson (2005) address the distinction 

between implicit reference points (those which are used by consumers) and explicit 

reference points (those which are used by the seller or advertiser). This brings together a 

continuum of existing theories (e.g. Beggan, 1994; Kahneman . 1992; Kahneman and 

Tversky, 1979; Mussweiler, 2003; Tversky and Kahneman, 1991). 
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Following a review of the reference point literature by Dholakia and Simonson (2005) 

and work by Tarnanidis and Owusu-Frimpong, 2010), the researcher can arrive at the 

following definition: A reference point (or referent) is an indicator or a stimulus which 

orients consumers as they form their choices. This indicator originates from two 

sources, of (a) the marketing programme of a seller, and can be called an 'explicit 

reference point', and (b) the perspective of a consumer, and can be called an 'implicit 

reference point '. Reference points may be considered as constructs that have been 

formed by current and previous information cues concerning a specific consumption 

good (Kinley et aI., 2000). Ultimately they impact upon consumer buying behaviour by 

activating mechanisms of inner psychological interpretation that involve current and/or 

future buying decision, i.e. perceptions, learning and attitudes (Bettman et aI., 1998; 

Irmak et aI., 2010). 

A careful examination of the literature indicates that consumers simultaneously use both 

explicit and implicit reference points (Dholakia and Simonson, 2005). The former arise 

mainly in terms of the perspective of the seller (e.g. rewards, product attributes, 

assortments, framing effects and reference prices) and are made explicit in 

advertisements and promotional material. The latter arise mainly from the perspective of 

the consumer (e .g. goals, time or point of purchase, emotional state or other aesthetics, 

previous experience, reference groups and culture). The main problem seems to be that 

there is a major gap in our understanding of how explicit reference points and implicit 

reference points are interconnected and developed by individuals in order to help them 

simplify their choices. For example all the research till today on referents has been 

guided inside the domain of prospect theory and examined those two primary 

dimensions of referents separately (Babutsidze, 2007). Therefore a stronger approach 

needs to be implemented in order to identify all the referents that consumers' utilize 

during their buying decision-making process. 

Because of the multi-dimensionality of the concepts, and with the distinct nature of the 

problem in mind, it was decided to make use of certain stimuli, such as the apparel 

clothing for important shopping occasions (e.g. weddings, social parties, anniversaries, 

celebrations, and work), the aim of which was to provide a more specific decision­

making situation. 
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Clothing is a code of communication which reflects one's self-image, identity and 

personal status (Forney et aI., 2005; Azuma and Fernie, 2003). Apparel consumption is 

herein defined as the purchase of clothing items. Such apparel clothing consumption for 

important shopping occasions are the purchases of professional outfits, and evening 

dress. According to Schiffman and Kanuk (2004) most consumers buy clothes that 

match their own expectations and perceptions, which in turn enable them to 

communicate to others relevant information regarding their own social class. 

Therefore to test the merits of that evolving scale, apparel clothing consumption was 

selected, as it entails both sensory and aesthetic reactions from consumers (De Klerk - . 

and Lubbe, 2008). It can be argued that consumers' shopping orientations or decision­

making styles will be expected to enrich the findings from our analysis (Babutsidze, 

2007), in terms of providing valuable information on understanding consumers' 

motivations towards the selection of apparel clothing reference points. 

First of all, the literature on reference points revealed that there exist many 

discrepancies and anomalies in the existing research with regard to reference points, as 

all the research till now has been guided by the embroilment of prospect theory and 

mental accounting theory (Kahneman, 1979; Thaler, 1985, 2008a). Such anomalies are 

the fact that reference points were given to actors in pre-formatted decision task options, 

without examining further to uncover the basis of the formation and use of reference 

points. Moreover consumers do not always behave following the principles of prospect 

theory, i.e. they are not always seeking absolute maximization over their choices, and 

they are not always interpreting decision tasks in terms of perceived gains and losses 

(Van Osselaer, 2005; Babutsidze, 2007). 

Secondly, consumer choices are affected by many factors, such as: 

• The accompanied perceived risk of the decision, i.e. price implications (Jacoby et 

aI., 1994; Stampfl, 1978; Chung -Hoon and Young-Gul, 2003). 

• The emotional state and condition of the consumer (Holt, 1995). For example 

consumers connect their moods (e.g. happy/sad) with their preference judgements 

(Barone and Miniard, 2002). 

• The need to satisfy different sets of values, i.e. utilitarian and hedonic, social, 

personal feelings, and learning (Sheth et aI., 1991; De Klerk and Stephna, 2008). 
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• The role of internal and external information (Babutsidze, 2007). The former is 

information that has been stored in memory from previous and past experiences. 

The latter is information that is acquired during the decision process (Kinley et aI., 

2000). 

Through all these factors, consumers form their cognition, their attitudes and their 

preferences (Bettman and Zins, 1977; Simonson and Tversky, 1992; Payne et aI., 1992; 

Fitzsimons et aI., 2002; Biehal and Chakravarti, 1982; Rajagopal , 2009). One important 

question that has emerged from the literature is how do consumers anticipate and shape 

those factors in order to make coherent choices? According to Babutsidze (2007) they 

evaluate different information arising from the shopping environment and follow 

different strategies that will minimize the costs and possible efforts, e.g. one such 

strategy is the elimination by aspects, in which they distinguish central reference points 

after excluding the different attribute preferences (Payne, 1976; Kahneman, 2003). 

They use personal feelings, their intuition, rationality, and their emotional compliances 

(Bettman and Park, 1980). More concretely they form and use heuristics (Bettman et aI., 

1998; Chaiken, 1980) that are consistent with their personal values and goals (Sheth et 

at, 1991; Jagdish and Parvatiyar, 2000). 

Another important question derived from the literature is why they use such heuristics 

or, to be precise, why they use and form reference points (Bettman et aI., 1998). Due to 

the fact that they have to make clear-cut choices among many alternatives, consumers 

want to make simplifications and eliminations of the efforts and the risks taken (Payne, 

1976; Jacoby, 1994). Additionally they seek to satisfy their needs and wants, and their 

personal and social justifications (Maslow, 1970; Simonson, 1989; Puntoni and 

Tavassoli, 2004). Moreover, Babutsidze (2007) points out that these questions have 

been ongoing and have occupied scientists over the last 30 years, and are still 

characterized by incomplete findings and methodological rigorousness, as the void on 

analysing consumer motivation and behaviour is vast and unbounded. 

Specifically, three main streams of research disciplines are striving to achieve this. The 

first one is economists, who have turned their research from optimal and absolute 

maximization models and problems, to a more behavioural one (e.g. Friedman and 

Savage, 1948; Simon , 1958; Kahneman and Tversky, 1979; Thaler, 1980). The other 

two are social psychologists and marketers, who seek to identify the logical reasoning of 
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consumers' behaviour, by building illations from individual differences and 

explanations (Payne, 1982~ Kahneman, 2003). 

The main fmdings from the relevant literature on reference points suggest that reference 

points are characterized as dynamic constructs that are influenced by many factors. The 

literature revealed that these factors can be divided into two distinct dimensions, explicit 

and implicit (Dholakia and Simonson, 2005). Most literature regarding the problem 

under investigation was concerned with examining those dimensions separately, and 

without clear indications of how they are elaborated by individuals. However the main 

findings from the literature are somewhat disjointed and context-dependent (Devetag, 

1999). On the other hand the literature on reference points proposes that there is a 

considerable need to connect the impact of reference points with individual differences 

(Levin et ai., 2002). Therefore decision-making styles were selected and especially the 

cognitive personality domain of consumer decision-making styles, as it better represents 

how consumers behave, act and make decisions. 

Moreover in the area of reference points no research has been found as a theoretical 

framework to guide this study. Therefore the construct of reference points is to be 

guided by merging the findings of the extant literature. In the area of reference points, 

most of the research done so far has been based only on examining separately the 

effects of explicit reference points, like price, framing, assortments, etc. (e.g. Kahneman 

and Tversky, 1979~ Bettman et aI., 1998~ Dholakia and Simonson, 2005), and therefore 

there is a considerable need to embrace a more holistic and comparable research 

approach in examining reference points effects. This can be achieved by introducing 

into the decision tasks the impact of the effects of implicit reference points (Dholakia 

and Simonson, 2005; Maimaran and Simonson, 2007). Hence the research focuses on 

the distinction between implicit and explicit reference points (Dholakia and Simonson, 

2005), by trying to elaborate a theory from the conceptualization and categorization of 

the existing dimensions of reference points. 

In contrast the area of decision-making styles is a sub-category of cognitive styles (Park 

et ai., 2010). Cognitive styles include individual differences in terms of how people 

structure their own beliefs, attitudes, perceptions and learning in order to form their 

preferences (Schaninger and Sciglimpaglia, 1981; Siu et aI., 200 I). As learning is an 

antecedent of consumer beliefs, which in turn influence their perceptions, their final 
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attitudes and behaviours (Fitzsimons et aI., 2002), hence cognitive factors determine 

consumer choices. Thus the formation of reference points should be influenced by the 

way people think, behave and make decisions (McGuire, 1976; Thaler, 2008). 

A review of the literature identified that the construct of decision-making styles has 

been defmed in numerous ways during the last 30 years. For example decision-making 

styles refer to: 

• the habitual pattern individuals use In decision-making (Driver, 1979; 

Thunholm, 2004) 

• the mental orientation characterizing a consumer's approach to making choices 

(Sproles & Kendall, 1986; GaIotti et aI., 2006) 

• the way one visualizes and thinks about situations (Rowe and Bulgarides, 1992; 

Hiu, 2001; Park et al.,201O) 

• the way people deploy their intellectual abilities (Rayner and Riding, 1997; 

Radder et aI., 2006) 

• the manner in which people approach cognitive tasks (Sternberg , 1997; 

Kozhevnikov, 2007) 

• the way people respond to any stimuli seen (Leonard et aI., 1999; Price, 2004) 

The key pointer from the perspective of decision-making styles that has been adopted as 

a theoretical framework to guide this study is the Consumer Styles Inventory (Sproles 

and Kendall, 1986). 

Sproles and Kendall (1986) formulated eight consumer decision features, named the 

Consumer Styles Inventory (CSI), that best represent mental characteristics of 

consumers (I-perfectionism or high-quality consciousness, 2-brand consciousness, 3-

novelty and fashion consciousness, 4-hedonistic, recreational shopping, 5- 'value for 

money' shopping consciousness, 6-impulsiveness, 7-confusion by over-choice, and 8-

habitual, brand loyal orientation). A more detailed description of those categories is 

made in chapter four. Those mental characteristics represent how consumers structure 

their final shopping orientations (Bauer et aI., 2006). The use of the CSI is a very 

helpful tool to consumer researchers, as it enables them to classify consumers based on 

their cognitive patterns (Baoku et aL 2010). In addition it helps marketing managers to 

segment their markets more profoundly and therefore enables them to reach their 
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customers more efficiently (Wesley et aI., 2006). As the CSI constitutes the way that 

consumers make their choices, it should therefore also affect the formation of reference 

points. 

1.2 Statement of the problem 

During the last decades clothing merchandisers have developed to become the most 

prominent, dynamic, and successful category of both national and international retailers 

(Wigley and Moore, 2007). According to Abraham -Murali and Littrell (1995) clothing 

retailers face increasing competition. Especially, the competition inside the single 

European market seems in many ways to have changed. For example according to a 

recent report carried out by Eurostat (2009) national clothing markets have traditionally 

been served by the existence of local shops and national chains. Nowadays, however, 

there has been a shifting towards the internationalization of retailing which led to the 

appearance of global clothing retailers. 

Likewise consumers' priorities have changed markedly over the last years and clothing 

retailers find it difficult to satisfy them (Dickerson, 2003). Consumers in their apparel 

clothing selections have become more informed, educated and, thus, increasingly 

demanding (De Klerk and Lubbe, 2008). Just as apparel retailers need information about 

how consumers evaluate the different garments, and store-layouts, apparel researchers 

also need insight on a broad range of consumer-perceived evaluations to design 

coherent studies that could advance the knowledge of consumer decision-making. 

The major problem for the Greek clothing industry is that consumers demand imported 

apparel clothes and this has had a negative impact on the existence of national retailers. 

According to Kamenidou et al. (2007) textile industries have been closed due to the fact 

of international competition. As a result of the negative economic climate many Greek 

enterprises have moved their branches to other Balkan countries. Hence this research is 

considered of great importance for Greek clothing retailers, as it will help them to know 

better consumers' beliefs and wants on evaluating clothing products, since limited 

research has been found in the context of this issue (e.g. Kamenidou et aI., 2007) 

On the other hand there exists a gap in the literature on examining the selection of 

reference points from the consumers' own perspective, together with mental accounting 
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theory. This will help in categorizing consumer reference points for apparel 

consumption. The outcome is the building of a justifiable scale. According to Van de 

Ven (2007, p.lOI) that type of reasoning is justified through the method of abduction, 

which is a combination of induction and deduction. The author posits that this can be 

captured with the use of conjectures with the accompanied anomaly of the research 

problem. More explicitly the method of abduction is a continuous process of 

reproducing existing theories and concepts, in order to elaborate a new hypothesis or a 

conjecture. In this study this is achieved by identifying the paradigms that have 

unsolved problems or anomalies, and trying to analyse them through insertions, 

revisions, and reconnections of different ideas (Punch, 2006). For example the lack of 

systematic evaluation in examining the construct of reference points from the 

consumer's own perspective, together with the lack of previous relevant consumer 

research in Greece, pointed to the need to investigate how consumers structure their 

referents during their consumption decisions, and how cognitive differences have an 

impact on them. In the case of reference points the data was inducted as previously no 

scale existed in the extant literature. And in the case of shopping orientations the data 

was deducted from an existing inventory or theory, which was applied to Greek 

consumers. 

Finally there was found only one study (e.g. Lysonski et aI., 2006) that tried to analyse 

individual differences arising from the domain of cognition (i.e. decision-making styles) 

in the context of Greece. However, this study examined the applicability of the CSI to a 

small student sample (i.e. 95), and without making any inference to a specific product 

category. Therefore there exists a second gap in the literature on evaluating Greek 

college students' decision-making characteristics, and in linking the different decision­

making style traits with the selected categorization of reference points to a specific 

product category (i.e. the clothing consumption for important shopping occasions). 

1.3 Aim and objectives of the study 

A careful review of the research pointed to the need to examine the effects of explicit 

and implicit reference points (e.g. Dholakia and Simonson, 2005; Babutsidze, 2007), 
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together with prospect theory (Thaler, 2008). Prospect theory suggests that people make 

rational choices to purchase products on the basis of explicit reference points. against 

which they evaluate competing products and choose those which will maximise 

pleasure and minimise pain/cost/effort. In addition to those explicit reference points, 

people also use implicit reference points, including personal and social referents (Arkes 

et aI., 2008; Dholakia and Simonson, 2005; Betts and Taran, 2005). For example 

consumers, when they are making their consumption purchases, are not using only the 

referents that originate from the unique perspective of sellers, but they craft and use 

referents that come from their own personal perspective. 

On the other hand the extant literature on reference points revealed that the construct of 

reference points is strongly dependent upon individual differences, arising from the 

cognitive domain (e.g. Kahneman, 2003; Levin et aI., 2002; Devetag, 1999; Novemsky 

et aI., 2007). For example consumers choose to use reference points based on their own 

personality traits. Thus the main aim of this study is to shed light on the literature by 

directly tapping into the consumers' own perspective, concerning how they form their 

consumption preferences by: 

1. conceptualizing the categories of consumer reference points used by Greek 

college student shoppers for their clothing consumption preferences on 

important shopping occasions, and 

2. examining how the different types of reference points are associated with the 

types of consumer decision-making styles 

The ftrst objective of this study is to conceptualize the categories of consumer reference 

points used by Greek college student shoppers (implicit and explicit) for their clothing 

consumption preferences on important shopping occasions. 

The second objective is to categorize these Greek college student shoppers' decision­

making characteristics. 

Lastly, the third objective is to examme the relationship between the selected 

categorization of consumer reference points and the decision-making characteristics 

identified among the selected group of Greek college students as apparel shoppers. 
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1.4 Rationale of the study 

This study investigates the use of reference points with apparel consumption in the 

domain of Greece by connecting more extraneous variables that arise from individual 

differences (i.e. decision-making styles or shopping orientations). Decision-making 

styles were selected in order to understand better the consumption behaviour of Greek 

college students (Radder et aI., 2006). Apparel clothing consumption has been selected 

as the stimulus that can guide that study, as it demands from consumers the evaluation 

of different sources of information (personal and non-personal). For example 

consumers, when purchasing clothes, use different sources of reference points or 

referents (i.e. price, brand, rewards, assortments, product attributes, reference groups, 

economic, and culture). 

Within the last two decades clothing retailers in Greece have come to change 

substantially. According to Bennison and Boutsouki (1995) the entrance of the Greek 

market to the united European Union has brought immense competition to the national 

retailers, as now they have to compete with foreign retailers, either directly or through 

creating corporations with joint ventures. Likewise this trade liberalization that 

pertained inside the Greek retailing market had an impact on consumers' perceptions. 

For example Greek consumers became more informed about the latest fashion trends. 

Simultaneously, they can evaluate and acquire a variety of product alternatives at better 

prices and at better offers. This transition of the Greek consumers can be seen more 

profoundly in the big cities (i.e. Athens and Thessaloniki), where consumers show 

greater tendency to homogenize themselves with the shopping habits of Western 

populations (Cardoso and Tsourvakas, 2005; Nielsen, 1993). 

Within the emerging economy, Greek consumers seek to possess more skills that could 

help them to develop unique abilities in order to make more efficient and effective 

consumption decisions (Aulonitis et aI., 2008; Cardoso and Tsourvakas., 2005). This 

can be portrayed inside the domain of decision-making styles, as it enables consumers 

to develop their own decision-making characteristics. Previously, the investigation of 

decision-making styles of consumers in Greece has been explored in terms of its 

applicability only to a small sample of college students, i.e. 95 (Lysonski et aI., 1996). 

Thus, the scale needs to be further refined by adopting exploratory factor analysis with 
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larger consumer samples, and it also needs to be further linked to specific shopping 

occasions, like the apparel consumption. 

Finally, knowledge of the consumers' assessment, about the use of selected reference 

points of apparel clothing products that may influence the purchase decision, could be 

effectively used by retailers and marketers in order to promote their products in a more 

efficient way. Moreover, this would enable the retailers and marketers to store and 

portray their products better, guiding customers to select their reference points in order 

to fonn their fmal preferences. For example retailers need adequate information about 

how to guide consumers more profoundly. By knowing how consumers categorize 

reference points for apparel clothing purchase decisions, they can better emphasize 

those attributes or attachments (i.e. functional and salient) that consumers consider as 

important when purchasing clothes. Additionally, that understanding could be used, as 

well, in satisfying other salient aesthetics, which consumers subconsciously use in their 

selections. 

Moreover by profiling Greek college students' decision-making styles or shopping 

orientations, retailers can better identify the characteristics of that segment, i.e. how 

students categorize the different decision-making styles. This, as a result will reveal 

consumers' priorities on how they are making their consumption preferences. 

Furthermore this will help retailers to target their apparel products according to 

consumers' own individual traits. On the other hand, by linking the relationship to 

decision-making styles and the reference points inventory, they can develop 

communication strategies better-aimed at specific segments. 

The selected categorization of reference points inventory could also be used by different 

academics and scientists (e.g. behavioural economists, and social psychologists) as a 

theoretical framework which could guide similar streams of research. For example, the 

generation of measurement items through the combination of both qualitative and 

quantitative techniques could be used as a research model. The fmdings from that study 

also pertain to many implications for other areas of consumer behaviour. Given that the 

decision-making process of apparel clothing is strongly affected by the utilization of 

reference points, this may mean that the construct of reference points could also be used 

in other related product categories. 
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Additionally the research provides an empirical based insight into the factors and 

mechanisms driving consumers' behaviour in selecting their reference points or 

referents. The perceived categorization of reference points model provides a structured 

way to investigate apparel shopping consumption decision-making. 

1.5 Organization of the thesis 

The first chapter introduces the research problem, by covering the domain under 

investigation, and concludes with the objectives, the usefulness of the study and the 

structure of the thesis. Moreover it builds a conceptual framework and outlines a 

rigorous approach in doing so, and summarizes the main outcome of the research. The 

second chapter covers background information to the research problem. The third and 

fourth chapters provide the reader with an overview of the current published literature 

on reference points, apparel clothing consumption, and decision-making styles. 

Chapter five outlines the research design and methodology and the rationale for research 

and methodology, discussing the strengths and weaknesses. Chapter six analyses the 

results of the qualitative research. The next chapters, chapters seven and eight include 

the first and second stage purification of the two scales. They cover the process of 

analysing the quantitative research data, by developing and justifying the categorization 

of reference points and decision-making inventory styles, and their conceptualizations 

in a structured way. Chapter nine summarizes the overall conclusions, recommendations 

and implications for future research. 

1.6 Summary 

The thesis provides a conceptual framework for apparel reference points, which so far 

has not been found in the existing literature. Moreover it aims to connect the findings 

from three scientific areas, i.e. behavioural economics, social psychology and consumer 

behaviour, in a meaningful and structured way. It tests and combines existing research 

fmdings such as decision-making styles, by looking to analyse the links and the inter­

relationships among the selected categorizations of reference points in apparel clothing 

consumption. 
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2. CHAPTER TWO: Contextual Background Information 

2.0 Introduction 

This chapter analyses the contextual background of the research. Section 2.1 presents an 

overview of the Greek economy. The next section, 2.2, includes the contextual 

background to the research problem, analysing the Greek apparel clothing market. 

Sections 2.3 and 2.4 assess the competition level of clothing retailers by offering an 

extensive industry market analysis. The next sections, 2.5 to 2.7, give information 

about the selected area for collecting the data (i.e. city of Thessaloniki), and Greek 

college students apparel consumption shopping habits. Section 2.8 offers concluding 

remarks about the concept under investigation. 

2.1 Overview of the Greek 
economy 

According to ICAP (2007) the Greek economy is based mainly on the production of 

agricultural products and on services. For example the sector of agriculture relies upon 

the production of tobacco, cotton and on fishing. More specifically these sectors account 

for nearly 30 percent of the GOP, whereas the sector of services accounts for 70 percent 

of the national GOP (i.e. vendors, hotels, public services, and telecommunications). 

The majority of clothing retailers that operate inside the Greek market are well­

established international retailers (e.g. Zara, Stefanel, Max Mara, Cookai, and Miss 

Raxevsky). According to Oadakas and Katranidis (2010) the Greek clothing industry 

operates in a turbulent environment, marked by technological changes and political and 

economical interventions. Those changes resulted from the Greek entrance to the single 

EU market, and also from changes occurring in consumer buying habits and processes. 

More specifically, the strength of the Euro affected the international money markets 

which encouraged short-term imports and similarly prevented prices from rising in mass 

markets in the long-term (Ministry of Finance: MNEC, 2009). 

According to the Greek Ministry of Finance: MNEC (2009) the Greek economy has an 

average annual growth rate of 4%. This growth has been achieved through private 

investments and exports. As a result, the public deficit saw a decrease (i.e. 5.8%) in the 

GOP for the year 2008. Furthermore the report underlines that the rates of 

unemployment in the last four years to 2008 fell from 11% to 7.5 %. Those trends were 
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also foreseen by the European Commission. Moreover it has been predicted that the 

performance of the Greek economy will remain strong over the next few years, which 

will allow clothing retailers to increase their revenues. 

More recently, due to economic fmancial crisis, the economy of Greece went to a 

recession in 2010. This actually resulted from the uncontrollable increase of the public 

debt over the last years. Therefore the Government in Greece struggles to boost 

revenues and increase tax rates so as to meet the targets set by the EU (European Union) 

and the IMF (International Monetary Fund). On the other hand consumers and retailers 

in Greece try to adjust to the new environment, making them more selective and more 

logically oriented towards their expenditures. 

2.2 The Greek apparel clothing 
market 

According to the National Statistics: NSSG, in 2009 the Greek population reached 11.25 

million. The 2001 census report estimated the population of Greece to be 

approximately 10,964,020 million. Based on that report the distribution of population in 

various age groups was as follows: 

• 2 million (0-14): 46% males and 54% females 

• 2.3 million (15-24): 48% males and 52% females 

• 2.2 million (25-39): 45% males and 55% females 

• 2.3 million (40-54): 51 % males and 49% females 

• 2 million (55 and above): 40 % males and 60% females 

In terms of sex distribution, the female population of Greece in the 200 I census was 

52% whilst the male population was 48%. The life expectancy rate for males is 

estimated 74 years, while for women is 79 years. In the same census of 2001 it was 

estimated that the majority of Greeks live in the areas of Athens and Thessaloniki, with 

Thessaloniki being the second largest city in Greece, behind Athens, the capital. Athens 

accounts for around 4.5 million inhabitants, while the region of Thessaloniki has 1.25 

million inhabitants. As a whole 60% of Greek people live in urban areas. 

Moreover these two distinct regions produce the majority of the Gross Domestic 

Product (GDP), with the retail market of Thessaloniki accounting for II % of the 

national GOP. Thessaloniki is located in northern Greece, and serves as a gateway to 

potential investors for the south-eastern European markets. Most of the retailers are 
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concentrated in the city centre. However, the appearance of major shopping centres 

located in the outskirts of the city (e.g. Cosmos, Carre four, Hondos Center, Macro) 

have developed a very strong presence within the retail market. According to ICAP 

(2007) the clothing market attracts both national and international retailers (i.e. Marks 

and Spencer, Mango, Notos Galleries, Benetton, Glou, Fokas Stores, Hondos Center, 

Gary Weber, etc). 

The Greek apparel clothing market is represented by the existence of small and 

medium-sized retailers. In the last decade retailing in the context of modem Greece 

seems to have changed considerably. Twenty years ago the clothing industry was 

represented by small shops, which were run by individuals, with the majority being 

family-based (Kamenidou et al., 2007). According to the findings of a recent report 

conducted by ICAP in 2007, nowadays the competition among clothing retailers within 

the Greek market is very intensive. This is most evident in the sector of chain-retail 

outlets, which initially emerged at the beginning of the last decade. This proliferation in 

the industry, particularly, brought into existence many foreign franchisors whose 

appearance increased competition inside the market, and reduced the power of the other 

individually based retailers. 

Furthermore, according to Bennison and Boutsouki (1995), and more recently, 

according to a recent report conducted by the Greek Ministry of Development in 2008, 

the majority of retailers operate in the four largest region capitals, i.e. in Athens, in 

Thessaloniki, in Patras and in Heraklion. However most of the outlets are family-owned 

(Lysonski et aI., 1996). On the other hand the entrance to the EU has brought immense 

competition from large multinational enterprises (i.e. Benetton, Levis, Diesel, Marks 

and Spencer). For example many multinational companies from Greece, Germany, 

England and other European countries have allocated their production in other countries 

such as China, India, Bulgaria, and East European Union countries, which have cheaper 

labour, and wages, or even greater legislation, so as to waive the higher costs of 

production in their own home country (Eurostat, 2009). Therefore the competition 

inside the clothing industry is very aggressive and companies must transform their 

strategies and expand their horizons to other countries in order to survive in the 

competitive environment and sustain their current position in the near future (Smallbone 

et al., 1999). 
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The particular case of Greek apparel shoppers was selected as the focus of this research 

for several reasons. Firstly, consumer spending has been climbing rapidly, turning 

Greece into a fast-growing market. In addition the industry of apparel consumption is 

characterized by 9,000 enterprises, employing approximately 80,000 workers 

(Aslanidis, 2004). Secondly, expenditure on clothing constitutes an impressive 

proportion of the overall volume of purchased goods, around 25 percent (NSSG, 2008). 

Finally, as a result of international competition from new entrants, many Greek 

consumers tend to be more selective with their consumption choices (Kamenidou et 

aI.,2007). 

The supply of clothing items comes from different national wholesalers and retailers. 

Furthermore many of them are combining their operations by importing clothes from 

foreign retailers and trying to expand their sales into different regions both inside and 

outside the Greek market. According to research conducted by leAP in 2007, it was 

found that in terms of the demand for clothing within the whole Greek market, the 

sector of men's formal clothes had shown negative growth over the last decade whereas 

the women's formal clothing sector had seen a positive increase in sales. 

It can be concluded that the demand for clothing items is generally affected by the 

economic environment of the industry. However, when Greek consumers purchase 

apparel clothes they tend to focus more on the sale price (Visa Europe, 2007). For 

example they evaluate the different retail prices by having as a point of reference their 

own personal income. Likewise, Greek consumers tend to shop more frequently in the 

major sale periods. Young Greek consumers especially have been found to follow the 

new fashion trends more readily compared with older people, and they are mainly kept 

informed by the different advertisements on commercial programmes or in selected 

fashion magazines. 

2.3 The competition level of 
clothing retailers 

Increasing global expansion and international competition have brought new challenges 

to the industry. Manufacturers have increasingly become subordinate to the retailers in 

a climate where leading outlets such as Marks & Spencer and Prince Oliver have 
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Immense buying power worldwide (Aulonitis et aI., 2008). As retailers' own brands 

have become more common and accepted by consumers, the bargaining power of 

multiples has increased compared with the manufacturers. Thus, the bargaining power 

of suppliers in this respect isn't very strong due to the fact that there are so many of 

them. Also, a vast majority of the retailers corporate with many suppliers in different 

parts of the world, such as Hong Kong, China, Germany, Italy, France and others 

(ICAP, 2007). 

Generally, it can be assumed that the bargaining power of buyers is not very high 

(Seock and Bailey, 2009). On the one hand clothing customers are numerous and 

cannot affect the entire demand of the industry but on the other hand it is the customers 

who exert the greatest influence on the company because, firstly, without them the 

organizations couldn't survive, and secondly, they have a number of options to purchase 

clothes from other competitors. So, in order to survive in this competitive environment, 

successful companies must protect and retain their existing customer base by all means. 

According to Schiffman and Kanuk (2004) companies are forced to develop stronger 

bonds and loyalty with their potential customers by delivering superior service. 

It is hard for new potential competitors to enter the industry because the barriers to entry 

are very high and well-built. Moreover, in the market there are already huge 

organizations with well-established brands such as Lacoste, Naf-Naf, Polo Ralf Lauren, 

Trussardi, Benetton, Sisley, etc. After all, it has taken many years for those companies 

to become established in the market. They have invested heavily in technology, plant, 

distribution, service outlets and other areas. It is clear that their well-structured 

branding and their good knowledge of the customers and the market needs have created 

barriers that force the new entrants to provide extra funds if they want to establish their 

position in the market. In contrast, because of the globalization and the 

internationalization of companies, there are many foreign rivals with outstanding 

reputations and brands who are keen to enter the Greek market and can easily gain a 

market share, for example the H&M Company. 

The clothing industry does not have substitute products because the main purpose of the 

industry is to manufacture clothes in order to satisfy the need for clothing (Solomon et 

aI., 2006). Clothes are dependent on the culture and the volatility of the fashion (Wang 

et ai. 2004). So, firms have to follow the fashion in order to satisfy the current trends 

and boost sales as well. For example, the latest fashion supports the expansion of the 
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casual wear sector of the clothing market with greater purchasing of less fonnal clothing 

and a growth in sales of sportswear and leisurewear. Another factor that needs to be 

analysed by the companies is the expansion of their existing brands to specialize in a 

wider range of sizes and fittings, in order to gain a new market share and satisfy other 

types of customers as well. 

Hence, the competition within the industry is very aggressive, especially among the 

leaders, who on the one hand are trying to fight to protect their existing market share 

and on the other hand are trying to gain a further share over the others. The clothing 

market is growing slowly and the companies are facing the problem of how to sustain 

their dominance and their power by expanding into new markets or by trying to 'steal' 

sales from their close competitors. Moreover, companies are trying to differentiate their 

products by offering extensive customer support and other related services (Cardoso and 

Tsourvakas, 2005). 

2.4 Industry market analysis 

The Greek clothing market emerged from the recession of the late 1980s, around 1992 

and has continued to benefit from the resurgence of High Street spending (lCAP, 2007). 

The market has also benefited from the growth in the number and range of clothing 

retailing outlets with expansion and diversification of outlets both in the chain and 

independent sector at the high-, mid- and low-end of the market. The resurgence of the 

retail clothing market towards the end of 1996 and 1997 reinforced the general belief of 

the industry that clothing retailers perform poorly in times of recession, but have the 

ability to emerge from downturns rapidly in comparison with other retailers, in different 

industries. 

According to the fmdings of a recent report, the volume of the market followed a 

positive increase over the last decade (ICAP, 2006). For example the total turnover of 

the year 2006 was € 2.860 million while the previous year was reaching € 2.500 million. 

The clothing sector is organized into three customer business units which according to 

ICAP (2006) have the following volume of sales: 

• Womenswear (54.3%) 

• Menswear (30.4%) 

• Childrenswear (15.3%) 

Based on recent findings the following retailers have the biggest market shares: 



• Zara (7.5%) 

• Sprider (3.5%) 

• Marks & Spencer (3%) 

• BSB (2.5%) 

• Benetton (2%) 

• Polo Ralph Lauren (1.5%) 

(Source: ICAP 2006) 
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2.5 The city of Thessaloniki 

Thessaloniki is located in northern Greece, and serves as a gateway to potential 

investors for the south-eastern European markets. Most of the retailers are concentrated 

in the city centre. However, the appearance of major shopping centres located in the 

outskirts of the city (e.g. Cosmos, Carrefour, Hondos Center, Macro) have developed a 

very strong presence within the retail market. According to ICAP (2007) the clothing 

market attracts both national and international retailers (i.e. Marks and Spencer, Mango. 

Notos Galleries, Benetton, Glou, Fokas Stores, Hondos Center, Gary Weber, etc). 

According to the National Statistics, in 2009 the Greek population reached 11.25 

million. The majority of Greeks live in the areas of Athens and Thessaloniki, with 

Thessaloniki being the second largest city in Greece, behind Athens, the capital. Athens 

accounts for around 4.5 million inhabitants, while the region of Thessaloniki has 1.25 

million inhabitants. Moreover these two distinct regions produce the majority of the 

Gross Domestic Product (GDP), with the retail market of Thessaloniki accounting for 

11 % of the national GDP. 

2.6 Students in Thessaloniki 

The city of Thessaloniki was selected as the area for collecting the data. It has two 

universities and one Technological Educational Institution. The Aristotle University has 

88,000 students and the University of Macedonia has 10,000 students. Similarly the 

Technological Education Institute has 18,000 students. For reasons of convenience and 

due to the limited availability of budget, we further restricted the collection of data to 

the students whose major was in business and marketing and who were studying at the 

Technological Educational Institute. 
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The Technological Educational Institutions in Greece were established in 1983 

according to the Greek Law 1401411983. They are technology-oriented institutions 

which are funded by the Greek Ministry of Education and Religious Affairs. Recently 

they were elevated according to the law 3549/2007, as being of equal standard to Greek 

Universities. 

Students are trained in different scientific disciplines, which include; Engineering and 

Technological applications, Health and Caring professions, Food Technology and 

Nutrition, Fine Arts and Design, and the sciences of Management and Economics, as 

well. The majority of the programmes are designed for undergraduate students and last 

four years. However, recent changes in the Greek Educational System gave them the 

privilege to provide postgraduate studies as well, with the collaboration of other 

National or International Universities. The quality of educational standards which they 

provide has considerably improved over the last years, as the Greek Government spends 

huge investments on them. The Greek Government aims to transform them to Technical 

Universities, which will differentiate them from the other National Universities. 

All Greek universities are strictly public, including TEIs. They do not charge tuition 

fees. The university halls of residence do not charge rent, but they can only 

accommodate a small number of students. Therefore the majority of them prefer to stay 

in private halls or to rent a flat or share an apartment with other co-students. Because 

most universities and TEIs are situated in large cities, such as Athens, Thessaloniki, 

Patra, and Heraklio, they usually attract students from all over the country. Hence the 

collection of data from universities that are in the major cities in Greece would be 

expected to be representative of educated young Greeks as consumer shoppers. 

2.7 Greek university students as 
apparel shoppers 

College students were selected as a target group for examining the problem under 

investigation, as they spend a great proportion of their income on clothing consumption. 

Evidence from the literature shows that young people tend to follow the fashion trends 

more easily compared with other groups. Therefore most of the apparel retailers target 

their products to that special group. Greek college students, when they choose to 



26 

purchase clothes, are influenced by many sources. Such sources arise from the effects of 

different media, fashion magazines, word of mouth, social groups, and store 

environment/layout (Cardoso and Tsourvakas, 2005). The authors, after exploring 

young Greek clothing consumers' attitudes, and using a qualitative analysis (i.e. focus 

groups) on a student sample, found that they are interested in buying clothes that offer 

value for their money. More explicitly, Greek college students select branded apparel 

clothes that simultaneously provide them with comfort, design, and quality. 

Moreover, Greek consumers, in order to form their final preferences evaluate those 

attachments in conjunction with the accompanied satisfaction received. Recent findings 

show that Greek consumers as apparel clothing shoppers are primarily influenced by the 

level of the price paid. On the other hand it was found that they show less interest in the 

benefits acquired (Greek Ministry of Development, 2008). 

While it was found that price acts as an important referent for them. The report also 

identified that consumers who are driven by the different prices seen on their apparel 

shopping trips are not influenced by the quality of the product. Thus they prefer to buy 

less expensive apparel clothes. The same is true for those who have as referents the 

discounted prices, or special offers. On the other hand those who are interested in 

buying expensive apparel products are interested more in the quality of the fabric and 

other aesthetics (i.e. beauty and image). Greek students are also characterized by a 

compulsive behaviour toward clothes. Given that, they are more impulsive driven, and 

do not spend additional effort and time on their purchases. 

Research carried out by Aulonitis et al. (2008) tried to examme what influenced 

consumer perceptions and consumption incentives, during real-time purchase decisions, 

i.e. inside a shopping centre. Data was collected from 593 customers, using the method 

of personal interviews. It was found that the majority of the customers were strongly 

interested in selecting products that were offered in shops that had a unique shopping 

environment and image (i.e. variety of assortment, price comparisons, friendly 

atmosphere, good service, and efficiency). However the data was collected from a 

consumer sample that was not just limited to students. Moreover shopping centres are 

usually located at the outskirts of a city, where it is possible to go only by public 

transport, or by car. In that case students have less chance to go to multi-centres as most 
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of them do not have their own transport. Thus their findings are not generalizable to 

capture students' behaviour, as well. 

Similarly, a more complete report was carried out by a private organization (Visa 

Europe, 2(07) that belongs to the banking sector. That organization frequently conducts 

marketing research targeted towards different groups of the shopping public. The 

specific research identified was targeted to young Greek consumers, aged over 17 years 

old, who lived in the city of Thessaloniki. Personal interviews were employed for a 

sample of 1000 young consumers, most of whom were working students, the aim of 

which was to measure customers' profiles in that domain. The following fmdings were 

noted that best characterize their shopping behaviour: 

• Greek young consumers in their consumption purchases tend to visit big stores only 

if they are accessed easily (i.e. they are inside the city centre). In contrast they prefer 

small stores, that are close to the city and to their neighbourhood 

• The majority of them prefer to do their shopping in the city centre 

• They seek branded products, but on the other hand if they like a non-branded one 

they will proceed to a purchase 

• They are more influenced by new trends and are fashion-oriented 

• They are more impulsive driven, and they do not keep tracks and records on their 

expenses. 

To conclude, the report identified that their clothing shopping behaviour is strongly 

influenced by other social groups. For example they prefer to go shopping alone, but 

they make their fmal decisions according to advice from their close peers, and their 

family. 

2.8 Summary 

The main conclusion is that reference points are characterized as dynamic constructs 

that are influenced by many factors. The literature revealed that these factors can be 

divided in two distinct dimensions, e.g. explicit and implicit. Most literature about the 

problem under investigation examines those dimensions separately, and without a clear 

indication of how they are elaborated by individuals. Therefore the main findings from 

the literature are somewhat disjointed and context dependent. On the other hand the 
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literature on reference points suggests that there is a considerable need to connect the 

impact of reference points with cognitive individual differences. Therefore decision­

making styles were selected and particularly the cognitive personality domain of 

consumer-decision making styles, as they better represent how consumers behave, act 

and make decisions. 

The next chapter analyses the literature on reference points, to try to capture a more 

concrete analysis of what constructs should be included in the conceptualization of 

reference points, which will be used in the qualitative approach that serves to build the 

reference points inventory. The current research on decision-making styles is also 

examined. 
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3. CHAPTER THREE: Literature Review on Reference Points 

3.0 Introduction 

A careful examination reVIew of the literature indicates that consumers use 

simultaneously both explicit and implicit reference points (Dholakia and Simonson, 

2005; Babutsidze, 2007). The former appear from the perspective of the seller (i.e. 

benefits, rewards, product attributes, assortments, framing and price), while the latter 

happen because of the consumer perspective (i.e. goals, timing or point of purchase, 

emotional state or other aesthetics, previous experiences, reference groups, culture). 

The mam problem in the current literature on reference points is that those two 

dimensions of referents have been examined separately and inside the domain of 

prospect theory (Kahneman and Tversky, 1979; Thaler, 2008). To date, no research has 

tried to bring together in a coherent way the findings of the considerable literature on 

consumer reference points. In addition the extant literature reveals that there is a 

substantial need for practitioners to study reference points with a wider variety of 

attributes, targeted to specific decision-making situations, trying in a meaningful way to 

conceptualize reference points (Hu et al., 2006). However this research differs 

significantly from the origins of prospect theory, in that the examination of reference 

points emanates directly from the consumers' minds on more realistic decision-making 

tasks. In fact reference points haven't yet been conceptualized as a whole construct. 

Therefore the problem addressed in this study is to identify which reference points 

consumers utilize in order to form their consumption preferences by developing a valid 

measurement scale. 

3.1 Theoretical background of 
reference points 

The literature on reference points has largely been guided by the principles of prospect 

theory. For example the main argument of prospect theory is that it is possible to 

examine every decision as a choice between prospects (reference points) and ultimately 

by framing those prospects or violating them by anchoring them differently one can 

gain more reliable results (Kahneman, 2003). Moreover reference points were given to 

actors in specific decision tasks, without examining further to uncover the basis of the 

formation of reference points. However, consumers do not always behave following the 
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principles of prospect theory, i.e. they are not always seeking absolute maximization 

over their choices, and they are not always interpreting decision tasks in terms of 

perceived gains and losses (Van Osselaer, 2005; Babutsidze, 2007). 

Prospect theory derives from the work of Kahneman and Tversky (1979) which 

presented an alternative to the principles of the earlier utility theory (Friedman and 

Savage, 1948; Shafir and Thaler, 2006; Staddon, 1992; Thaler, 2008; Tversky and 

Kahneman, 1986). According to utility theory individuals seek absolute maximization 

of the expected value (Friedman and Savage, 1952; Van Osselaer et aI., 2005). The 

expected value is derived rationally by evaluating different choice alternatives and 

selecting the option that has the maximum return (Friedman and Savage, 1948). Thus 

the principle of utility theory stands upon absolute maximization of choices and 

preferences (Shafir and Thaler, 2006). 

However, prospect theory argues that individuals do act in this way, but, rather, make 

subjective evaluations which can be regarded as irrational in the world of specific 

presuppositions (Tversky and Kahneman, 1986; Devetag, 1999; Mayhew and Winer, 

2002). The prospect theorists examined multiple categories of examples, in which 

preferences in diverse situations violate the axioms of utility theory (see also Thaler, 

1980; Laibson and Zeckhauser, 1998; Kahneman, 2003). 

Devetag (1999) points out that preferences are structured by association with a reference 

point, which has an impact on the anticipated gains and losses. In addition, she argued 

that consumers have time-inconsistent preferences, and their evaluations of different 

products are qualified by self-structured heuristics that arise from social and self-interest 

considerations. Laibson and Zeckhauser (1998) concluded that the work ofTversky and 

Kahneman explained in general the inequalities in human judgement about decision­

making, highlighting only the externalities for their rationale, but without giving any 

further explanation for the origin of those irregularities. 

According to prospect theory, when decisions are made under risk, people (consumers) 

under-weight or underestimate outcomes that are only probable, as opposed to those that 

are certain. Prospect theory has been examined by placing actors in bounded rationality 

problems, using several prospects and distinct preferences, to study phenomena such as 



32 

the gambling effect. The results indicated that consumers are risk-seeking for losses that 

are below the reference point and risk-averse for gains that are above the reference 

point. In other words, consumers are risk-averse in choices that involve sure gains, and 

risk-seeking in choices that involve sure losses. This is depicted in figure 3.1.as an S­

value function: 

Figure 3:1 S-value Function 

VALUE 

LOSSES ____ ~--~--~----_ GArNS 

Hypothetical value function adapted by Kahneman and Tversky (1979: p.279) 

The main two characteristics of the S-value function are the following: 

(i) The value function is concave in the domain of gains (U" (x) <0, x>O) 

and convex in the domain of losses (U"(x» 0, x<O) and 

(ii) The value function is loss aversion, declining steeply in the domain of 

losses (Kahneman and Tversky, 1979; Thaler, 1985; Kahneman, 1992). 

Laboratory experiments have shown that people absorb more disutility or negativity for 

a potential loss, compared with the value and benefit from a potential gain (v(x) <Iv (­

x)l, x>O), i.e. the 'disutility' for losing $50 exceeds the 'utility' of obtaining (gaining) 

the same amount of money (v (50) <v (-50» (Kahneman and Tversky, 1979; Tversky 

and Kahneman, 1986). In addition, the S-value function follows the rules of diminishing 

sensitivity. For example the importance of the pleasure for moving from $50 to $60 is 

less compared with the movement from $5 to $10 (Heath et al., 1999). 

One drawback of prospect theory is the difficulty of predicting how consumers reframe 

decision-making problems and behave in a real-time situation. Barkan et al. 's (2005) 
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investigation into the area of integration and segregation recognizes that there exists a 

dynamic inconsistency bias, between the process of planned and actual consumer 

choices. The author's verdict was that people have more concrete knowledge about a 

specific product when they have already acquired one, rather than when they are buying 

it for the first time. Munro and Sugden (2003) criticized the endowment effect or status­

quo bias, by underlining that reference points so far have been tested exogenously, 

which means that they are applied to decision-makers without examining possible 

discrepancies in other endogenous variables, such as customary or habitual 

consumption. 

For example, consumers are most likely to search for additional information that will 

iterate and transform their initial reference points to more concrete and reliable ones, 

which on the actual decision frame will become their final reference points. That 

presupposition was previously suggested, in the work of Kahneman and Tversky 

(1979), to be risk-averse for positive frames and risk-seeking for negative frames. 

Related to that, Kinleyet al. (2000) stressed that consumers, during their consumption 

tasks, have to process a plethora of information arising from personal cues, such as 

family, friends, co-workers, culture and from non-personal (or promotional) cues, that 

originate from marketing mix intensive variables (Kinley et a1., 2000). 

Furthermore in order to form their preferences, they use as a path their personal 

subjective maximization of utilities for evaluating specific products. For example it is 

envisaged that each option is a collection of attribute claims (Bettman et al., 1998) 

which consumers subjectively select and anchor in their mindsets (Babutsidze, 2007) 

with the most salient one dominating the others (Tversky and Sattath, 1979; Busemeyer 

and Johnson, 2003). They adopt this strategy by formulating individual justifications so 

as to constantly support and convince themselves that they have made the best choice, 

e.g. a trade-off between price versus quality (Simonson, 1989; Sheth et a1. (1991). 

Therefore as a key path they elaborate on and use different reference points. 

On the other hand, Bettrnan et al. (1998) suggested that consumers often make decisions 

on the spot, and that rather than having existing well-structured preferences, they 

develop them using a variety of constructive choice strategies (e.g. weighted added 

strategy, highest value strategy, lexicographic and elimination by aspects strategy). A 
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good example of a constructive consumer decision task is the purchase of a car with 

various attributes as presented in Table 3.1. 

Table 3:1 Constructive Consumer Decision-Making Task 

Car Reliability Price Safety Horsepower 

A Worst Best Good Very poor 

B Best Worst Worst Good 

C Poor Very good Average Average 

D Average Poor Best Worst 

E Worst Very poor Good Best 

NOTE -Attnbutes are scored 011 seven-pomt scales rangmg from best to worst, with best mdlcatmg the 
most desirable value for the attribute and worst indicating the least desirable value. 
(Bettman et aI., 1998) 

Bettman et a1. (1998) noted that the same individuals can use different strategies 10 

order to make their fmal decisions. However their preferences are always context­

dependent. This also indicates that preferences are subject to information processing. As 

consumers acquire more information regarding a specific consumption decision task, 

their initial preferences will be reformed and reshaped. 

Because consumers have limited capacity to process the amount of information 

presented to them, they use different indicators as reference points simultaneously, so as 

to make their fmal selections, e.g. the use of attributes such as reliability only, or 

reliability versus price, and price versus safety. Betts and Taran (2005) showed 

empirically that consumers are risk-seeking below the average reference point, e.g. the 

reliability of a car brand compared with the price of it, or vice versa. Novemsky et a1. 

(2007) added that consumers construct their choices during their buying process m 

terms of preference fluency. 

In addition, it is commonly accepted by social psychologists that when consumers have 

to make a decision, they take into consideration the engagement of a possible stimulus 

that may arise from past or current experiences. Klein and Oglethorpe (1987), in their 

research, posed a question regarding the meaning of possible reference prices and 

whether they can be perceived as reference points. They identified that a consumer 

creates reference points, e.g. the price, for different reasons. 
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They summed up those categories as: aspirational price (the price that I would like to 

payor a reasonable price); the market price (which is the average retail price); and 

historical price (which is the last price I paid or the price I usually pay). Their question 

is not significant however, as in their research they could not find reasonable 

explanations. They stated that further research needed to be conducted, which would be 

targeted at the inner psyche and mind sets in order to assess the meaning and reasoning 

of how consumers utilize and categorize reference points. Thus, in order for this to be 

achieved, it is necessary to open up the factors that affect the conceptualization of 

reference points. 

3.2 The explicit reference point 
literature 

Explicit reference points are those that arise from a seller's perspective (Dholakia and 

Simonson, 2005). A review of the literature on explicit reference points has highlighted 

the following: 

3.2.1 Price referents 

A reference price is an indicator that influences consumer price preferences. A reference 

price can arise from different sources, i.e. the price of past purchases (Briesch et aI., 

1997), the current prices of an alternative product (Biehal and Chakravarti, 1983), or a 

suggested price that comes from a friend or other peer group (Mussweiler, 2003). The 

main point is that the construct ofa reference price appears in the domain of the seller, 

whatever its source. The effect of time on reference prices is an important factor that 

drives consumers to reorganize and shape their final preferences. For example, a 

consumer, during a buying-decision process, untangles different sets of reference prices, 

as new information is collected from various sources (Tarnanidis and Frimpong, 2009). 

Briesch et al. (1997), after making a comparative analysis of existing reference price 

models (Hardie et aI., 1993; Rajendran and Tellis, 1994; Mazumdar and Papatia, 1995; 

Krishnamurthi et aI., 1992; Kalyanaram and Little, 1994; Kalwani et aI., 1990; Winer, 

1986), identified five models on which consumers make their choices with respect to the 

indicators of possible reference prices: 

• First, the consumer choice may be based on "Random Brand's Current Price", and 

is associated with a lack of familiarity and knowledge. These consumers usually 

choose a brand out of habit, and it makes consumers pick a random choice from the 

available alternatives. The authors argue that consumers create an initial reference 
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point, i.e. brands that are presented inside the store, and then a comparison analysis 

with other brands is inevitably made. 

• Second, the consumer choice may be based on "Reference Brand's Current 

Price", which relates to retrieved memories from past purchases of a specific 

brand and acts as an indicator for the formation of reference prices. 

• The third indicator is the "Prices of Previously Selected Brands ", and it enables 

consumers to screen rapidly all the available price information given, by starting to 

eliminate options according to their past knowledge. The elaboration of this model 

is based on the work ofBiehal and Chakravarti (1983) who argued that consumers 

often store and use information about products that they can relate to previous 

experience, rather than products they have not experienced, or similar products 

which they reject as a bundle of products (for a review see Biehal and Chakravarti 

1983). 

• The fourth indicator is "Brand-Spec~fic Past Prices", and is common to the history 

of a specific brand, its previous price and its current price. 

• Fifth, there is "Brand-Specific Past Prices and Other Information", which arises 

with most of the previous models, but includes information regarding the 

willingness to buy specific brands according to a favourable current deal. 

Reference price indicators are important sources of reference points that consumers 

utilize during their decision-making (Wertenbroch et ai., 2007). However, according to 

Yin and Paswan (2007) the construct of reference price is very volatile as it depends on 

the product type and on the different price comparisons that consumers usually make. 

Besides, the research carried out by Briesch et al. (1997), assumes that most consumers 

use memory-based models in which they assess information that comes from the 

perceived price history. However, it should be noted that those five models were 

developed to identify possible indicators of reference prices in purchases of specific 

products, such as peanut butter, liquid detergent, tissues, or coffee. Therefore further 

research needs to be conducted in order to capture factors that can act as an antecedent 

for price referents and which will help in the conceptualization of the construct. 

As an example, one such factor, according to the research undertaken by Johnson et al. 

(1999), is the effect of bundled and de-bundled product offerings. These days, marketers 

clearly use reference point assimilation of multiple complementary products, offering 
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consumers a unique set package with a favourable price, e.g. a package that includes a 

perfume, a deodorant, and a bath lotion, at a fixed price (Mulhern and Leone, 1991; 

Simonson et a1., 1994). It was found that two dimensions of perceived gains and losses 

should be included with an overall package price (i.e. bundled=integrated), the price 

discount information displayed separately (i.e. debundled=segregated). 

As Hamilton and Koukova (2006) indicate, consumers judge the different product 

packages according to the presentation format that they have, e.g. labelling. For 

example, we can consider the discounted bundling of a computer and a printer, which 

can be labelled as 'suitable for students' or 'for office use only'. Thus, the presentation 

format of bundling options influences consumer choices and the formation of reference 

points. 

Adaval and Monroe (2002) investigated the influence of contextual information on price 

evaluation, that is, consumers perceive different prices when the product is in either a 

high or low price context. Product B may be perceived as expensive in a low price 

context [A=$60, B= 5100, C= $70] or as inexpensive in another context with higher 

prices [B= 5100, D=$125 E=$150]. What is more, the authors showed that consumer 

judgements about product price are reflected in the first price they see. They illustrate 

with the example of a $30 shirt, which can be perceived as cheap or expensive 

depending on whether consumers saw it before their exposure to a more expensive or 

cheaper shirt. 

The extant literature suggests that the selection of a reference price can be strongly 

influenced by other extrinsic cues, such as the country in which the product was 

manufactured, or Country of Origin (COO). For example Piron (2000) examined the 

effects of COO on (in)conspicuous consumption by employing Bourne's (1957) 

typology of four dimensions, i.e. public versus private consumption and luxury versus 

necessity consumption. The author defined conspicuous consumption as "the social and 

public visibility surrounding the consumption of the product" (p.309). He maintained 

that COO had a significant impact on consumer decision-making in a wide variety of 

consumer product categories, such as clothing, food products, beverages, perfumes and 

electronics or even cars. In addition, he showed that the effects of COO being displayed 
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on the labels of products would be more influential for luxury products than for 

necessity goods. 

Another such factor which has an indirect effect on consumer judgement about the 

formation of price referents is the locus of control, either external or internal. This 

factor does not belong with extrinsic cues that accompany a product offer, nor intrinsic 

ones, though it arises from deep personal cues, and it is associated with other social 

referents (Kongsompong , 2006). Kongsompong attempted to measure the impact of 

internal versus external locus of control, in two different countries, Australia 

(individualist) and Singapore (collectivistic). He concluded that people with an internal 

locus of control are more direct with their decisions and are less influenced by other 

social and cultural referents (e.g. reference groups). Therefore those consumers who 

have a high internal locus of control are not influenced by others and could be 

characterized as self-referents. An external locus of control however is more important 

for those consumers who are more ambivalent about their consumption choices and who 

ultimately are more vulnerable to social influences. Finally, the author showed that 

individualistic cultures are more internally oriented, whereas collectivistic cultures are 

externally oriented. 

Chandrashekaran (2001), and Chandrashekaran and Jagpal (1995), analysed the 

construct of reference price in terms of a unitized and non-unitized internal reference 

price. They suggested that four constructs of reference prices could be developed from 

previous findings, i.e. a fair price (Thaler, 1985), a reservation price (Bearden et aI., 

1982), a lowest-observed price and a normal price. Their examination was based on the 

measurement of effects of different levels of involvement with regard to the offer value. 

The authors utilized a model which included two separate processes in which internal 

reference prices act as reference points and could be used differently by consumers as 

presented in figures 3.2 and 3.3. 
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The idea of the offer value is a strong mediator in the buying decision process (e.g. 

Greenwald and Banaji, 1995), and directly affects the formation of an internal reference 

price (Zaichkowsky, 1985). Chandrashekaran (2001) found that the level of the 

consumers' involvement in different product categories (e.g. high or low) influences the 

strategy that they employ in their consumption choice. In addition he found that 

consumers prefer to use multiple internal reference prices. However one limitation of 

his fmdings was that the results are valid and consistent with regard to only one 

construct, offer value. 
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Wertenbroch et at. (2007) examined consumer choices between the nominal and real 

value of money, in terms of assessing the differences of reference values such as budget 

constraints. The authors found that consumers make choices between different products 

by having as implicit reference points their own available budget. For example 

consumers always consider perceived differences between the money spent on a 

specific product (e.g. nominal value) and their own shopping budget (e.g. real value). 

Therefore there is a considerable need to develop the links between such constructs. 

As a whole it can be concluded by the researcher that the construct of reference price 

belongs to the category of explicit reference points, which consumers select to use, in 

order to form their final consumption preferences. In addition the construct of reference 

price is an important source of referent, which helps consumers to foml their final 

preferences. For example consumers evaluate apparel clothes based on the 

aforementioned different sources of reference price (Kongsompong, 2006; Briesh et aI., 

1997). Therefore price referents strongly affect consumers' product evaluations and 

decision-making, and which needs to be included in the aforementioned 

conceptualization of referents. 

3.2.2 Framing referents 

Most research on reference points has been guided by behavioural economics, which 

has constantly challenged the principles of normative economics (Friedman and Savage, 

1952). According to Friedman and Savage (1948) normative economics explicitly 

underpins the domain of rational choice theory. In economics, rational choice theory 

relates to the principles of utility theory, in which individuals act rationally and seek 

absolute maximization of their choices (Lichbach, 2003). On the other hand, 

behavioural economics implicitly underpins the domain of rational choice theory, where 

individuals act rationally, but without seeking to maximize their preferences and 

choices. Instead they suggest that consumer choices and preferences are context­

dependent (Bettman et aI., 1998). This can be seen in the different framing of 

preferences. 

McKenzie and Nelson (2003) state that framing effects involve the rewording of 

descriptions of attributes and have a direct effect and impact on people's choices and 
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preferences. For example research on measuring the effects of framing has been made in 

the areas of: 

• Aggregation and segregation of paying back a loan from one's current wealth 

(Kahneman and Tversky, 1984; Tversky and Kahnernan, 1981; Thaler, 1985; Frisch, 

1993; Beggan, 1994) 

• Bargaining and purchase negotiations (Neale and Bazerman, 1985; Neale et aI., 

1987; Schurr, 1987; Beggan and Manelli, 1994) 

• Medical treatments (Levin et aI., 1988; Levin and Chapman, 1990, Levin and 

Chapman, 1993; Maule, 1989) 

• Organizational and fmancial decisions (Qualls and Puto, 1989; Roszkowski and 

Snelbecker, 1990; Arkes et aI., 2008) 

• Promotions and advertisements, i.e. for positive/negative experiences of products 

that exert strong/weak framing effects (Hoch and Ha, 1986; Dunegan, 1996; Grewal 

et a1., 1994) 

• Product attributes (Levin et aI., 1988; Dholakia and Simonson, 2005; Hu et aI., 

2006; McDaniels, 1992 ). 

Those constructs can be perceived as gains when they are framed positively, and as 

losses when they are framed negatively (Tversky and Kahneman, 1981, Tversky and 

Kahneman, 1986; Fagley and Miller, 1997; Reyna and Brainerd, 1991; Bohm and Lind, 

1992; Highhouse and Paese, 1996). For instance, one can consider the ubiquitous 

example that was constructed initially by Tversky and Kahneman ( 1981) of the prospect 

of an Asian disease from which 600 people were expected to die. Respondents had to 

make a decision between two equal alternative options (i.e. If programme A was 

adopted, 200 people would be saved, whereas if programme B was adopted, there would 

be 113 probability that 600 people would be saved, and 2/3 probability that no people 

would be saved). The majority of respondents (78%) preferred the positive framing, 

which is the fIrst option. Fagley and Miller (1997) reported that in risky choices such as 

life or money matters, outcomes showed that the former is predominantly perceived in a 

negative frame, while the latter is preponderant in a positive frame. 

As Levin and Gaeth (1988) realized, people tend to focus on positive/negative 

characteristics of the product, according to positive/negative messages. They measured 

the impact of framing effects on intrinsic product attributes, e.g. qualitative attributes of 
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ground beef, that were framed as either 75% lean or 25 % fat. They concluded that the 

consumers' preference was for the beef with the more favourable information, and 

stressed the importance of this labelling when consumers actually use the product itself. 

For example in the case of the '75% lean' labelling, consumers evaluated only the 

positive attributes, and conversely, only the negative attributes in the other case of the 

'25% fat' labelling. McKenzie and Nelson (2003) added that credible and accurate 

frames resulted in more implicit information. For example in the case of ground beef, 

the message '25% fat' immediately conveys its fat content in the ingredients, and thus 

consumers describe it likewise. Similarly Levin et al. (1988) examined attribute framing 

for success or failure rates in medical treatment, where they found the same results. And 

in more recent research they concluded that the findings were consistent and reliable, as 

the same alternative was evaluated as more favourable in the case of the positive 

description and less favourable in the case of the negative description (Levin et al. 

1998). However these fmdings also suggest that consumer perceptions and previous 

experience about specific products are reframed according to the information presented. 

In a similar vein, Levin et al. (1988) developed a typology distinguishing three types of 

framing effect: risky choice framing (e.g. ifprograrnme A is adopted 113 of the persons 

treated will reduce their cholesteroL and if programme B is adopted there is a 1 in 3 

chance that all the people will reduce the cholesteroL whereas there is a 2 in 3 chance all 

will fail), attribute framing (e.g. the example with ground beef) and goal framing (e.g. 

not eating red meat because it increases the probability of heart disease). 

More recently, Levin et al. (2002) examined the relationship between those three types 

of framing referents, by using the aforementioned examples and connecting them with 

the individual differences that arise from the use of the "Big Five Personality Inventory" 

(Digman, 1990) and the "Rational-Experiential Inventory" (Epstein et aI., 1996). The 

results from the laboratory experiment indicated that framing effects for attribute and 

risky choice were most reliable, and that among those three types there was low 

interdependency. Furthermore their results supported the hypothesis that individual 

differences arise from the domain of personality affecting the way people judge 

reference points. 
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Simonson and Tversky (1992) proposed two principles which affect consumer buying 

decisions: trade-off contrasts and extremeness aversion. The authors used an 

experimental method to examine consumers' evaluations of different product trade-offs 

(e.g. three types of video cameras). The principle of extremeness aversion is that only 

intermediate options will be considered. They found that the same product appears more 

attractive when compared against less favourable alternatives and vice versa. In 

addition, they showed that the principle of trade-off contrasts can be effectively applied 

when making trade-offs amongst different product attributes. 

Simonson (1989) pointed out that consumers evaluate products by making comparisons 

with alternative brands. He stressed that brands can increase their share and their image 

when they manage to become alternatives in a specific set of potential market choices. It 

can be argued that this indicator of reference points is more applicable to expensive 

purchases (e.g. clothing items). However, Simonson and Tversky (1992) concluded that 

consumers are more likely to be influenced by context effects if they do not have 

established preferences. In contrast, when consumers have articulated preferences, then 

context effects will exert less impact on them. 

The research carried out by Dholakia and Simonson (2005) was based on examining on­

line bidding behaviours. Specifically they managed to discover the most important 

behaviours in how consumer judgement is formed during an on-line buying process. 

They concluded that explicit points of reference engender more cautious and risk-averse 

behaviour. On the other hand they found that the use of comparisons brought in context 

effects and framing. They proposed, for example, that the use of comparisons as 

reference points could be made more effective for strong brands, compared with 

intermediate ones, which are less challenging. Strong brands would thus be more 

effective in engaging implicit reference points, while intermediate ones engage explicit 

reference points. 

3.2.3 Product attribute referents 

Van Ittersum et al. (2005) stated that prime attributes act as internal reference points, 

which are shaped through previous use of the product. When the trade-offs among 

different product attribute levels are larger, the attributes become more prominent in the 

consumer's mind set. The implications of priming attributes were examined in the work 
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of Yi (1990), in which he demonstrated that consumers make different judgements of 

the same product, depending on contextual factors, e.g. information in ads or 

information in magazines, which ultimately can change the consumer's initial beliefs. 

Heyman et a1. (2005) examined reference points in terms of shifting from background 

reference points to immediate ones, with regard to the measurement of pleasure 

anticipation in the pre-purchase and post-purchase decision processes. In their research, 

they reported that background reference points (e.g. previous knowledge) can modify 

the gratification of immediate reference points (e.g. current knowledge), and ultimately 

can make the difference between pleasure and counterfactual outcomes. For example 

"what might have been" does not outweigh "what actually occurred" in a losing gamble, 

and "being on a winning streak" produces greater pleasure after losing some money 

than after not losing any. This refers to when someone loses a bet but doesn't lose as 

much as they could have done 

Evidence from the literature also suggests that satisfied customers usually re-purchase 

the same products (e.g. Dabholkar, 1994; Erevelles and Leavitt, 1992; Fournier and 

Mick, 1999). Those consumers also have more vivid and ambiguous expectations. The 

same implications can be seen in consumption situations in terms of acquisition or 

forfeiture of distinct product attributes, between hedonistic and utilitarian product 

attributes (for a review see: Batra and Ahtola, 1990; Wertenbroch and Dhar, 2000; 

Hirschman and Holbrook, 1982; Mano and Oliver, 1993; O'Curry and Strahilevits, 

2001; Lageat et aI., 2003). 

Wertenbroch and Dhar (2000) argued that consumers make their purchases according to 

an evaluation of sensory and non-sensory attributes and that consumers during the 

buying process are influenced differently in their choices by those two classes of 

attributes. In the first category consumers are trying to satisfy their needs and wants 

more profoundly. Thus they seek attributes for pleasure, passion, and excitement. Such 

purchases are items such as branded clothes, perfumes, and luxury cars. In the other 

category consumers are seeking satisfaction more theoretically. In that case they use 

instrumental and functional attributes. Such purchases would be microwaves, alarm 

clocks, and computers (Wertenbroch and Dhar, 2000). 
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The practical implications that Wertenbroch and Dhar (2000) examined were based on 

the extent to which those different reference points entwine and influence consumer 

choices between the trade-offs among specific core attributes. For example, where one 

is faced with the choice of a simple non-branded generic wrist watch versus a branded 

one, like Gucci or Timberland .. In addition, Lageat et at. (2003: p.97) pointed out that 

"Closing the door of a Rolls Royce produces a more elegant sound than closing the door 

of a Volkswagen Beetle". Likewise Hirchman and Holbrook (1982: p.92) argued that 

"smelling a perfume may cause the consumer not only to perceive and encode its scent 

but also to generate internal imagery containing sights, sounds and tactile impressions, 

all of which are also experienced". 

However Lageat et al. (2003) and Seock and Bailey (2009) maintained that the existing 

literature had not addressed thoroughly the relevance of those two attributes since it is 

difficult to understand why consumers act in a favourable manner towards certain 

products. Hence the authors concluded that consumer evaluations are built on subjective 

sensory experiences. For example if consumers do not have the tacit knowledge or 

expertise to assess the different attributes of a product, or simply lack interest, as an 

alternative strategy they obtain some reference points according to their sensory 

experiences and beliefs, which all playa dominant role in the actual purchase decision­

making. 

3.2.4 Reward referents 

Consumer choices are also affected by the value of rewards which are acquired from the 

selection of products. Marketers use frequency loyalty programmes (FPs) as an 

extension of their marketing mix tools, in order to retain their customers (Kivetz and 

Simonson, 2002). Evidence from the literature suggests that nowadays sellers are using 

FPs extensively, with the ultimate goal of retaining their existing sales and customers. It 

is generally accepted that retaining an existing customer is more cost-effective than 

acquiring a new one (O'Brien and Jones, 1995). 

Furthermore sellers are seeking to change customers' willingness to buy, from 

impulsive to planned purchasing behaviours. This will help customers as well, since 

they will favour more stable gains (Kopalle and Neslin, 2003; Dowling and Uncles, 

1997). Therefore they create long-term marketing programmes which are based on 
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measunng individual purchases more easily in terms of future cumulative rewards 

(Lewis, 2004). Significant research carried out by Kivetz and Simonson (2003), 

contributed to the development of assessing individual choices with regard to their 

idiosyncratic patterns of heuristics. The authors suggest that consumer choices arise 

from their self-beliefs about the suitability of different product offers, which stern from 

satisfaction of their personal needs. In their research they tried to analyse idiosyncratic 

fit versus individual efforts in joining different FPs, e.g. a gas station programme that is 

close to one's house (low individual effort=high idiosyncratic fit) or not close (high 

individual effort=low idiosyncratic fit). They outlined that the differences in the two 

extremes among consumers are based upon the advantages of reference efforts. 

According to Kivetz (2003) consumers make positive or negative evaluations of 

rewards according to the magnitude of prospects related to investing contingent efforts. 

He attempted to associate the intrinsic motivation of contingent effort with the outcomes 

of prospect theory. He asserted that consumer preferences are more favourable with 

certain, small, and sure rewards, compared with large and uncertain rewards. For 

example a consumer choice that includes a possible and substantial reward is either to 

become a card member that provides for future discount purchases. which are relatively 

small but easily realized rewards. or to collect miles from an airline company, so as to 

enjoy a free voucher for a romantic destination that includes free hotel offers. 

Similarly with effort rewards the author adds that they usually take risky forms. e.g. 

uncertain prizes in frequency programmes, like participation in a lottery. with a low 

probability of winning a super prize, as the participation rate will be very high. 

According to mental accounting theory the outcome of not receiving a reward by not 

adding any effort can be seen as a neutral value of "status quo", and not as a loss. i.e. 

Vo(x) = x and RE = 0 (reference point effort equals zero). Conversely, the other case 

where a choice demands a substantial effort by the participant, transforms the value of x 

and the reference point to greater than zero, i.e. VE = x and RE >- O. This presupposition 

follows the rules of prospect theory and can be explained from the perspective of value. 

which is greater when there is effort and reward, i.e. VE(x) - VECO) >- VoCx) - Vo(O). 

Kivets and Strahilevitz (2001) underline that consumers. by utilizing such promotional 

tools. want to satisfy their status quo, i.e. they seek self-justification and more 
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accountability for their choices. Accordingly, Ordonez et a1. (2000) have examined the 

effects of multiple reference points with regard to potential satisfaction and fairness 

appraisal. They argue that usually consumers use multiple reference points, i.e. price 

versus quality and rewards versus fairness. The authors tried to measure the 

discrepancies and asymmetries of accompanying multiple referents in the domain of 

salary gains among MBA graduate students. They used comparison judgements in terms 

of having a focal point (target), which in that case would be the salary that MBA 

graduates would obtain when they were employed. However, they found that the costs 

of 'pain' were greater for those who received lower salaries in relation to their 

colleagues, than for those who received higher salaries. With fairness assessment they 

found many discrepant effects, such as the focal target being perceived as less fair by 

those who received a salary below it, and more fair by those who received a salary 

above it. Likewise, consumers would be more elated and happy if, with a purchase of 

one product, they received an unexpected reward or offer, but would feel more 

displeasure if they had been expecting a reward but didn't get one. 

3.2.5 Assortment referents 

Chernev (2003) notes that the breadth of assortment in a specific product category has a 

strong impact on consumer preferences, since they have to evaluate more choices before 

making the fmal selection. However, recent research has shown that when consumers 

have more choices, the decision tasks become more vague, confusing and uncertain 

(Dhar, 1997; Oppewal and Koelemeijer, 2005). 

The research carried out by Chernev (2003) was based on measuring the factors on 

which consumer choices and preferences are strengthened or weakened, in conjunction 

with large/small assortments. His contribution was based on measuring as a factor, 'an 

ideal point availability' that makes consumers narrow down their choices. He 

demonstrated the importance of this 'ideal point availability' as a combination of 

attributes that act as a mediating factor on consumer preferences pointing to 

larger/smaller assortments. More recently, Chernev (2006) found that when consumers 

have articulated preferences, like a combination of favourable attributes which they 

will seek to identify when being exposed either to large or to small assortments, then, 

where there is a wide choice, they will have stronger preferences in distinguishing their 

ideal choice from the alternatives while with a smaller assortment they will be less 
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committed by strong preferences. Therefore the 'ideal point availability' can be 

interpreted as an explicit reference point. 

3.3 The implicit reference point 
literature 

Implicit reference points are those that anse from the perspective of a consumer 

(Dholakia and Simonson, 2005). The following referents were identified from a review 

of the literature on implicit reference points: 

3.3.1 Goal referents 

Heath et al. (1999) claim that consumers make their choices according to their personal 

goals. Personal goals are a focal source of implicit reference points, e.g. buying one's 

favourite perfume by the end of month. The authors suggest that the literature on goals 

(for a review see Tolman, 1959; Locke & Latham, 1991; Markus and Ruvolo, 1989; 

Pervin, 1989) gives new insights into the decision-making literature (e.g. Kahneman and 

Tversky 1979; Thaler 1980, 1985). Their research was based on the principles of the S­

value function (Kahneman and Tversky, 1979), where they demonstrated that goals can 

be examined as reference points which can alter the values in terms of loss aversion and 

diminishing sensitivity. For example when people are below their goals (losses) they try 

harder to attain the target results. On the other hand when they are above their goals 

(gains), their additional performance or effort will be less (e.g. Loewenstein et aL. 1989; 

Loewenstein et al, 2001). Sheth et al. (1991) defined goals as seeking and satisfying 

multiple values. The elaboration of those multiple values was taken from the previous 

work Maslow's hierarchy of needs (1943, 1954, and 1970) and also from recent 

personality models (Sheth , 1974; Sheth et aI., 1990). Those multiple values are 

presented in figure 3.4. 



Figure 3:4 Multiple Consumption Values 
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The authors suggest that consumer choice is a function of those multiple consumption 

values and their influences arise from the specific choice situation. They have defined 

the values as follows: 

(a) Functional value: The perceived utility acquired from functional utilitarian 

and physical performance. 

(b) Social value: The perceived utility acquired from an alternative's association 

with one or more specific social groups. 

(c) Emotional value: The perceived utility acquired from an alternative's 

capacity to arouse feelings of affective states. 

(d) Epistemic value: The perceived utility acquired from an alternative's 

capacity to arouse curiosity, provide novelty, and/or satisfy a desire for 

knowledge. 

(e) Conditional value: The perceived utility acquired by an alternative as the 

result of the specific situation or set of circumstances, facing the choice 

maker (Sheth et al., 1991: pp. 160-162). 

They argue that consumer choices can be a combination of those values, or a duel or 

trade-off among them. They illustrate the example (p.163) of a home buyer who seeks 

to satisfy and combine all the five values in a decision regarding a new apartment. 

(a) Functional value: The new home is larger and more comfortable than his/her 

previous apartment. 

(b) Social value: His/her friends are looking to purchase a new apartment in the 

same area. 
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(c) Emotional value: The new apartment offers more security. 

(d) Epistemic value: The consumer enjoys the whole process as he/she uses and 

acquires more knowledge. 

(e) Conditional value: The new apartment is closer to his/her work, or is closer 

to the city centre. Additionally he/she can start a new family as the new 

apartment is bigger. 

From this example we can conclude that those associated values act as goals, which in 

turn playa vital role in the final formulation of the purchase decision. Thus, they are 

important implicit reference points. Bettman (1979) argues that the consumer buying­

decision process has already previously been formulated through information­

processing, suggesting that consumers are behaving more coherently and logically in 

formulating their goals. 

In contrast Holbrook (1999) examined the experiential aspects of consumption, as 

opposed to the informational aspects. He found that consumers are not only looking to 

justify/satisfy their primary goals but are following a more complex process which 

embraces psychoanalytic and cognitive motivations, such as feelings, fun, and fantasies. 

To that extent, Adaval (2001) demonstrated that the status quo or the prevailing 

psychological situations of consumers, e.g. feeling happy/unhappy, exerts important 

influences on the final choices, thus the dominance of evaluating hedonistic attributes, 

compared with utilitarian ones. 

Van Osselaer et at (2005) identified three types of goals which act as implicit reference 

points, and influence the ultimate selection of specific preferences or alternative product 

bundles: consumption goals, criterion goals and process goals. These goals are activated 

either directly/consciously or indirectly/subconsciously. With the first category, the 

consumption goals, a selection of products is related to the perceived interpretation of 

potential benefits, i.e. consumers buy beverages because they seek satisfaction of their 

cognitive and sensory experiences (e.g. the products taste good or give them a better 

image that reflects their own lives and personality traits), rather than because they are 

considering them as a cluster of accompanied attributes (e.g. package, price, 

ingredients). The second category, criterion goals, emanates from consumer prospects 

of seeking absolute satisfaction, a lack of knowledge resulting from a limited capacity to 
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assess all the information presented in specific product bundles (e.g. Bettman et aI., 

1998) and the need to justify and self-present tastes and preferences to others (e.g. 

Simonson, 1989; Puntoni and Tavassoli, 2004). The third category, process goals, 

includes issues about the whole buying-decision process, such as negative or positive 

emotions and the impact of perceived ease or difficulty of acquiring the product. 

Previous research findings suggested that consumer goals could be categorized as 

choice, value, and anticipated satisfaction-oriented goals (e.g. Schkade and Johnson, 

1989; Tversky et aI., 1988; Carmon and Simonson, 1998; Shiv and Huber, 2000). Those 

different goal-sets exert different influences on how consumers deal with products and 

how their preferences are altered and structured during the whole buying process. Shiv 

and Huber (2000) examined goals in relation to the anticipated satisfaction of mental 

images. They claimed that a consumer's cognitive system recognizes and interprets the 

different reference points based on presuppositions of visualized ease, and constructs 

such a selection of vivid and robust attributes that create both positive and negative 

imagery formation. This process forms their final consumption attitudes and shopping 

behaviours. So, before actually purchasing a product, consumers construct in their 

mindsets if it is suitable for them or if it satisfies their goals that pertain to their mental 

imagery (Frederick, 2005). 

Petrova and Cialdini (2005) examined these imagery effects on consumer choice 

motivation. Consistent with previous findings (e.g. Keller and McGill, 1994; Keller and 

Block, 1997; Escalas, 2004) they found that consumers form imagery or pictorial maps 

before being exposed to the actual point of purchase. They suggest that it is not always 

beneficial for the sellers to provide imagery construals, e.g. "imagine yourself or how it 

would appear to you ... ", as it may create conflict with consumers' own initial 

judgements or imagery construals. Therefore consumers use as reference points their 

own judgements and self-perceptual maps of imaginary experiences. The key concept is 

that consumers always have as initial reference points their egos (i.e. self-referent) and 

their aspirations among their peers (i.e. reference groups), and that creates self-imagery 

constructs, before they actually acquire the products. 

According to Fitzsimons et al. (2002: pp.270-274) consumer goals are formed by a 

mixture of conscious and non-conscious stimuli. Their research was based on analysing 



52 

factors that structure and form consumer behaviour. Such factors are attention and 

perception, goal activation, learning and memory, attitude and preferences, and fmally 

the impact of effort on choice. 

According to Corbetta et ai. (1991) attention is an antecedent for learning, which in turn 

affects conscious goals. Related to that, Biehal and Chakravarti (I982) distinguished 

two types of learning in consumer decisions. The first type refers to 'direct learning', 

which is the process of intended learning (e.g. consumers obtain as much information as 

they can about a specific product so as to form their own preferences or to justify their 

acquired knowledge to others). The second type refers to 'non-direct learning', which is 

acquired unintentionally (e.g. targeted information from advertisements while 

consumers watch their favourite programme on TV or while they are visiting a store). 

Likewise, the formation of personal goals, according to Fitzsimons et ai. (2002) is 

activated and structured most of the time accidentally, without the awareness and the 

control of the actor (Chartrand and Bargh, 2002). Hence it is assumed that most 

consumers form their preferences and set their goals subconsciously. As consumers 

cannot measure and predict the reasoning of their own consumption behaviours, it can 

be concluded that this type of reasoning sterns from a combination of past and current 

influences. 

3.3.2 Time referents 

Reference points have so far been examined by intertemporal choice decisions (e.g. 

Loewenstein, 1989; Loewenstein et aI., 2001) and by reference effects (Hu et at, 2006; 

Briesch et a\., 1997; Kalyanaram, 1994; Kalwani et aI., 1990; Kalwani and Vim, 1990). 

Bell and Bucklin (1999) tried to examine the impact of internal reference points of 

purchase decisions for non-durable products (e.g. habitual consumption), in which 

consumers buy more repetitively and frequently. Specifically they examined the buy/no­

buy decision (for a review see Dhar, 1997; Hoch and Loewenstein, 1991) in terms of 

time-constrained preferences (i.e. accelerated or delayed purchases). This can be 

constantly changing, as the buying context in which consumers usually make their 

choices alters, where the sellers may use different explicit reference points for their 

product offers each time, such as mass discounts and other promotion coupons. 
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Bell and Bucklin (1999) noted that for the purchase of a necessity product, e.g. for a 

specific brand of detergent, consumers can have different reference prices on each 

shopping occasion such as the regular 'shopping trips' (Kahn and Schmittlcin, 1989) 

consumers make for their daily purchases, e.g. when the supplies of some products have 

run out, but at the same time they may spontaneously buy to top up the supplies of other 

goods Therefore they adjust different reference prices that effect the decision of whether 

to buy now or to postpone a specific purchase (i.e. delayed consumption). 

Devetag (1999) argues that consumers have time-inconsistent preferences, and their 

evaluations of different products are qualified by self-structured heuristics that arise 

from social and self-interest considerations. Furthermore the research carried out by 

Tarnanidis and Owusu-Frimpong (2009) determined that the use of reference points 

depends upon three timing events (ex-ante, ex-interium, and ex-post reference points) 

on which they are updated or improved in order for the consumer to structure his final 

preferences during the decision-making process. This can be seen on figure 3.5. 

Figure 3:5 The Effects of Time on Reference Points 
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Source: Tamanidis and Owusu-Frimpong, 2009: p.3 

Consumers create multiple reference points that are elaborated through those three 

timing events. For example, ex-[ante/interiumlpost] beliefs refer to the utilization of 

explicit and implicit reference points, which have been formed by the consumers 

prior/during/after their exposition to the actual decision-making process. The authors 
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point out that reference points are dynamic constructs and are constantly being updated 

and changed with the arrival of new information. 

3.3.3 Preference referents 

Hoch and Lowenstein (1991) constructed a conceptual model of time-inconsistent 

preferences related to the construal of consumer self-control. They suggested a more 

coherent procedure of how consumers deal with their existing reference points in terms 

of planned and impulse shopping behaviours. They argued that consumers have, on the 

one hand, transient feelings and motives, and on the other, an anticipated self-control 

system, that simultaneously co-exist and interact together (i.e. immediate buying versus 

delayed buying, or impulse buying versus counterfactual feelings). 

In addition, the authors claimed that physical proximity induces impatience. For 

example immediate inferior rewards versus delayed superior rewards, and social 

comparisons of different preference choices with superior peers, has an impact on 

decreasing delayed consumption and increasing proximity. They concluded that 

consumers oscillate between desire and willpower. In other words between their 'ego' 

which is more rational and logical and their 'id' which is more intuitive and more 

impulse-driven, making them more inclined to buy. The shifting between those 

reference point effects was studied by White and McFarland (2006) where they 

analysed the influence of mood congruencies as a moderator on consumer preferences. 

It was found that the emotional state of a consumer shapes indirectly the outcome of 

his/her final choice, i.e. consumers connect their moods (happy/sad) with their 

judgements (Barone and Miniard, 2002). And since moods influence consumer 

judgements, they should have a direct effect on the selection of reference points. 

3.3.4 Previous knowledge referents 

Kahn and Schmittlcin (1989) found that the perceived gains for consumers are more for 

familiar brands and familiar store environments, than less familiar ones (for a review 

see Park et aI., 1989; Lattin et aI., 1989; Lichtenstein and Bearden, 1989). Moreover 

they asserted that the perceived value of gains was smaller compared with the value of 

losses, and that ultimately reference effects exert greater/smaller influence in 

unfamiliar/familiar environments respectively. Babutsidze (2007) points out that 

consumers evaluate commodities according to the information they have acquired from 

previous and current experiences but the consumer's evaluation depends upon their 
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limited capacity to store in their mind sets a large amount of information that can be 

retrieved by them coherently. For example novice consumers, due to the fact that they 

are unfamiliar with the product and its attributes, expend bigger efforts to acquire as 

much information as possible (Kahn and Schmittlcin, 1989). In contrast, experienced 

consumers or experts require low levels of effort (Coupey, 1994), since they have 

articulated preferences and stable use of heuristics (Bettman and Park, 1980). 

Heuristics are rules of simplification in the choice process (Chaiken, 1980). In order to 

make their final choices among alternatives, consumers use heuristics and self­

regularities (Bettman, 1971, 1977; Shirai and Meyer, 1997). According to social 

psychologists, any experience which a person acquires is subconsciously stored in the 

mindset and can be accordingly retrieved and used in the future (e.g. Maheswaran et aI., 

1996; Raju et aI., 1995; Chi et aI., 1981). Hence in the sequence of time, any experience 

that a consumer acquires is transformed and stored as potential information that can be 

used in the next consumer buying-decision process. Therefore novice consumers tend to 

use more complicated heuristics, compared with consumers with more experience 

(Shirai and Mayer, 1997). 

3.3.5 Social and cultural referents 

The impact of reference group influences on reference points is another mechanism that 

creates and shapes the final decisions of consumers. Reference groups mean the 

different social groups that interact with the consumer. According to Peter et al. (1999: 

p.307), a reference group involves "one or more people that someone uses as a basis for 

comparison or point of reference in forming affective and cognitive responses and 

performing behaviours". They identified two basic categories of reference groups. The 

first one was primary/secondary reference groups (e.g. professional associations, 

religious groups, working environment). The second one was primary/secondary 

informal reference groups (e.g. family, friends, co-workers, virtual groups). 

The literature on reference groups suggests that there are two types of referents. There 

are normative referents, who endow individuals with basic norms and values, and which 

arise from family members, teachers, and other associative peers. The second type is 

comparative referents, in which individuals do not have direct association and 

interaction. Such referents would be sports heroes, actors, models, and other idols that 
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an individual esteems and admires (Childers and Rao, 1992; Bearden and Etzel 1982; 

Kelley, 1947; Hyman, 1947). 

Bearden and Etzel (1982) and Childers and Rao (1992) elaborated their research on 

constructing reference group influences based on the initial work of Deutch and Gerald 

(1955), who studied informational and utilitarian influences. Their research followed the 

principles of Bourne's (1957) typology of product and brand decisions. The authors, 

after having identified 20 product categories, placed them in four different clusters 

(public and private luxury, public necessity and private necessity). They found that 

reference groups exerted strong influences on public-luxury products and brand 

manipulations. On the other hand they found that reference groups' referents exerted 

weak influences on private-necessity products. In addition Childers and Rao (1992) 

made a further distinction between the influences of peer groups and family members. 

Consumers seek to acquire a plethora of information targeted at them by different 

agents (e.g. reference groups), in order for them to form their initial reference points. 

That information according to Kinley et al. (2000) can be further divided into personal 

and non-personal (or promotional) information cues. Personal cues refer to the creation 

of implicit reference points such as the acquisition of information arising from family 

members, friends and co-workers. Non-personal cues refer to the creation of explicit 

reference points such as advertisements, store displays, media, and salespersons. It can 

be said that those reference points take the form of information 'cues', which act 

simultaneously in the decision process and which are constantly changing and reshaping 

the initial beliefs of reference points. 

Moreover Mussweiler (2003) in his research analysed conclusions in social judgements 

from an informational perspective. Regarding the assimilation or dissimilation of 

reference points he suggested that they should be evaluated against accessible target 

knowledge. For example, one can compare oneself with others, such as close friends, 

regarding athletic abilities, rather than comparing oneself with a professional Olympic 

athlete. Those two types of reference groups are important sources of reference points 

which consumers use in their purchases either intentionally or unconsciously. 
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The fmdings of existing literature suggest that consumers are more likely to be 

influenced by different reference groups when they have more ambivalent attitudes 

towards a specific product category (Zemborain and Johar, 2007). They found that 

consumers with a high level of attitudinal ambivalence are more open to be influenced 

by other opinions. This arises from the fact that they do not have articulated preferences. 

Therefore they are influenced more easily by others (e.g. Priester and Petty, 1996; 

Zemborain and Johar, 2007). 

Lee and Kacen (2008) addressed cultural influences on the consumer decision-making 

process, by measuring consumer satisfaction on the dimension of impulsive and planned 

purchase decisions. Specifically the authors considered two distinct issues. The one 

involved the influence of reference groups, such as one's best friend or other close peers 

who are actively present during purchases. The other was the subjective mapping of 

culture, like the distinction between individualistic and collectivistic consumers. 

Previous research signalled that individualistic consumers tend to rely on their self­

beliefs, values and attitudes, taking more individual and more autonomous anticipated 

decisions, without seeking others' justifications. Conversely collectivistic consumers 

have high levels of interaction with different social and reference groups, where they 

follow their justifications and are more bound by specific norms, values, and 

perceptions, placing great importance on the perceived rewards from others (Lee and 

Kacen, 2008; Kacen and Lee, 2002; Aaker and Schmitt, 2001; Lee, 2000; Triandis, 

1995; Hans and Shavitt, 1994; Hui, 1988). The research carried out by Aaker and 

Schmitt (2001) underlined the importance of self-perception patterns in a cross-cultural 

study between China and the United States. Those two countries have substantial 

cultural differences that arise not only from the context of tradition, religion, and social 

systems, but also from the asymmetric creation of self-construct. 

Aaker and Schmitt (2001) stated that in each culture self-identity has the same 

characteristics. However, reasons for construing it vary substantially in each country 

(e.g. individualistic versus collectivistic viewpoint). The individualistic viewpoint is 

characterized by dominant independent self-perception attitudes, and is associated with 

the lifestyles and perceptions of Western societies such as the United States and 

Australia, where people are more independent of social contexts (e.g. friends, family, 

and other social values and norms). The collectivistic viewpoint however, is coloured by 
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dominant interdependent self-perception attitudes, and is associated more with Eastern 

societies, such as China and Malaysia, where consumers are more sensitive to 

confronting social norms (Aaker and Lee, 2001). Therefore in terms of reference points 

it can be understood that consumers from Western countries create internal or use 

implicit reference points that will make them more distinctive and esteemed by others, 

so the influence of different reference groups will-be minor. In contrast, consumers from 

Eastern countries will elaborate and borrow reference points from their close reference 

group associations. 

3.4 Clothing purchase decisions 

Consumers in previous years bought clothes mainly to satisfy their basic needs, i.e. they 

were interested more in buying clothes for their functional and utilitarian attributes 

(Karpova et ai, 2007). However nowadays consumers have become more selective in 

their consumption choices; they are interested in satisfying more abstract values. Such 

abstract values that are ascribed by consumers are the importance of aesthetics which 

include emotional and cognitive reactions (De Klerk, 2008) and the perceived overall 

usability of the product that offers personal and social satisfaction (Peter and Olson, 

1999). 

Previous research regarding the evaluation of apparel clothes was made on the 

distinction of two bipolar modes (Hirschman, 1982). According to Abraham -Murali 

and Littrell (1995) the ftrst one is a data-driven perceptual mode and the second one is a 

concept-driven perceptual mode. The former category includes the evaluation of 

abstract product attributes that result from the acquisition of available information seen. 

Such attributes are garment details, colour and feel. On the other hand the second 

category includes the evaluation of intangible attributes that arise from the domain of 

cognitive evaluations, such as performance, good fit, self-confidence, and social 

appraisal. Likewise the authors stress that the vast majority of research regarding 

product attributes was made through empirical investigations that aimed to propose 

conceptual categorizations of the different product attributes. For example: 

• Olson and Jacoby (1972) categorize attributes as intrinsic and extrinsic features 

• Busemeyer and Johnson (2003) propose three categories: product referent, 

outcome referent and user referent 
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• O'Neal et al. (1990) categorize attributes based on apparel quality, i.e. tangible 

attributes, aesthetics and emotional congruencies affections 

It can be argued that up to now the research on apparel clothing has followed the 

distinction made between intrinsic and extrinsic cues. Intrinsic cues are those that 

pertain to the product itself and cannot be changed (Abraham-Murali and Littrell, 1995) 

whilst extrinsic cues are attributes that are added by the retailer and which are external 

physical characteristics of a product (Swinker and Hines, 2008). More explicitly De 

Klerk and Lubbe (2008) stress that the former encompass the intrinsic factors on 

assessing an apparel item (i.e. design, textile, fabric) and which are static and cannot be 

altered, as they represent the product bundling itself, whilst the latter include aesthetic 

behavioural characteristics (e.g. durability, comfort, beauty, value) which are dynamic 

and accordingly can be changed. 

Therefore the selection of apparel clothes depends not only on assessing the intrinsic 

cues of them, but the extrinsic as well. Firstly, there exists a gap in the literature of how 

consumers form and use reference points. Secondly there is substantial need to analyse 

consumer preferences for apparel clothing from the domain of cognition, i.e. individual 

differences. Therefore this research will try to connect consumers' evaluations on the 

selection ofreference points with regard to apparel consumption for important shopping 

occasIOns. 

3.4.1 The apparel clothing reference points 

Regarding apparel clothing consumption decisions it can be argued that consumers use a 

combination of multiple reference points. For example it was found that when 

consumers select apparel clothing products they evaluate different sources of 

information, which come from intrinsic and extrinsic cues. Those cues can be 

summarized in terms of brand, image, quality, design, fabric, colour, price, and country 

of origin (Wang et aI., 2004). On the other hand consumers' evaluation of apparel 

clothing is also influenced by many personal cues (i.e. perceptions, personality, 

aesthetics, emotions, values, and goals). 

Analytically in the domain of clothing consumption numerous studies have been 

published on evaluating the influence of those cues in consumers' apparel shopping 
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behaviour. Such studies mainly concentrated on assessing the influence of the following 

categories on specific shopping occasions: 

• physical quality (O'Neal et aI., 1990) 

• colour (Eckman et aI., 1985) 

• price (Olson and Jacoby, 1972) 

• garment details (Forsythe, 1991) 

• beauty (De Klerk and Lubbe, 2008) 

• fabric, brand image and labels (Forsythe, 1991) 

• store image (Heisey, 1990) 

• country of origin (Dickerson, 1982; Ulgado and Lee, 1998) 

The extant literature also suggests that consumers evaluate and judge more easily the 

extrinsic cues, as opposed to intrinsic ones (Ulgado and Lee, 1998). It was found that 

consumers do not have the tacit knowledge to evaluate all the intrinsic cues that 

surround a product bundle. Thus they seek to capture and identify different external 

cues that help them to structure their preferences. Similarly, the existing literature 

suggests that extrinsic cues can be further sub-categorized and analysed from the 

domain of cognition (Abraham-Murali and Littrell, 1995). The authors point out that 

little research has been done on examining more salient attributes, such as the impact of 

aesthetics and the role of hedonics in the context of the apparel decision-making 

process. 

More recently De Klerk and Lubbe (2008) have analysed the importance of aesthetics in 

relation to the evaluation of apparel quality. They found that aesthetics have a direct 

effect on the evaluations of the quality of products. However, their findings were drawn 

from a specific segment, i.e. a small sample of female consumers, and their findings are 

related only to the construct of aesthetics. Therefore future researchers should include 

multiple categories of constructs that affect consumer perceptions on evaluating an 

apparel product, i.e. the knowledge that arises from past purchases, consumer goals and 

values, or the impact of other referents that interact with the consumer. 

Similarly the selection of an apparel product involves symbolic meanings to consumers 

that have a direct impact upon their own social image, identity and life (Radder, 2006; 

Oh and Fiorito, 2002). For example consumers purchase clothes in order to show others 
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their social status, and their consumption preferences (O'Gass, 2000). As such, they 

seek to satisfy salient psychological needs. Moreover they buy different clothes for 

different shopping occasions (e.g. daily clothes and professional clothes). Besides, 

according to Childers and Rao (1992), consumers are influenced by many social 

referents, such as family members, close friends, co-workers, or other aspirational 

groups (e.g. movies stars, celebrities). Therefore they spend adequate amounts of effort 

and time in order to constitute their final preferences which will be regarded in their 

own environment as acceptable ones. 

As a whole those attachments that consumers seek while they are making apparel 

clothing purchases can be an important source of potential reference points. For 

example: 

• The product attribute referents (e.g. quality, design, fabric, aesthetics), exert 

functional and utilitarian justifications which consumers are trying to achieve 

• The price of an apparel product is an important referent. Consumers evaluate 

and make price comparisons, according to multiple sources of potential referents 

(e.g. media, friends, previous knowledge, and past purchases) 

• When consumers select apparel clothes they usually make comparisons between 

other product alternatives (e.g. competitive brands, offers, possible rewards). On 

the other hand they are influenced by the store environment (e.g. location, 

service, store layout) 

• When they purchase clothes they seek to satisfy their personal goals. They have 

as a rule of thumb the knowledge that has arisen from their previous purchases 

or the knowledge that comes from other social referents (e.g. friends, family, 

culture, media and other networks) 

Hence we can conclude that these attachments that influence consumer behaviour are an 

important source of reference points. 

3.4.2 Marketing implications 

Marketers choose to use reference points as an extension of their marketing-mix tools 

(Kivetz and Simonson, 2003). Following the findings of the extant literature the explicit 

category of referents (i.e. those referents used by the sellers which aim to influence the 

consumers' buying decision-making process) can effectively enrich the intensive 

marketing-mix variables. Consumers evaluate the marketing-mix variables based on 
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what they want to buy. Thus they select those explicit referents that help them to 

structure their final preferences. Such referents are the different brands/product lines, 

the quality, and design features. 

Based on that consideration, marketers should translate all those referents into their 

marketing strategies so as to maintain, reinforce, and enhance their brand image. A 

brand conveys a specific set of features, benefits and services to buyers (Solomon, 

2006). For example in apparel purchases it brings to customers' minds certain product 

attributes, such as 'quality', 'durability', 'strong image', 'convenience', 'well-designed', 

'economy' and 'value for money'. Furthermore, the brand is connected with buyer's 

benefits, values, and personality types. Researchers sometimes ask, "If this brand were 

a person, what kind of person would it be?" The same queries trigger consumers, "If I 

buy those clothes what kind of person willI be?" 

Moreover it was found from the literature that consumers pay much attention to issues 

regarding warranties, contracts, and pre-purchase and post-purchase product evaluation 

experiences (Gardial et aI., 1994). One of the most important categories of referents 

pertained to in the marketing-mix variables and which acts as a benchmark on consumer 

evaluations is all the issues around the price. Price is an important element in the 

marketing mix because: 

• Consumers compare and weight the price against the perceived values. 

• It determines the company strategy, marketing objectives and pricing objectives 

• The price creates competitive advantage by positioning the product in the market 

and differentiates it from the other substitute products. 

• Finally, it is the only marketing-mix element that produces revenue, while all the 

others produce costs (Kotler, 2005). 

Throughout the consumption cycle, consumers form their judgements based upon 

exammmg the available list of prices, on previous and future price changes on 

competing alternative product bundles. Similarly marketers could strengthen their 

company's image by placing extra emphasis on using additional store and promotional 

referents, i.e. different sales promotions, advertising, public relations, personal selling, 

and other techniques ofmarketing such as flyers, coupons and other offers. 

Furthermore distribution channels and distribution functions create value, by making 

products and services available to customers in the appropriate form at the right places 

and times. (Jagdish and Parvatiyar, 2000: p. 210). Distribution channel decisions usually 
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involve long-term commitments to other firms. For example when a company sets up 

distribution channels through contacts with franchises, it must be very careful about the 

reliability of the franchiser and his ability to successfully promote and distribute the 

products. Otherwise, if the franchise is unsuccessful the impact will influence the 

company image and brand as well. 

On the other hand the use of implicit referents (i.e. those referents that originate from 

consumers, and which they use in their consumption either intentionally nor 

unintentionally) are an important source for marketing managers to boost their 

marketing-mix variables more efficiently. It was found from the literature that those 

types of referents can be distinguished in the following categories: goal referents, time 

referents, preference referents, previous knowledge referents, and social and cultural 

referents. Consumers evaluate products according to past and recent purchases, 

suggestions received from their close environment (i.e. peers, friends, and family) and 

on any other information they acquire during their efforts to structure their buying 

preferences. Therefore marketers could strengthen their marketing programmes by 

using those types of referents inasmuch as this will give them the ability to know their 

customer needs/wants better, and to segment their products to the appropriate target 

audiences and potential markets. 

3.5 Critical discussion 

Reference points have been examined by conventional or normative economic theory 

and recently by behavioural descriptive theories in economics. The first approach is 

characterized by the intricacy of perfect and precise theories and models, in which, 

consumers as individuals to a large extent act rationally and are sensitive to absolute 

levels of maximization outcomes (Friedman and Savage, 1948; Shaflf and Thaler, 

2006). The second approach, on the other hand is guided by the embroilment of social 

psychology theories, in which consumers as individuals are more sensitive to the 

behavioural and cognitive apparatus that constantly violates the axioms and the 

principles of utility and maximization theories (Devetag, 1999; Kahneman and Tversky 

1973, Tversky and Kahneman 1986; Kahneman, 2003). 

The research problem is addressed by posing at the forefront a more realistic approach 

on examining reference points from a consumer perspective inside the area of 
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marketing, while using in the background, the existing theories and models on reference 

points, which have been elaborated by bounded rationality dimensions and problems, 

i.e. lottery winners (Brickman et aI., 1978; Thaler, 1985), gambling effects (Thaler, 

1980), medical treatments (Levin et aI., 1988), and in product attributes (Levin et aI., 

1988; Dholakia and Simonson, 2005). 

Moreover the scope and the level of the research problem is addressed by making more 

concrete inferences about individual structures of reference points. For example most 

research on reference points has been examined through prospect theory in terms of 

sensed gains and losses (Kahneman and Tversky, 1979; Mayhew and Winer, 1992); 

Dholakia and Simonson, 2005). The main argument of prospect theory is that every 

decision can be examined as a choice between prospects (reference points), and 

ultimately framing those prospects or violating them by anchoring them differently, then 

one can achieve more reliable results of how consumers' minds and psyche really work 

(Laibson and Zeckhauser, 1998). On the other hand the authors suggest that prospect 

theory explains in general the inequalities on human judgements about decisions, 

without giving any further explanation for the origins of those irregularities. The origins 

of those inequalities on human judgements can be found in terms of implicit reference 

points (Dholakia and Simonson, 2005). Their research characterizes reference points as 

implicit (those that are used by consumers) and explicit ones (those that are used by the 

seller or the advertiser), where both can be used spontaneously or solely during the 

decision process. However, the authors do not give further explanations of how and 

what implicit reference points are being used by consumers solely or in conjunction 

with explicit reference points. 

The problem-solving process engages the existing findings of three different scientific 

areas, behavioural economics, social psychology, and consumer behaviour, by creating 

a theory and a justified concept of reference points, situated in the heart and eyes of 

consumer behaviour. Van de Ven (2007: p.lOl) argue that this type of reasoning is 

justified through the method of abduction that can be captured with the use of 

conjectures with the accompanied research problem. In addition, the method of 

abduction has been characterized as a continuous process of reproducing existing 

theories and concepts, by elaborating a new hypothesis or conjecture. One can achieve 

this by identifying the paradigms that have unsolved problems or anomalies, and trying 
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to analyse them through insertions, reVISIons, and reconnect ions of different ideas. 

Peirce (1931-58) and Hanson (1958) support the idea that "a theory is not pieced 

together inductively from observed phenomena, nor is it deducted from axioms or 

premises, it is rather an inductive process that makes it possible to observe phenomena 

as being of a certain sort, and as related to other phenomena" (Peirce and Hanson cited 

in Van de Ven, 2007: p. 104). 

Regarding the research problem the goal is to understand how and what reference points 

are being used by consumers in order to help them make their choices. Following the 

existing findings on reference points from the literature many discrepancies and 

anomalies have been observed so far by different researchers. For example one main 

obstacle with existing theories on reference points is their inability to measure the 

reasoning of the beliefs of the potential actors, which are called cognitive psychology 

effects (Kahneman and Tversky, 1973). Moreover Rowe and Puto (1987) state that 

prospect theory cannot achieve the analysis of the roots of reference points, e.g. how 

reference points are being formed by individual actors. 

The process that is followed in this research is to build a new hypothesis that will be 

elaborated by the fmdings of the literature, and to try to connect the gaps among the 

three examined areas in a meaningful way according to the needs and context 

specifications of the thesis. The outcome will be to build a sustainable theory that 

categorizes and conceptualises the construct of reference points. After the process of 

abduction it will then be useful to connect and measure the relationship between 

concepts and constructs. This, according to Van de Ven (2007), can be managed 

through the reasoning of logical deduction, inside the pre-specified boundary 

conditions. That aspect tests the level and the merits of abduction. 

3.6 Proposed hypothesis on 
reference points 

Since there does not exist in the literature on reference point any previous scale, which 

has conceptualized the construct as whole, it is too early to define the research 

hypothesis of the evolving categorization of referents. However based on the findings of 

the literature the researcher formulated the following initial research hypothesis that 
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guided the qualitative research study. The scope of the qualitative study was to identify 

and to capture all the relevant content areas of referents that could reliably explain the 

construct under investigation. Hence at that stage the following hypothesis was 

formulated: 

PH): The categorization of reference points from Greek college students as apparel 

clothing shoppers for important shopping occasions is influenced by a number of factors 

that are underpinned under the higher order construct of implicit and explicit referents. 

As far as the explicit referents are concerned the following factors or dimensions were 

calibrated that need to be decomposited: price referents, framing referents, product 

attribute referents, reward referents, and assortment referents. The implicit referents 

factors are: goal referents, time referents, preference referents, past purchase referents, 

and social and cultural referents. It should be noted that the name of those factors 

partially changed as the researcher proceeded in collecting data directly from consumers 

(i.e. qualitative interviews). This process had as an ultimate goal to build the initial 

research framework (i.e. thematic and content categorization) of referents, whose 

applicability was tested in the next quantitative research process. 

3.7 Summary 

This chapter analysed the main fmdings from the current literature on reference points, 

making specific inferences to apparel clothing consumption. When consumers evaluate 

clothes they use multiple sources that act as instant referents. These sources emanate 

from the sellers' perspective (i.e. extrinsic and intrinsic cues) and from their own 

personal perspective (i.e. personal or social cues). 

The literature on reference points is divided into two dimensions that need better 

composition (e.g. explicit and implicit). However until today those two dimensions have 

been examined separately, and only from the domain of prospect theory in prespecified 

decision tasks. Moreover it was found that the selection and use of reference points 

strongly depends upon individual differences that arise from the domain of cognition. 

The same findings hold as well as for the selection of possible indicants as referents for 

apparel clothing consumption. 



67 

On the other hand the concept of reference points has not yet been analysed from the 

consumers' perspective, targeted to specific shopping decisions. Thus, we will fill that 

gap by trying to conceptualize reference points for apparel clothing consumption for 

important shopping occasions, developing a valid measurement scale, that will emanate 

directly from consumers' minds, through the use of a qualitative technique. Consumers 

use and evaluate products differently (i.e. they are influenced by different sources, or 

they select the same products for different purchasing reasons). Thus, in order to 

measure individual differences that arise from the cognitive domain, decision-making 

styles will be selected. The next chapter analyses the current literature on decision­

making styles. 

3.8 References 

Aaker,1. and Schmit, B. (2001), "Culture-dependent assimilation and differentiation of 
the self: Preferences for consumption symbols in the United States and China", 
Journal of Cross-Cultural Psychology, Vol. 32, No.5, pp. 561-576. 

Aaker, 1. L. and Lee, A. Y. (2001), ""I" seek pleasures and "We" avoid pains: The role 
of self-regulatory goals in information processing and persuasion", Journal of 
Consumer Research, Vol. 28, No. June, pp. 33-49. 

Abraham-Murali, L. and Littrell, M. A. (1995), "Consumers' Conceptualization of 
apparel attributes", Clothing and Textiles Research Journal Vol. 13, No. 65, pp. 
65-74. 

Adaval, R. (2001), "Sometimes it just feel right: The differential weighting of affect­
consistent and affect-inconsistent product information", Journal of Consumer 
Research, Vol. 28, No. June, pp. 1-17. 

Adaval, R. and Monroe, K. B. (2002), "Automatic construction and use of contextual 
information for product and price evaluations", Journal o/Consumer Research, 
Vol. 28, No.4, pp. 572-578. 

Arkes, H. R., Hirshleifer, D., Jiang, D., et al. (2008), "Reference point adaptation: Test 
in the domain of security trading", Organization Behavior and Human Decision 
Process, Vol. 105, No.1, pp. 67-81. 

Babutsidze, Z. (2007), How Do Consumers Make Choices?: A Summary of Evidence 
from Marketing and Psychology. Working Paper, United Nations University, 
Maastricht Economic and social Research and training centre on Innovation and 
Technology, February, pp. 1-24. Available at: 
http://ideas.repec.org/p/dgr/unumer/2007005.html. 

Barkan, R., Danziger, S., Ben-Bashat, G., et al. (2005), "Framing reference points: the 
effect of integration and segregation on dynamic inconsistency", Journal of 
Behavioral Decision Making, Vol. 18, No.3, pp. 213-226. 

Barone, M. 1. and Miniard, P. W. (2002), "Mood and Brand Extension Judgments: 
Asymmetric Effects for Desirable versus Undesirable Brands", Journal of 
Consumer Psychology, Vol. 12, No.4, pp. 283-290. 

Batra, R. and Ahtola, O. T. (1990), "Measuring the Hedonic and Utilitarian Sources of 
Consumer Attitudes", Marketing Letters, Vol. 2, No.2, pp. 159-170. 



Bearden, W. O. and Etzel, M. 1. (1982), "Reference group influence on product and 
brand purchase decision", Journal o.fConsumer Research, Vol. 9, No.2, pp. 
183-194. 

Beggan,1. K. and Manelli, L. (1994), "Estimating the credibility of social influence 
contingencies framed as threats or promises", Journal 0/ Social Behavior and 
Personality, Vol. 9, pp. 163-170. 

68 

Beggan, J. K. (1994), "The preference for gains in consumer decision making", Journal 
of Applied Social Psychology, Vol. 24, No. 16, pp. 1407-1427. 

Bell, D. R. and Bucklin, R. E. (1999), "The role of internal reference points in the 
category purchase decision", Journal o.fConslimer Research, Vol. 26, No.2, pp. 
128-143. 

Bettman, 1. R. (1971), "The Structure of Consumer Choice Processes", Journal o.f 
Marketing Research, Vol. 8, pp. 465-471. 

Bettman, J. R. and Zins, M. A. (1977), "Constructive Processes in Consumer Choice", 
Journal of Consumer Research, Vol. 4, pp. 75-85. 

Bettman,1. R. and Park, W. C. (1980), "Effects of Prior knowledge and Experience and 
Phase of the Choice Process on Consumer Decision Processes: A Protocol 
Analysis", Journal o/Consumer Research, Vol. 7, pp. 234-248. 

Bettman, 1. R., Luce, M. F., and Payne, 1. W. (1998), "Constructive consumer choice 
processes",Journalo/ConsumerResearch, Vol. 25, No. 3,pp. 187-217. 

Betts, S. C. and Taran, Z. (2005), "Brand as reliability reference point: a test of prospect 
theory in the used car market", Journal o.f academy of business and economics, 
Vol. 5, No.1, pp. 34-38. 

Biehal, G. and Chakravarti, D. (1982), "Information-Presentation Format and Learning 
Goals as Determinants of Consumers' Memory Retrieval and Choice Processes", 
Journal o.fConsumer Research, Vol. 8, No.4, pp. 431-441. 

Biehal G. and Chakravarti, D. (1983), "Infonnation Accessibility as a Moderator of 
Consumer Choice", Journal of Consumer Research, Vol. 10, No. I, pp. 1-14. 

Bohm, P. and Lind, H. (1992), "A note on the robustness ofa classical framing result", 
Journal o/Economic Psychology, Vol. 13, No.2, pp. 355-361. 

Bourne, F. S. (1957), Group influence in marketing and public relations. In Likert, R. 
and Hayes, D. P., (Eds.). Some applications of behavioral research, Switzerland, 
Basel: UNESCO. 

Brickman, P., Coates, D., and Janoff-Bulman, R. (1978), "Lottery winners and accident 
victims: Is happiness relative?", Journal o.f Personality and Social Psychology, 
Vol. 37, pp. 917-927. 

Briesch, R. A., Krishnamurth~ L., Mazumbdar, T., et al. (1997), "A comparative 
analysis of reference price models", Journal of Consumer Research, Vol. 24, 
No. September, pp. 202-214. 

Busemeyer,1. R. and Johnson, 1. G. (2003), Comparing Models of Preferential Choice: 
Technical Report[online],A vailable at: 
http://www.cogs.indiana.eduJPublications/techreps2003/253/index.html, 
accessed [19th December 2008]. 

Carmon, Z. and Simonson, I. (1998), "Price-Quality Tradeoffs in Choice versus 
Matching: New Insights into the Prominence Effect", Journal o/Consumer 
Psychology, Vol. 7 No.4, pp. 323-343. 

Chaiken, S. (1980), "Heuristic versus systematic information processing and use of 
source versus message cues in persuasion", Journal o.f Personality and 5,'ocial 
Psychology, Vol. 39, pp. 752-766. 

Chandrashekaran, R. and Jagpal, H. (1995), "Is There a We ll-Defined Internal 
Reference Price", Advances in Consumer Research, Vol. 22, pp. 230-235. 



Chandrashekaran, R. (2001), "The implications of individual differences in reference 
price utilization for designing effective price communications", Journal of 
Business Research, Vol. 53, pp. 85-91. 

Chartrand, T. L. and Bargh, 1. A. (2002), Nonconscious motivations: Their activation, 
operation, and consequences. In Tesser, A., Stapel D., and Wood, 1. , (Eds.). 
Self-Motivation: Emerging Psychological Perspectives, 2, Washington, D.C: 
American Psychological Association Press, pp. 13-41. 

69 

Chernev, A. (2003), "When more is less and less is more: The role of ideal point 
availability and assortment in consumer choice", Journal o.fConsumer Research, 
Vol. 30, No. September, pp. 170-183. 

Chernev, A. (2006), "Decision Focus and Consumer choice among Assortments", 
Journal of Consumer Research, Vol. 33, No.1, pp. 50-59. 

Chi, M. T. H., Feltovich, P. 1., and Glaiser, R. (1981), "Categorization and 
Representation of Physics Problems by Experts and Novices", Cognitive 
Science: A Multidisciplinary Journa/, Vol. 5, No.2, pp. 121-152. 

Childers, T. R. and Rao, A. R. (1992), "The influence of familial and peer-based 
reference groups on consumer decisions", Journal o.fConsumer Research, Vol. 
19, No.2, pp. 198-211. 

Corbetta, M., Miezin, F. M., Dobmeyer, S., et al. (1991), " Selective attention during 
visual discriminations of shape, color, and speed: Functional anatomy by 
Positron Emission Tomography", The Journal o.f Neuroscience, Vol. 11, No.8, 
pp. 2382-2402. 

Coupey, E. (1994), "Restructuring: Constructive Processing ofInformation Displays in 
Consumer Choice", Journal of Consumer Research, Vol. 21, pp. 83-99. 

Coupey, E. (1994», "Restructuring: Constructive Processing of Information Displays in 
Consumer Choice", Journal of Consumer Research, Vol. 21, pp. 83-99. 

Dabholkar, P. A. (1994), "Does Customer Satisfaction Predict Postpurchase Intentions? 
", Journal ofConslimer Satisfaction, Dissatisfaction, and Complaining 
Behavior, Vol. 7, pp. 161-171. 

De Klerk, H. M. and Stephna, L. (2008), "Female consumers' evaluation of apparel 
quality: exploring the importance of aesthetics", Journal of Fashion Marketing 
and Management, Vol. 12, No.1, pp. 36-50. 

Deutch, M. and Gerald, H. B. (1955), "A study of normative and informational social 
influences upon individual judgments", Journal of Abnormal and Social 
Psychology, Vol. 51, No.3, pp. 629-636. 

Devetag, G. M. (1999), "From utilities to mental models: A critical survey on decision 
rules and cognition in consumer choice", Industrial and Corporate Change Vol. 
8, No.2, pp. 289-351. 

Dhar, R. (1997), "Consumer Preference for a No-Choice Option", Journal o.fConslimer 
Research, Vol. 24, No. September, pp. 215-231. 

Dholakia, U. M. and Simonson, I. (2005), "The effect of explicit reference points on 
consumer choice and online bidding behavior", Marketing Science, Vol. 24, No. 
2, pp. 206-217. 

Dickerson, K. (1982), "Imported versus US produced apparel: consumer views and 
buying patterns", Home Economics Research Journal, Vol. 10, pp. 241-252. 

Digman, J. M. (1990), "Personality structure: Emergence of the five factor model", 
Annual Reviewo.fPsychology, Vol. 41, pp. 417-440. 

Dowling, G. R. and Uncles, M. (1997), "Do Customer Loyalty Programs Really 
Work?", Sloan Management Review, Vol. 38 No. Summer, pp. 71-82. 



Dunegan, K. 1. (1996), "Fines, frames and images: Examining formulation effects on 
punishment decisions", Organizational Behavior and Human Decision 
Processes, Vol. 68, No.5, pp. 8-67. 

70 

Eckman, M., Damhorst, M. L., and Kadolph, S. G. (1985), "Towards a model of the in­
store purchase decision process: Consumer use of criteria for evaluating 
women's apparel", Clothing and Textiles Research Journal, Vol. 8, No.2, pp. 
12-22. 

Epstein, S., Pacini, R, Denes-Raj, V., et al. (1996), "Individual differences intuitive­
experiential and analytical-rational thinking styles''. Journal of Personality and 
Social P~ychology, Vol. 71, No.2, pp. 390-405. 

Erevelles, S. and Leavitt, C. (1992), "A comparison of current models of consumer 
satisfaction/dissatisfaction", Journal of Consumer Sati.~facfion, Dissatisfaction, 
and Complaining Behavior, Vol. 5, pp. 104-114. 

Escalas,1. E. (2004), "Imagine your self in the product", Journal of Advertising, Vol. 
33, No. 22, pp. 37-48. 

Fagley, N. S. and Miller, P. M. (1997), "Framing effects and arena of choice: Your 
money or your life?", Organi=ational Behavior and Human Decision Processes, 
Vol. 71, No.3, pp. 355-373. 

Fitzsimons, G. 1., Hutchinson, W. 1., Williams, P., et al. (2002), "Non-conscious 
influences on consumer choice", Marketing Letters, Vol. 13, No.3, pp. 269-279. 

Forsythe, S. M. (1991), "Effect ofprivate, designer, and national brand names on 
shopper's perceptions of apparel quality and price", Clothing and Textiles 
Research Journal, Vol. 9, No.2, pp. 1-6. 

Fournier, S. and Mick, D. G. (1999), "Rediscovering satisfaction", Journal of Marketing 
Research, Vol. 65, No.4, pp. 5-19. 

Frederick, S. (2005), "Cognitive Reflection and Decision Making", Journal of Economic 
Perspectives, Vol. 19, No.4, pp. 25-42. 

Friedman, M. and Savage, L. 1. (1948), "The Utility Analysis of Choices Involving Risk 
", Journal of Political Economy, Vol. 56, No.4, pp. 279-304. 

Friedman, M. and Savage, L. J. (1952), "The expected-utility hypothesis and the 
measurability of utility", Journal of Political Economy, Vol. 60, No.6, pp. 463-
474. 

Frisch, D. (1993), "Reasons for framing effects", Organizational Behavior and Human 
Decision Processes, Vol. 54, No.3, pp. 399-429. 

Gardial, S. F., Clemons, D. S., Woodruff, B. R, et al. (1994), "Comparing Consumers' 
Recall of Prepurchase and Postpurchase Product Evaluation Experiences", 
Journal of Consumer Research VoL 20, No. March. 

Greenwald, A. G. and Banaji, M. R. (1995), "Implicit Social Cognition: Attitudes, Self­
Esteem and Stereotypes", Psychological Review, Vol. 102, No.1, pp. 4-27. 

Grewal, D., Gotlieb, 1., and Marmorstein, H. (1994), "The moderating effects of 
message framing and source credibility on the price-perceived risk relationship", 
Journal of Consumer Research, Vol. 21, pp. 145-153. 

Hamilton, R W. and Koukova, N. T. (2006), "The effects of mixed bundling on 
consumers' inferences and choices", Advances in Consumer Research, Vol. 33, 
No.1, pp. 564-565. 

Han, S.-P. and Shavitt, S. (1994), "Persuasion and culture: Advertising appeals in 
individualistic and collectivistic societies", Journal ~f Experimental Social 
Psychology, Vol. 30, pp. 326-350. 

Hardie, B. G. S., Johnson, E. 1., and Fader, P. S. (1993), "Modeling Loss Aversion and 
Reference Dependence Effects on Brand Choice", Marketing Science, Vol. 12 
No. Fall, pp. 378-394. 



Heath, c., Larrick, R. P., and Wu, G. (1999), "Goals as reference points", Cognitive 
Psychology, Vol. 38, pp. 79-109. 

71 

Heisey, F. L. (1990), "Perceived quality and predicted price: use of the minimum 
information environment in evaluating apparel", Clothing and Textiles Research 
Journal, Vol. 8, pp. 22-28. 

Heyman, J. E., Mellers, B. A, Tishcenko, S., et al. (2005), "Shifting reference points & 
fleeting pleasures", Advances in Consumer Research, Vol. 32, pp. 116-118. 

Highhouse, S. and Paese, P. W. (1996), "Problem domain and prospect frame: Choice 
under opportunity versus threat", Personality and Social Psychology BulleTin, 
Vol. 22, No.2, pp. 124-132. 

Hoch, S. 1. and Ha, Y. W. (1986), "Consumer Learning: Advertising and the Ambiguity 
of Product Experience", Journal o.fConsumer Research, Vol. 13, pp. 221-233. 

Hoch, S. J. and Loewenstein, G. F. (1991), "Time-inconsistent preferences and 
consumer self-control", Journal of Consumer Research, Vol. 17, No.4, pp. 492-
507. 

Holbrook, M. B. and Hirschman, E. C. (1982), "The experiential aspects of 
consumption: Consumer fantasies, feelings, and fun", Journal of Consumer 
Research, Vol. 9, No. September, pp. 132-140. 

Holbrook, M. B. (1999), Introduction to consumer value. In Holbrook, Morris B., 
(Eds.). Consumer Value: A Frameworkfor Analysis and Research, London, 
New York: Routledge, pp. 1-28. 

Hu, W., Adamowicz, W. L., and Vee man, M. M. (2006), "Labeling context and 
reference point effects in models of food attribute demand", American Journal 0.( 
Agricultural Economics, Vol. 88, No.4, pp. 1034-1049. 

Hui, C. H. (1988), "Measurement of individualism-collectivism", Journal o.f Research in 
Personality, Vol. 22, No.1, pp. 7-36. 

Hyman, H. H. (1947), "The psychology of status", Archives of Psychology, Vol. 269, pp. 
94-102. 

Jagdish, N. S. and Parvatiyar, A (2000), Relationship Marketing, London: Sage 
publications. 

Johnson, M. D., Hermann, A, and Bauer, H. H. (1999), "The effects of price bundling 
on consumer evaluations of product offerings", International Journal of 
Research in Marketing, Vol. 16, pp. 129-142. 

Kacen, J. 1. and Lee, 1. A (2002), "The influence of culture in consumer impulsive 
buying behavior", Journal of Consumer Research, Vol. 12, No.2, pp. 163-176. 

Kahn, B. E. and Schmitdein, D. (1989), "Shopping Trip Behavior: An Empirical 
Investigation", Marketing Leiters, Vol. 1, No.1, pp. 55-70. 

Kahneman, D. and Tversky, A (1973), "Availability: a heuristic for judging frequency 
and probability", Cognitive Psychology, Vol. 5, No.2, pp. 207-232. 

Kahneman, D. and Tversky, A (1979), "Prospect theory: An analysis of decision under 
risk", Econometrica, Vol. 47, No.1, pp. 263-291. 

Kahneman, D. and Tversky, A (1984), "Choices, values, and frames", American 
Psychologist, Vol. 39, No.4, pp. 341-350. 

Kahneman, D. (1992), "Reference Points, anchors norms and mixed feelings", 
Organizational Behavior and Human Decision Processes, Vol. 51, No.2, pp. 
296-312. 

Kahneman, D. (2003), "Maps of Bounded Rationality: Psychology for Behavioral 
Economics", American Economic Review, Vol. 93, No.5, pp. 1449-1475. 

Kalwani, M. U., Vim, C. K., Rinne, H. 1., et al. (1990), "A Price Expectations Model of 
Customer Brand Choice", Journal of Marketing Research, Vol. 27, No. August, 
pp. 251-262. 



72 

Kalwani, M. U. and Yim, C. K. (1992), "Consumer Price and Promotion Expectations: 
An Experimental Study", .fournal of Marketing Research, Vol. 29, No. February, 
pp.90-100. 

Kalyanaram, G. K. and Little, J. D. C. (1994), "An Empirical Analysis of the Latitude of 
Price Acceptance in Consumer Packaged Goods", .fournal of Consumer 
Research, Vol. 21 No. December, pp. 408-418. 

Karpova, E., Nelson-Hodges, N., and Tullar, W. (2007), "Making sense of the market: 
An exloration of apparel consumption practices of the Russian consumer", 
Journal o.fFashion Marketing and Management, Vol. 11, No. I, pp. 106-121. 

Keller, P. A. and McGill, A. L. (1994), "Differences in the relative influence of product 
attributes under alternative processing conditions: Attribute importance versus 
attribute ease ofimagebility", Journal of Consumer Psychology, Vol. 3, No. I, 
pp.29-49. 

Keller, P. A. and Block, L. G. (1997), "Vividness effects: A resource matching 
perspective", Journal of Consumer Psychology, Vol. 24, No. December, pp. 295-
304. 

Kelley, H. H. (1947), Two functions of reference groups. In Swanson, G.E., Newcomb, 
T.M. , and Hartley, E.L., (Eds.). Readings in Social Psychology, New York Holt, 
Rinehart and Winston, pp. 410-414. 

Kinley, T. L., Conrad, C. A., and Brown, G. (2000), "Personal versus non-personal 
sources of information used in the purchase of men's apparel", Journal of 
Consumer Studies and Home Economics, Vol. 24, No.1, pp. 67-73. 

Kivets, R. and Strahilevitz, M. (2001), "Factors affecting consumer choices between 
hedonic and utilitarian options", Advances in consumer research, Vol. 28, No.1, 
pp. 112. 

Kivetz, R. and Simonson, I. (2002), "Earning the right to Indulge: Effort as a 
determinant of customer preferences toward frequency programs rewards", 
Journal of Marketing Research, Vol. 39, No.2, pp. 155-170. 

Kivetz, R. (2003), "The effects of effort and intrinsic motivation on risky cho ice", 
Marketing Science, Vol. 22, No.4, pp. 477-502. 

Kivetz, R. and Simonson, I. (2003), "The idiosyncratic fit heuristic: Effort advantage as 
a determinant of consumer response to loyalty programs", Journal of Marketing 
Research, Vol. 40, No.4, pp. 455-467. 

Klein, N. M. and Oglethorpe, 1. E. (1987), "Cognitive reference points in consumer 
decision making", Journal of Consumer Research, Vol. 14, No.1, pp. 183-187. 

Kongsompong, K. (2006), "Cultural diversities between Singapore and Australia: An 
analysis of consumption behavior", The Journal of American academy of 
Business, Vol. 9, No.2, pp. 87-92. 

Kopalle, P. K. and Neslin, S. A. (2003), "The Economic Viability of Frequency Reward 
Programs in a Strategic Competitive Environment", Review of Marketing 
Science, Vol. 1, pp. 1-39 

Kotler, P., Wong, V., Saunders, 1., et al. (2005), Principles of Marketing, Fourth 
European edition, England: Pearson Eucation Limited. 

Krishnamurthi, L., Mazumdar, T., and Raj, S. P. (1992), "Asymmetric Response to 
Price in Consumer Brand Choice and Purchase Quantity Decisions", Journal of 
Consumer Research, Vol. 19, No. December, pp. 387-400. 

Lageat, T., Czellar, S., and Laurent, G. (2003), "Engineering hedonic attributes to 
generate perceptions of luxury: Consumer perception of an everyday sound", 
Marketing Letters, Vol. 14, No.2, pp. 97-109. 

Laibson, D. and Zeckhauser, R. (1998), "Amos Tversky and Ascent of Behavioral 
Economics", Journal of Risk and Uncertainty, Vol. 16, pp. 27-47. 



Lattin, J. M. and Bucklin, R. E. (1989), "Reference Effects of Price and Promotion on 
Brand Choice Behavior", Journal of Marketing Research, Vol. 26, No. August, 
pp. 299-310. 

Lee, 1. A. and Kacen, 1. 1. (2008), "Cultural influences on consumer satisfaction with 
impulse and planned purchase decisions", Journal of Business Research, Vol. 
61, pp. 265-272. 

Levin,!. P. and Gaeth, G. J. (1988), "How consumers are affected by the framing of 
attribute information before and after consuming the product", Journal C?f 
Consumer Research, Vol. 15, No.3, pp. 374-378. 

73 

Levin,!. P., Schnittjer, S. K., and Thee, S. L. (1988), "Infonnation framing effects in 
social and personal decisions", Journal of Experimental Social Psychology, Vol. 
24, No.6, pp. 520-529. 

Levin,!. P. and Chapman, D. P. (1990), "Risk taking, frame of reference, and 
characterization of victim groups in AIDS treatment decisions", Journal of 
Experimental Social Psychology, Vol. 26, No.5, pp. 421-434. 

Levin,!. P. and Chapman, D. P. (1993), "Risky decision making and allocation of 
resources for leukemia and AIDS programs", Health Psychology, Vol. 12, No.2, 
pp. 110-117. 

Levin,!. P., Gaeth, G. 1., Schreiber, 1., et al. (2002), "A new look at framing effects: 
distribution of effect sizes, Individual differences, and interdependence of types 
of effects", Organizational Behavior and Human Decision Processes, Vol. 88, 
No.1, pp. 411-429. 

Lewis, M. (2004), "The influence of loyalty programs and short term promotion on 
customer retention", Journal of Marketing Research, Vol. 41, No.3, pp. 281-
292. 

Lichbach, M. 1. (2003), Is rational choice theory all of social science? , Chicago: 
University of Michigan Press. 

Lichtenstein, D. R. and Bearden, W. B. (1989), "Contextual Influences on Perceptions 
of Merchant-Supplied Reference Prices", Journal of Consumer Research, Vol. 
16, No. June, pp. 55-66. 

Locke, E. A. and Latham, G. P. (1991), "Self-regulation through goal setting", 
Organizational Behavior and Human Decision Processes, Vol. 50, pp. 212-247. 

Loewenstein, G. F., Thompson, L., and Bazerman, M. H. (1989), "Social utility and 
decision making in interpersonal contexts", Journal of Personality and Social 
Psychology, Vol. 57, No.3, pp. 426-441. 

Loewenstein, G. F., Weber, E. u., and Hsee, C. K. (2001), "Risk as feelings", 
Psychological Bulletin, Vol. 127, No.2, pp. 267-286. 

Maheswaran, D., Stemthal B., and Gurhan, Z. (1996), "Aquisition and Impact of 
Consumer Expertise", Journal of Consumer Psychology, Vol. 5, pp. 115-133. 

Mano, H. and Oliver, R. L. (1993), "Assessing the Dimensionality and Structure of the 
Consumption Experience: Evaluation, Feeling and Satisfaction", Journal of 
Consumer Research, Vol. 20, No.3, pp. 451-446. 

Markus, H. and Ruvolo, A. (1989), Possible selves: Personalized representations of 
goals. In Pervin, A. , (Eds.). Goal concepts in personality and social psychology 
Hillsdale,NJ: Erlbaum, pp. 211-242. 

Maslow, A. H. (1943), "A Theory of Human Motivation", P!,ychological Review, Vol. 
50, No. July, pp. 370-396. 

Maslow, A. H. (1954), Motivation and Personality, New York: Harper and Brothers. 
Maslow, A. H. (1970), Motivation and Personality, 2nd edition, New York: Harper and 

Row. 



74 

Maule, A 1. (1989), Positive and negative decision frames: A verbal protocol analysis 
of the Asian disease problem of Kahn em an and Tversky. In Montgomery, H. 
and Svenson, 0., (Eds.). Process and stmcture in human decision making New 
York: Wiley, pp. 163-180. 

Mayhew, G. E. and Winer, R. S. (1992), "An empirical analysis of internal and external 
reference prices using scanner data", Journal of Consumer Research, Vol. 19, 
No.1, pp. 62-70. 

Mazumdar, T. and Papatia, P. (1995), "Loyalty Differences in the Use of Internal and 
External Reference Prices", Marketing Letters, Vol. 6, No. March, pp. 111-122. 

McDaniels, T. L. (1992), "Reference Points, Loss Aversion, and Contingent Values for 
Auto Safety", Joumal of Risk and Uncertainty, Vol. 5, No.2, pp. 187-200. 

McKenzie, c., Nelson, R. M., and Jonathan, D. (2003), "What speaker's choice of frame 
reveals: Reference points, frame selection and framing effects", Psychonomic 
Bulletin and Review, Vol. 10, No.3, pp. 506-602. 

McKenzie, C. R. M. and Nelson, 1. D. (2003), "What a speaker's choice of frame 
reveals: Reference points, framing selection and framing effects", Psychonomic 
Bulletin and Review, Vol. 10, No.2, pp. 596-602. 

Mulhern, F. 1. and Leone, R. P. (1991), "Implicit Price Bundling of Retail Products - A 
Multiproduct Approach to maximizing store profitability", .fournal of Marketing 
Research, Vol. 55, No.4, pp. 73-76. 

Munro, A and Sugden, R. (2003), "On the theory of reference dependent preferences", 
.fournal of Economic Behavior and Organi=ation, Vol. 50, No.4, pp. 407-428. 

Mussweiler, T. (2003), "Comparison processes in social judgment: Mechanisms and 
consequences ", Psychological Review, Vol. 110, No.3, pp. 472-489. 

Neale, M. A and Bazerman, M. H. (1985), "The effects of framing and negotiator 
overconfidence on bargaining behaviors and outcomes", Academy of 
Management Journal, Vol. 28, No.3, pp. 4-49. 

Neale, M. A, Huber, V. L., and Northcraft, G. B. (1987), "The framing of negotiations: 
Contextual versus task frames", Organizational Behavior and Human Decision 
Processes, Vol. 39, No.2, pp. 228-241. 

Novemsky, N., Dhar, R., Schwarz, N., et aI. (2007), "Preference fluency in choice", 
Journal of Marketing Research, Vol 44, No.3, pp. 347-356. 

O'brien, L. and Jones, C. (1995), "Do Rewards Really Create Loyalty?", Harvard 
Business Review Vol. 73, No.3, pp. 75-82. 

O'Gass, A (2000), "A Psychometric evaluation ofa revised revision of the Lennox & 
Wolfe revised self-monitoring scale", Psychology and Marketing, Vol. 17, No. 
5, pp. 397-419. 

O'NeaL G. S., Hines, 1. D., and Jackson, H. O. (1990), Interpreting the meaning of 
consumer perceptions of clothing quality. In Horridge, P., (Eds.). ACPTC 
Proceedings (p. 88), Monument, CO: The association of College Professors of 
Textiles and Clothing. 

O'Curry, S. and Strahilevitz, M. (2001), "Probability and Mode of Acquisition Effects 
on Choices Between Hedonic and Utilitarian Options", Marketing Leiters, Vol. 
12, No.1, pp. 37-50. 

Oh, J. and Fiorito, S. S. (2002), "Korean women's clothing brand loyalty", .fournal of 
Fashion Marketing and Management, Vol. 6, No.3, pp. 206-222. 

Olson, 1. C. and Jacoby, 1. (1972), Cue utilization in the quality perception process. In 
Venkatesan, M., (Eds.). Proceedings: Third Annual Conference of the 
Association for Consumer Research, pp. 167-179. 



Oppewal, H. and Koelemeijer, K. (2005), "More choice is better: Effects of assorment 
size and composition on assortment evaluation", International Journal l?f 
Research in Marketing, Vol. 22, No. I, pp. 45-60. 

Ordonez, L. D., Connolly, T., and Coughlan, R. (2000), "Multiple reference points in 
satisfaction and fair assessment", Journall?fBehavioral Decision Making, Vol. 
13, pp. 329-344. 

75 

Park, C. W., Iyer, E. S., and Smith, D. C. (1989), "The Effects of Situational Factors on 
In-Store Grocery Shopping Behavior: The Role of Store Environment and Time 
Available for Shopping", Journal o/Consumer Research, Vol. 15, No. March, 
pp. 422-433. 

Pervin, L. A. (1989), Goal concepts in personality and social psychology: A historical 
perspective. In Pervin, L. A. , (Eds.). Goal concepts in personality and social 
p~ychology, Hillsdale, NJ: Erlbaum, pp. 1-17. 

Peter, J. P., Olson, 1. c., and Grunert, K. G. (1999), Consumer Behaviour and 
marketing strategy: European edition, London: McGraw-Hill. 

Petrova, P. and Cialdini, R. (2005), "Fluency of consumption imagery generation and 
the reversed affect of imagery appeals", Advances in consumer research, Vol. 
32, No. I, pp. 33-33. 

Piron, F. (2000), "Consumers perceptions of the country-of-origin effect on the 
purchasing intentions of (in)conspicuous products", Journal ~fConsumer 
Research, Vol. 17, No.4, pp. 308-321. 

Puntoni, S. and Tavassoli, N. T. (2004), Social Context and Message Reception, 
Working paper, London. 

Qualls, W. J. and Puto, C. P. (1989), "Organizational climate and decision framing: An 
integrated approach to analyzing industrial buying decisions", Journal of 
Marketing Research, Vol. 26, No.2, pp. 179-192. 

Radder, L., Li, Y., and Pietersen, 1. (2006), "Decision-Making Styles of Young Chinese, 
Motswana, and Caucasian Consumers in South Africa: An exploratory Study", 
Journal of Family Ecology and Consumer Sciences, Vol. 34, pp. 20-31. 

Rajendran, K. N. and Tellis, G. 1. (1994), "Contextual and Temporal Components of 
Reference Price", Journal of Marketing Research, Vol. 58, No. January, pp. 22-
34. 

Raju, P. S., Subhash, L. c., and Mangold, G. W. (1995), "Differential Effects of 
Subjective Knowledge, Objective knowledge and Usage Experience on Decision 
making: An Explanatory Investigation", Journal o/Consumer Psychology, Vol. 
4, pp. 153-180. 

Reyna, V. F. and Brainerd, C. 1. (1991), "Fuzzy-trace theory and framing effects in 
choice: Gist extraction, truncation, and conversion", Journal ~f Behavioral 
Decision Making, Vol. 4, No.4, pp. 249-262. 

Roszkowski, M. J. and Snelbecker, G. E. (1990), "Effects of framing on measures of 
risk: Financial planners are not immune", The Journal ~f Behavioral Economics, 
Vol. 19, No.3, pp. 237-246. 

Rowe, D. and Puto, C. P. (1987), "Do consumers' reference points affect their buying 
decisions", Journal of Consumer Research, Vol. 14, No.1, pp. 188-192. 

Schkade, D. A. and Johnson, E. J. (1989), "Cognitive Processes in Preference 
Reversals", Organi=ational Behavior and Human Decision Processes, Vol. 44, 
No.2, pp. 203-231. 

Schurr, P. H. (1987), "Effects of gain and loss decision frames on risky purchase 
negotiations", Journall?f Applied Psychology, Vol. 72, No.3, pp. 351-358. 

Seock, Y.-K. and Bailey, L. R. (2009), "Fashion promotions in the Hispanic Market: 
Hispanic consumers' use of information sources in apparel shopping", 



International Journal of Retail and Distribution Management, Vol. 37, No.2, 
pp. 1-21. 

76 

Shaflf, E. and Thaler, R. H. (2006), "Invest now, drink later, spend never: On the mental 
accounting of delayed consumption", Journal of Economic Psychology, Vol. 27, 
No.5, pp. 694-712. 

Sheth, 1. N. (1974), A Field Study of Attitude Structure and the Attitude-Behavior 
Relationship. In Sheth, Jagdish N., (Eds.). Models of Buyer Behavior: 
Conceptual, Quantitative, and Empirical, New York: Harper and Row, pp. 242-
268. 

Sheth, 1. N., Newman, B. I., and Gross, B. L. (1990), Why We Buy What We Buy: A 
Theory of Consumption Values, Cincinnat~ Ohio: South-Western Publishing Co. 

Sheth, J. N., Newman, B. I., and Gross, B. L. (1991), "Why we buy what we buy: A 
theory of consumption values", Journal of Business Research, Vol. 22, No.2, 
pp. 159-170. 

Shirai, M. and Meyer, R. (1997), "Learning and the Cognitive Algebra of Price 
Expectations", Journal of Consumer Psychology, Vol. 6, No.4, pp. 365-388. 

Shiv, B. and Huber, 1. (2000), "The impact of anticipating satisfaction on consumer 
choice", Journal of Consumer Research, Vol. 27, No.2, pp. 202-216. 

Simonson, I. (1989), "Choice based on reasons: the case of attraction and compromise 
effects", Journal of Consumer Research, Vol. 162, No.2, pp. 158-174. 

Simonson, I. and Tversky, A. (1992), "Choice in Context: Tradeoff Contrast and 
Extremeness Aversion", Journal of Marketing Research, Vol. 29, No.3, pp. 
281-295. 

Simonson, I., Carmon, Z., and O'Curry, S. (1994), "Experimental evidence on the 
negative effect of product features and sales promotions on brand choice", 
Marketing Science, Vol. 13, No. Winter, pp. 23-40. 

Solomon, M., Bamossy, G., Askegaard, S., et al. (2006), Consumer Behaviour: A 
European perspective, 3rd Edition, USA, New Jersey: Prentice Hall. 

Staddon, J. E. R. (1992), "Rationality, melioration, and law of effect models for choice", 
American Psychological Society, Vol. 3, No.2, pp. 136-141. 

Tarnanidis, T. K. and Owusu-Frimpong, N. (2009), Reference Points: Consumer 
Buying Decision Process, Proceedings of: Academy of Marketing Conference, 
6-9 July, Leeds. 

Tarnanidis, T. K. and Owusu-Frimpong, N. (2009), Reference Points: Consumer 
Buying Decision Process, Proceedings of: Academy of Marketing Annual 
Conference, 6-9 July, 2009, Leeds Metropolitan Business School, Leeds, pp. 1-
9. 

Thaler, R. H. (1980), "Toward a Positive Theory of Consumer Choice", Journal ~f 
Economic Behavior and Organization, Vol. 1, pp. 39-60. 

Thaler, R. H. (1985), "Mental accounting and consumer choice", Marketing Science, 
Vol. 4, No.3, pp. 199-214. 

Thaler, R. H. (2008), "Mental accounting and consumer choice", Marketing Science, 
Vol. 27, No.1, pp. 15-25. 

Tolman, E. C. (1959), Principles of purposive behavior. In Koch, S. , (Eds.). 
P[)ychology: A study of science New York: McGraw-Hill, pp. 92-157. 

Triandis, H. C. (1995), Individualism and collectivism, Boulder, CO: Westview. 
Tversky, A. and Sattath, S. (1979), "Preference Trees", Psychological Review, Vol. 86, 

No.6, pp. 542-573. 
Tversky, A. and Kahneman, D. (1981), "The framing of decisions and the psychology of 

choice", Science, Vol. 211, No. 4481, pp. 453-458. 



77 

Tversky, A and Kahneman, D. (1986), "Rational choice and the framing of decisions", 
Journalo.(Blisiness, Vol. 59, No.4, pp. 251-278. 

Tversky, A, Sattath, S., and Paul, S. (1988), "Contingent Weighting in Judgment and 
Choice", Psychological Review, Vol. 95, No. July, pp. 371-384. 

Tversky, A and Kahneman, D. (1991), "Loss aversion in riskless Cho ice: A reference­
dependent model", Quarterly Journal of Economics, Vol. 106, No.4, pp. 1039-
1061. 

Ulgado, F. M. and Lee, M. (1998), "The Korean versus American Marketplace: 
Consumer Reactions to Foreign Products", Psychology and Marketing, Vol. 15, 
No.6, pp. 595-614. 

Van de Ven, A H. (2007), Engaged Scholarship: A guide/or organi=ational and social 
research, Oxford: University Press. 

Van Ittersum, K., Pennings, J. M. E., Wansink, 8., et al. (2005), "The effect of primed 
reference points and framed reference points on product attribute importance", 
Advances in consumer research, Vol. 32, pp. 113-115. 

Van Osselaer, S. M. 1., Ramanathan, S., Campbell, M. G., et al. (2005), "Choice based 
on goals", Marketing Letters, Vol. 16, No. 3/4, pp. 335-346. 

Wang, c.-L., Siu, N. Y. M., and Hui, A S. Y. (2004), "Consumer decision-making 
styles on domestic and imported brand clothing", European Journal 0.( 
Marketing, Vol. 38, No. 112, pp. 239-252. 

Wertenbroch, K. and Dhar, R. (2000), "Consumer choice between hedonic and 
utilitarian goods", Journal o/Marketing Research, Vol. 37, No.1, pp. 60-71. 

Wertenbroch, K., Soman, D., and Chattopadhyay, A (2007), "On the perceived value of 
money: The reference dependence of currency numerosity effects", Journal 0/ 
Consumer Research., Vol. 34, No. June, pp. 1-10. 

White, K. and McFarland, C. (2006), "When do mood influence consumer preferences?: 
Moderators of mood congruency", Advances in consumer research. Vol. 33, No. 
1, pp. 266-267. 

Winer, R. S. (1986), "A Reference Price Model of Brand Choice for Frequently 
Purchased Products", Journal o/Consumer Research, Vol. 13, No. Spring, pp. 
250-256. 

Yi, Y. (1990), "The Effects of Contextual Priming in Print Advertisements", Journal of 
Consumer Research, Vol. 17, No. September, pp. 215-222. 

Yin, T. and Paswan, A. K. (2007), "Antecedents to consumer reference price 
orientation: an exploratory investigation", Journal of product and brand 
management, Vol. 16, pp. 269-279. 

Zaichkowsky, 1. L. (1985), "Measuring the involvement construct", Journal o.f 
Consumer Research, Vol. 12, No.3, pp. 341-353. 

Zemborain, M. R. and Johar, G. V. (2007), "Attitudinal ambivalence and openness to 
persuasion: A framework for interpersonal influence", Journal o.fConsumer 
Research, Vol. 33, No. March, pp. 506-514. 



78 

4. CHAPTER FOUR: Literature Review on Decision-Making Styles 

4.0 Introduction 

This chapter aims to analyse the current literature on decision-making styles. Section 

4.1 introduces the concept of decision-making characteristics. Sections 4.2 and 4.3 

analyse the main fmdings of the studies that have applied the CSI across different 

countries. Sections 4.4 and 4.5 connect the consumer decision-making characteristics 

with the selection of reference points for apparel clothing purchase decisions. Section 

4.6 critically discusses the problems that were encountered in the literature in that field. 

Section 4.7 presents the proposed hypothesis emanated from the literature, and Section 

4.8 provides a summary. 

4.1 Theoretical background of 
decision-making styles 

'Decision-making styles' is a subset of the broader category of cognitive styles (GaIotti 

et at, 2006). The research on cognitive styles emerged in the early 1950s 

(Kozhevnikov, 2007; Riding and Cheema, 1991). According to the authors, cognitive 

styles initially were introduced as a concept that attempted to measure a person's typical 

or habitual mode of problem-solving, thinking, perceiving and remembering (Allport, 

1937). To that extent it is characterized as a concept that investigates individual 

differences (Witkin and Goodenough, 1981; Lewis, 1976; Price, 2004). Moreover 

Kozhevnikov (2007) stresses that many theorists use the term to describe those 

mentalities as either cognitive styles or learning styles. The author points out that the 

two terrns have been used interchangeably in the literature, and they depend upon the 

context and the specific measurement task, for example in the context of personality 

characteristics, thinking processes, perceptions and intelligence (e.g. Klein, 1951; 

Curry, 1983; Riding and Cheema, 1991; Jonassen and Grabowski, 1993; Epstein, 

1996). 

According to Park et aI., (2010 the literature on decision-making styles has been 

characterized by three approaches: the psychographic/lifestyle approach (Lastovicka, 

1982; Wells, 1974), the consumer typology approach (Moschis, 1976; Stephenson and 

Willett, 1969; Stone, 1954), and the consumer characteristics approach (Maynes, 1976; 

Sproles, 1985; Westbrook and Black, 1985; Scott and Bruce, 1995). 
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According to those theories it can be argued that the first one connects over 100 

characteristics of consumer behaviour and personality traits. The second one categorizes 

consumers as specific product families and the last one underlines cognitive and 

affective dimensions (such as from rational shopping and quality consciousness to 

impulsiveness and information overload) that affect consumer decision-making styles 

(Leo et at, 2005). On the other hand the vast majority of the literature on decision­

making styles is concerned with the distribution to respondents of self-report measures 

that generally attach the potential rules of decision-making, which are disjointed to 

specific tasks (GaIotti et at, 2006; Kozhevnikov, 2007). The main findings in the 

literature revealed that the consumer characteristics approach is the most consistent and 

valid one, as it encompasses the work of Sproles and Kendall (1986). Moreover this 

approach provides explanatory and powerful constructs in measuring consumer decision 

characteristics, as it is targeted towards consumers' cognition and affection 

(Kamaruddin and Mokhlis, 2003) 

Sproles and Kendall (1986) formulated eight consumer-decision characteristics (i.e. 1-

perfectionism or high-quality consciousness, 2-brand consciousness, 3-novelty and 

fashion consciousness, 4-hedonistic, recreational shopping, 5- 'value for money' 

shopping consciousness, 6-impulsiveness, 7-confusion by over-choice, 8-habitual, brand 

loyal orientation). Prior to the research of Sproles and Kendall (1986) on consumer 

decision-making styles no other original study was found that encompasses in an 

articulated manner how individual consumers act, behave and make decisions. 

Moreover the inventory of consumer decision-making styles has been characterized as a 

stable cognitive personality inventory (Leonard, 1999). 

4.2 The consumer decision-making 
styles literature 

Consumer decision-making styles refer to the mental orientation that consumers exhibit 

for their consumption preferences (Sproles and Kendall, 1986: p.268). Sproles and 

Kendall (1986) after articulating the findings from the extant literature that focused on 

consumer decision-making characteristics (e.g. Moschis, 1976; Maynes, 1976; 

Lastovicka, 1982; Sproles, 1985) developed a consumer decision-making styles 

inventory, that encompassed the basic characteristics of adolescent consumers towards 
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specific shopping orientations for personal products (e.g. clothes, cosmetics). 

Specifically, this approach classified and categorized cognitive and affective 

orientations of consumers. This inventory is useful to marketers since it enables them to 

segment consumers according to their distinct mental orientations towards shopping. 

Consumers, during decision-making, have different shopping orientations which 

directly affect their buying preferences (Siu, 2001). Many scholars argue that consumers 

differ in the way that they make their consumption choices (Lysonski et aI., 1996; 

Gaiotti et ai., 2006; Coward and Goldsmith, 2007). It was also found that consumers are 

influenced by many factors in order to structure their final preferences (i.e. personal and 

non-personal), and these factors vary between different consumer segments and markets 

(McDonald, 1994; Kongsompong, 2006). Therefore identifying the decision-making 

styles of different consumer segments is imperative for marketing practitioners. 

In addition it was found from the extant literature that consumers structure their 

consumption preferences by using different reference points (Maimaran and Simonson, 

2007). For example some reference points come directly from the perspective of the 

seller (e.g. product characteristics, prices, assortments, displays, offers, discounts, store 

location). Others come directly from the perspective of the consumer (e.g. personal 

goals, previous purchases, social and cultural referents). In contrast some consumers 

evaluate apparel for their functional attributes only (i.e. quality, cloth, fabric, 

performance). Others might seek more abstract attributes (i.e. beauty, design), while 

some of them seek to satisfy other aesthetic values, such as emotional and cognitive 

satisfaction (De Klerk and Stephna, 2008). Moreover there are different types of 

consumers, i.e. there are consumers who are brand-loyal, and who only purchase 

branded apparel. Hence, it is expected that consumers' shopping orientations or 

decision-making styles will enrich the findings from our analysis, in terms of providing 

valuable information on consumers' motivations towards the selection of apparel 

clothing reference points. 

The Consumer Styles Inventory (CSI) developed by Sproles and Kendall (1986: p.271-

2) is a tool which classifies 40 items that explain eight consumer shopping orientations. 

The Sproles and Kendall (1986) 40-item inventory supports that consumers have their 

own style during decision-making. The Consumer Styles Inventory was initially 
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developed to examine consumer behaviour in the US. The authors, for the elaboration of 

the CSI used principal component factor analysis with varimax rotation. The eight 

mental decision-making characteristics are: 

1. Perfectionist. High-Ouality Conscious. Items loading on this factor measure 

consumer evaluations in searching for best quality products. Those consumers 

are also expected to shop more carefully by making comparisons, and more 

systematically. Moreover they are satisfied with 'good' products. 

2. Brand Conscious. Price Equals Ouality. Those consumers associate quality with 

higher prices, and prefer buying judicious national brands. In addition they tend 

to believe that a higher price equals higher quality and vice versa. 

3. Novelty-Fashion Conscious. Those consumers who score high on this 

characteristic tend to gain pleasure by seeking out new products that follow the 

current fashion trends. Furthermore they are not compromised so easily by 

alternative products. Thus they demand variety in their consumption choices. 

4. Recreational Shopping/Hedonistic Shopping Conscious. Those consumers seek 

pleasure and entertainment from the shopping experience. 

5. Price Conscious. Value-for-Money. Those consumers consistently search for 

sales, bargains, and lower-priced products that offer them the best value for their 

money. 

6. Impulsive. Careless. Those consumers display impulse-driven behaviour. They 

are characterized by unplanned and careless consumption. They appear 

unconcerned about how much money they spend or gaining the best available 

offers. 

7. Confused by Over-choice. Those consumers find it difficult to make their 

choices due to different brands and due to many product alternatives. They 

easily become overwhelmed by the diverse sources of information. 

8. Habitual, Brand-Loyal. Those consumers have stable preferences and tastes 

towards favourite brands. 

The consumer decision-making styles inventory (CSI) has been characterized as a stable 

cognitive personality inventory (Leonard, 1999) and has been examined across different 

countries and populations, ranging from developed countries like the USA, UK, 

Germany, New Zealand, Korea and Australia, to less developed countries including, 
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Malaysia, China, and several African countries. It was found that the CSI can be 

generalized across different populations only by making some further adjustments 

(Radder and Pieterson, 2006). Similarly the lack of previous relevant consumer research 

in Greece, pointed to the need to ascertain the generalizability of the CSI as applied to 

Greek shoppers. Hence this study examined the generalizability of Sproles and 

Kendall's (1986) consumer decision-making styles inventory (CSI) in a Greek context, 

by exploring its factor structure. This helped in profiling Greek college students' 

decision-making styles, which in turn helped in identifying how the different types of 

referents are related to the types of decision-making styles. 

4.3 Studies applying the Consumer 
Styles Inventory 

Because the reliability of the Consumer Styles Inventory was tested only with US High 

School students, Sproles and Kendall (1986) further suggested that in order to 

accomplish the generality of consumer style characteristics, the instrument should be 

validated across other contexts. Therefore different scientists mainly in the field of 

consumer behaviour used that specific inventory as a template to profile consumer 

decision-making characteristics. Such studies using the Consumer Styles Inventory 

(CSI) were conducted on students in different countries and cultures (Hong Youn Hahn 

and Kean, 2009). 

Likewise Hafstrom et al. (1992) tried to assess those dissimilarities with Korean college 

students at four universities, in order to check the generality of CSI to other populations. 

They administrated the CSI to a sample of 310 students. They used the same method as 

Sproles and Kendall (1986) and they found that Korean young consumers share similar 

decision-making style characteristics. Although the eight-factor model produced 

sustainable results on each factor, the authors identified that some constructs overlapped 

each other. These were 'brand consciousnesses' and 'fashion cOllsciousnesses'. 

Additionally they created a new factor, 'Time Energy Conserving Consumer' that 

emerged from items included in the brand conscious and habitual brand loyalty 

characteristics. On the other hand the construct of Novelty-Fashion was not applicable 

to the Korean sample. Despite the fact that the model fit the data well, the authors were 



83 

cautious to conclude that the generality of the CSI was applicable to Korean consumers. 

Hence the CSI needed to be tested with a greater adult sample, so as to capture the 

potential divergences in that respect. 

Durvasula et al. (1993) using factor analysis on a student sample (i.e. 210 undergraduate 

business students) in New Zealand found that the instrument produced similar factor 

loadings compared with the Sproles and Kendall (1986) original study. However the 

authors identified that there were minor differences on the equivalence of the scale 

representing 'HabituaIlBrand-Loyal Consciousness' and 'PriceN alue-Consciousness' 

consumer. Overall the variance explained on the eight-factor solution was 56%, whereas 

on the US initial sample it was 46%. The authors stressed that those differences resulted 

from cultural dissimilarities, which needed to be taken into consideration in refining the 

CSI scale. McDonald (1994) after having applied the CSI to elderly people in the US, 

found identical results. 

Lysonski, Durvasula and Zotos (1996) further investigated the factor adequacy of the 

CSI scale across four different cultures (e.g. United States, New Zealand, Greece, and 

India). They used a sample of 486 undergraduate college students (95 from Greece, 73 

from India, 210 from New Zealand, and 108 from USA). They produced a seven-factor 

model that best represented the reliabilities of each factor. Their results were initially 

extracted from the eight-factor solution, but this was not applicable to the Greek and 

Indian student samples. Therefore they deleted six items that did not have adequate 

reliability. Those items were included in the price/value-conscious scale. In their 

fmdings they suggested that the CSI can be better generalized in countries that have 

high propensity (e.g. developed countries). On the other hand changes were needed in 

order to be applicable in developing countries. However their findings resulted from a 

small and specific target audience. Furthermore, consumers in India and in Greece have 

substantially changed their consumption and shopping orientations over the last decade 

(Kamenidou, 2007). 

Shim (1996) tried to categorize adolescent consumer decision-making styles with regard 

to consumer socialization. He grouped Sproles and Kendall's (1986) eight decision­

making styles into three shopping orientations (e.g. Utilitarian, SociaVconspicuous, and 

Undesirable). They collected data from 29 high schools in the US and specifically from 
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South-western states. The majority of students were Hispanic and Native Americans 

(N=1954). They found that socialization agents (such as parents, peers, and printed 

media and TV commercials) had a significant influence upon their distinct consumer 

decision-making styles. The same correlations were found with antecedent variables of 

social structures (e.g. gender and ethnicity). However those antecedent variables did not 

exert any significant impact on the influence of the different socialization agents. 

Therefore future practitioners should examine more carefully the impact of different 

cultures (e.g. minority groups). 

Similarly Shim and Gehrt (1996) employed the same findings in examining those three 

minorities in terms of their approach to shopping. They found that Hispanics had 

Social/Hedonistic orientation. On the other hand Native Americans further divided in 

two categories, Africans and Whites. The fonner had Impulsive/Confused by Over­

choice shopping orientation while the latter had a Utilitarian orientation. 

Additionally Shim and Koh (1997) expanded the findings of their previous work by 

employing a more concrete multivariate and cluster analysis (e.g. correlation matrix). 

They identified three clusters, and labelled them as Value-Maximizing Recreational 

Shoppers, Brand-maximizing Non-Utilitarian Shoppers, and Apathetic Shoppers. They 

determined that consumers who belong in the: 

• First category, tend to be influenced by their parents, printed media and relevant 

consumer education 

• Second category tend to be influenced by their related peers and television 

commercials 

• Third category, tend not to be influenced by any of the socialization agents. 

However it can be argued that their analysis emanated from a replication of their 

previous findings. For example they used the same data, derived from a specific context 

in the US. Therefore a better refmement is needed on the two models used from the 

measurement of the socialization agents' variables and the social structural variables, as 

they initially were developed by Moschis and Moore (I979) and Coleman (1983). 

Therefore in order for their findings to be generalized, a more heterogeneous group in 

that respect needs to be taken into consideration. Moreover, the socialization agents' 

variables need to include more information, as today's consumers are influenced by 

many other referents (e.g. internet and virtual groups). 
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Fan and Xiao (1998) applied the CSI in the context of China, by using a sample of 

Chinese college students. Based on the results of previous studies they used a modified 

model of five dimensions. The authors excluded three dimensions because some 

constructs overlapped each other. The remammg dimensions were Brand 

Consciousness, Price Consciousness, Quality Consciousness, Time Consciousness, and 

Information Utilization. However, the additional replications that were made on their 

model explained only 35% of the variances. Furthermore they compared their model 

with the ones used by Sproles and Kendall (1986) and Hafstrom (1992). The resu Its 

were not identicaL as the authors found that some constructs were perceived with 

different meanings and were placed in different dimensions (i.e. some items that were 

loaded on the dimension of Fashion Consciousness for the US sample, on their model 

were loaded on the dimension of Time Consciousness). Furthermore, the dimension of 

Impulsiveness was not supported as adequate enough to represent the Chinese sample. 

Therefore the examination of the CSI in different cultures has to be adapted slightly, as 

consumers have different characteristics (e.g. diverse shopping and consumption 

behaviours). 

Mitchell and Bates (1998) tried to apply and confirm the eligibility of the CSI in the UK 

to a student sample by analysing its psychometric properties (N=40 1). The authors 

examined two models, an eight-factor solution model, and a ten-factor solution model. 

Similar to the previous research that was done in other non-English cultures the authors 

identified problems when attempting to validate the CSI with UK respondents. These 

were: 

• Problems with the use of academic language of several items, since they could 

not capture the respondent's language. 

• The composition of the items placing the verb at the end, which is not acceptable 

with the use of language in the UK. 

• The items characterized were ambiguous, since they did not clearly indicate their 

possible meanings. 

Therefore the authors, in their effort to reduce biases and measurement errors, made 

additional changes in order for items on the CSI to be understandable and interpretable 

for UK respondents. For example the item 'the more expensive brands are usually my 
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choice', were rephrased as 'I usually choose more expensive brands', and so forth with 

the other items. 

On the eight-factor model the dimensions of Brand-Conscious and Brand-Loyalty traits 

were combined into one. The reliabilities of the factors were higher than the initial 

model of Sproles and Kendall (1986), except for two factors: 'Recreational Hedonism' 

and 'Impulsive Careless'. The same findings held for the ten-factor model. The ten­

factor model fit the data well (e.g. 57% variance explained), as it confirmed all the 

factors from the initial model of Spro les and Kendall (1986). Moreover the dimensions 

of 'Brand-Loyalty' and 'Brand-Consciousness' that were combined on the eight-factor 

model, were separated in the ten-factor model. The authors concluded that decision­

making orientations or traits can be generalized across populations. This can be 

achieved by clustering populations that share the same characteristics, so as to avoid 

additional replications. On the other hand the results from previous studies (e.g. 

Lysonski et aI., 1996; Hafstrom et a1., 1992) were extracted from relatively small 

samples, which can hamper the reliability of the results. Therefore they cannot express 

sufficiently the culture under investigation. 

Walsh et al. (2001) tested the applicability of the CSI to a non-student sample in 

Germany (N= 455). The authors tried to profile German shoppers' decision-making 

characteristics. They drew up a seven-factor model that best represented the German 

shopper, since it fit the data more accurately. The authors, after a careful investigation 

of the extant literature, probed to use a more sophisticated strategy in creating their 

model. 

Firstly they derived their fmdings from people that came from the general public. By 

doing that they wanted to test the initial model of Sproles and Kendall (1986) with a 

more heterogeneous group, apart from college students, which could better represent the 

general population. Many scholars in that respect argue that the selection of student 

samples or housewives in cross-cultural studies should be avoided as they cannot 

represent the whole population (Gordon et aI., 1986; Samiee and Jeong, 1994; Hair et 

aI., 1998). However the majority of research in cross-cultural studies prefers to collect 

data from students, as it is more convenient and more practical (Walsh et aI., 2001). 
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For example, all the previous studies on examining the applicability of the CSJ were 

made on student samples, apart from the one employed by McDonald (1994). 

Secondly they used four alternative models in their analysis (e.g. eight, seven, six, and 

five factors), in order to capture potential discrepancies of the appropriateness of fit. 

Their fmdings were based on using both exploratory and confirmatory factor analysis. 

Lastly their model confirmed six of the eight factors found by Sproles and Kendall 

(1986). The trait of Price-Value Consciousness was not confirmed. This was because a 

typical consumer in Germany is more interested in quality issues when purchasing 

goods as opposed to price ones. 

Siu, Wang, Chang, and Hui (2001) via a staged process tried to modify the CSI for 

Chinese consumers. In the first stage they used conflfmatory factor analysis on a student 

sample (N=357) with the use of structural equation modelling, so as to extract the best 

items from the original 40-item scale of Sproles and Kendall (1986). They deleted 15 

items that had covariance errors (i.e. cross loadings). In the second stage they cross­

validated their 25-item 8-factor model with an adult consumer sample (N=387). In their 

final fmdings they identified four decision-making styles that were stable for Chinese 

consumers (e.g. Perfectionist, Brand Conscious, Novelty-Fashion Conscious, and 

Recreational). On the other hand the dimension of 'Price Conscious' loaded low 

reliability on their final model. However, with their results they sampled people from 

one province of China (e.g. Southern China). Therefore it would need additional 

changes if it was going to be used in the future in another context in China (Radder and 

Pietersen, 2006). 

A study was conducted (Kamaruddin and Mokhlis, 2003) with a sample of adolescents 

(N=934) in Malaysia. The authors followed the findings from the previous work of 

Shim and Gehrt (1996) and classified the eight constructs of Sproles and Kendall into 

three distinct types of decision-making characteristics (i.e. Desirable, Undesirable, and 

SociaVHedonistic ). 

• Desirable: Includes the first two decision-making styles (i.e. quality-conscious and 

price-conscious) 

• Undesirable: Includes two traits (e.g. impulsive and confused by over-choice) 
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• SociallHedonistic: Includes four traits (e.g. brand-conscious, novelty/fashion 

conscious, recreational and brand-loyal) 

On their analysis they used 32 items, which were equally divided into four-item 

subscales. The sample consisted of a mixture of three different cultures, e.g. Chinese 

(46.9%), Malays (43.1 %) and Indians (9.7%). Regression analysis was employed in 

order to test the possible relationships of social structures variables. It was found that 

both male and female adolescents scored high on the third category and that male 

adolescents associated with the dimension of brand-conscious, whereas the female ones 

associated with the dimension of recreational style. Malay adolescents exhibited social 

and hedonistic shopping orientations, whereas Chinese adolescents scored low on 

brand-conscious, fashion-conscious and recreational shopping orientations. A reversed 

score characterized Malays (e.g. high score on the three aforementioned dimensions). 

Indian adolescents scored low on the dimensions of impulsive and quality-conscious. 

Nevertheless the authors identified that the influence of peers exerts a high impact upon 

individuals for the selection of decision-making styles. Additionally they found that 

young adolescents show undesirable decision-making from the influence of media in 

general. Their results also were comparable with the previous work of Shim and Gehrt 

( 1996). 

Leo et al. (2005) tried to underline cross-cultural differences in consumer decision­

making styles in two samples (Australia and Singapore), by comparing them with 

Hofstede's (1980) typology of culture, which is represented on five dimensions (power­

distance, uncertainty-a vo idance, individualism-co llectivism, masculinity-femininity, 

long/short term orientation). They collected data from 352 respondents from Singapore 

and 182 respondents from Australia. Descriptive statistics and analysis of variances 

were used. The reliability of Cronbach Alphas ranged from 0.70 to 0.80, respectively. 

This indicated high scores on reliability and validity (Devellis, 2003). They found that 

there were significant country differences on the following constructs of CSI: 

innovativeness and confused by over-choice. On the other hand there were no 

significant differences on quality-consciousness, recreation-consciousness, and brand­

loyalty decision-making styles, between the examined countries. 
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The reliability of the CSI was also tested in South Africa (Radder, Li, and Pietersen, 

2006) in the context of apparel clothing. The authors distributed the original CSI 

inventory to an equally heterogeneous student sample (e.g. Chinese, Motswana, and 

Caucasian students) at the Nelson Mandela Metropolitan University. The total sample 

was 400 students (i.e. four groups of 100). The preferred language of instruction 

remained as English, SInce all students were considered to be proficient in that 

language, as it is a prerequisite for them to enter that University. The initial 

questionnaire comprised the 40 items. However out of the 40 items some were 

rephrased so as to be directly targeted to clothing consumption, as it was the main area 

of investigation. To minimize potential changes in the original meaning of the items, 

they pre-tested it to a small sample (N= 10). The authors then tested the commonality of 

the eight factors identified by Sproles and Kendall's work. It was found that the 

reliability of many factors was not sufficiently acceptable (e.g. Chinese=four factors 

scored <.60, Motswana= six factors <.60, and Caucasian= two factors <.60). Therefore 

further modifications on the data were made in order for them to develop a more fitting 

model that could best represent the South African context. Principal axes analysis with 

direct quartimin rotation were used (Gorsuch, 1997; Fabrigar et aI., 1999). This method 

was adopted because the use of va rima x rotation results in uncorrelated factors. 

The following was found: 

• Chinese: 33 items loaded on five-factors, ranging from. 70- .84 

• Motswana: 18 items loaded on five factors, coefficients were >.60, except for factor 

one 

• Caucasian: 33 items, loaded on seven factors, ranging from .66-.84 

Finally, they found three common shopping orientations across the three groups under 

investigation (e.g. perfectionist, hedonistic, and habitual consumer). However they also 

identified that the Chinese tend to be habitual shoppers. Motswana students were 

characterized as image and quality-conscious consumers, whereas Caucasians were 

more price-conscious. However their findings resulted from a small sample of each 

population. Thus for generality issues, further research should be made with larger 

samples, and within other shopping categories. 

Making a comparison with the findings of previous studies it can easily be argued that 

the CSI is more applicable with Western cultures (Lysonski at aI., (996). On the other 

hand the influence of culture acts as a strong mediator in examining the adequacy of the 
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CSI for different populations. Hence Radder and Pieterson (2006) support the idea that 

the CSI can be generalized across populations, if and only if, a priori modifications are 

made. 

More recently Bakewell and Mitchell (2006) suggested that decision-making styles 

should try to capture gender issues (males versus females). More specifically, they 

identified from carefully reviewing the literature that males have different shopping 

orientations, when compared with women. For example Shim (1996) on examining the 

consumption behaviour of adolescent consumers identified that male adolescents tend to 

be more utilitarian-oriented in their intended purchases as opposed to female adolescent 

consumers who are more social and conspicuous-oriented. Similarly, Dholokia (1999) 

found that men perceive shopping as unpleasant and they are less interested in following 

the fashion trends (Cox and Dittmar, 1995). Hence they spend less effort/time on doing 

their shopping than women actually do. Men are found to make impulse and careless 

decisions (Campbell, 1997). On the other hand they are more confident in their choices, 

they are less influenced by their peers, and they enjoy risky options arising from money 

issues (Prince, 1993). 

Therefore Bakewell and Mitchell (2006) tested the proposition that gender differences 

will exhibit dissimilar decision-making characteristics. In their effort to achieve that 

they used the CSI with an undergraduate sample in the UK, equally divided by gender 

(N=480). They found that nine decision-making traits were identical in both genders. 

However they identified three new male traits (Store Loyalty/Low Price Seeking, 

Confused-Time Restricted and Store Promiscuity). They also identified three female 

constructs that were composed from different items (Bargain Seeking, Irnperfectionism, 

and Store Loyal). However they proposed two twelve-factor solutions, one for men and 

the other for women. Even though they accounted for the high explanation of total 

variances (e.g. 63% and 66% respectively) their perceived models have inadequate 

alpha coefficients on many factors. Moreover many of them partially overlap each other 

(this can be seen on Table 7:1). Consequently their two proposed models would need 

further adjustments before they could be perceived as stable enough for the 

measurement of decision-making characteristics between either male or female 

consumers. 
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Wesley, LeHew, and Woodside (2006) assessed the effectiveness of the CSI for 

multiple samples of adult consumers (N=527) in four shopping malls at different 

regions in the US (West Edmonton, Bloomington, San Francisco and Las Vegas). The 

authors found that there was a partial correlation between consumer decision-making 

styles (e.g. Fashion-Conscious is related to dimensions of Brand-Consciousness, 

Perfectionist and Recreational Shopping Conscious). 

However, the dimension of 'Impulsive Consumers' did not relate significantly with any 

of the other consumer decision-making traits. Additionally they showed that 

demographic variables (e.g. income, education, and age) did not show a significant 

association in influencing consumer characteristics. Only the variable of gender was 

strongly associated with cluster group membership. Therefore it can be concluded that 

the CSI can be generalizable to different age groups (e.g. adolescents, undergraduate 

students, or to other adult groups). This is consistent with the initial findings of Sproles 

and Kendall (1986). 

Bauer and Sauer (2006) tried to assess the validity and the reliability of the CSI in the 

cultures of Germany and the UK. Their initial goal was to apply the CSI to different 

product categories (e.g. high involvement, and low involvement). Firstly they used a 

student sample from Germany (N=203) applying exploratory and confirmatory factor 

analyses to 43 items, which came from previous research findings. Although they found 

adequate coefficient alphas on both the 8-factor and the II-factor models, the perceived 

structure of the factors produced low validity on the appropriateness of fit. This 

anomaly was also noted by previous researchers (e.g. Walsh et aI., 2001). 

Secondly they modified the structure of the CSI and included five-factors (e.g. 

perfectionism, innovativeness, brand-consciousness, price-value consciousness, and 

spontaneity). Three factors of the initial Kendall model were excluded as unreliable 

(Confused by Over-choice, RecreationaVHedonistic, and Novelty-Fashion 

Consciousness ). 

Finally their modified model included 32 items and was tested in two product 

categories: wristwatch and yogurt. The questionnaire was administrated to students 

from the UK (N=361) and from Germany (N=121). They additionally identified that 
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consumer decision-making styles were strongly related with the product under 

investigation. Hence, the consumer's involvement in acquiring a product has an 

influence on the selection of consumer decision-making styles. Evidently the use of the 

CSI cannot be generalized across different product categories, and when the case 

involves a multi-country analysis, further readjustments need to be considered. 

Coward et al. (2007) tried to measure the influence of the CSI in online apparel 

consumption by college students in the US. In total 367 undergraduate students were 

surveyed. The key questions on their survey focused on two issues stemming from 

whether respondents were using the internet to search for clothes (coded as shopping 

frequency) and if they proceeded to make a purchase (coded as spending). By using the 

method of regression analysis, they found that the frequency of online shopping was 

related to three dimensions of the CSI: hedonic/recreational shopping (~=0.I7), value 

consciousness (p= -0.21) and impulsiveness (P=0.27) whereas the amount of time spent 

had a significant correlation with the traits of value consciousness (~= -0.27) and 

impulsiveness conscious (~0.23). 

They concluded that impulsive consumers were most likely to shop online and that price 

had a negative correlation with online spending. On the other hand price had a positive 

correlation with the dimensions of quality-brand-fashion consciousness, hedonistic 

shopping, impulsiveness and brand-loyalty. However their research was limited to 

power users of the internet. Therefore for a better generalization of their findings 

different target groups should be selected. 

Recently Hong Youn Hahn and Kim (2009) explored the relationship between self­

construals (e.g. independent versus interdependent) and decision-making styles of 

Korean college students (N=872) from three different university campuses, in the 

distinct domain of apparel clothing. Self-construals refer to individuals' self-behaviour 

in terms of thinking, acting and feeling (Singelis, 1994). According to Singelis (1994: 

p.581) 'independent self refers to consumers who are motivated by their own tastes and 

preferences, whereas 'interdependent self refers to consumers who are motivated in 

following the norms and the values that are enforced by their own social referents (e.g. 

peers, family, other groups, and culture). Moreover in the research carried out by Cross 

et al. (20 II) it was found that the former distinction characterizes people from Western 
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cultures (e.g. US, Australia, and UK). The latter is more applicable to collectivistic 

cultures (e.g. China, Korea). 

In their analysis they detected the same findings, e.g. the majority of Korean students 

were more likely to exert interdependent self-construals, as opposed to independent. In 

order to identify the shopping orientations of Korean students they used Shim's (1996) 

three categorizations of CSI (e.g. Utilitarian, SociaVConspicuous, and Undesirable 

orientations). The method of regression analysis was used. They identified that 

independent self-construals had a significant positive relationship with four dimensions 

of the CSI (e.g. Perfectionist, Novelty-Fashion Conscious, RecreationaL and Brand 

Loyal traits). However, they had a negative relationship with the dimension of Price­

Conscious. On the other hand interdependent self-construals had a positive relationship 

with the traits of Price-Conscious, Impulsive and Confused by Over-choice. 

On Table 4: I is presented a comparison summary of reliability coefficients of the 

research on decision-making styles across countries. It can be seen that the eight-factor 

model of the CSI is applicable to the US, New Zealand, China, the UK and Malaysia 

(Sproles and Kendall, 1986; McDonald, 1994; Shim and Gehrt, 1996; Shim, 1996, 

Durvasula et a1., 1993; Siu et aI., 2001; Mitchell and Bates, 200 I; Kamaruddin and 

Mokhlis, 2003). The seven-factor model, however, is more applicable to Greece, India, 

and South Korea. 

On the other hand new styles have been identified by different researchers. 

• Time Energy Conserving: South Korea, UK and Germany (Hafstrom et aI, 1992; 

Mitchell and Bates, 2001; Walsh et a1., 2001) 

• Time-conscious: China (Fan and Xiao, 1998) 

• Store-Loyal: UK (Mitchell and Bates, 2001; Bakewell and Mitchell, 2006) 

• Brand-Loyal: UK (Mitchell and Bates, 2001) 

• Information Utilization: China and Germany (Fan and Xiao, 1998; Walsh et aI., 

2001) 

• Confused Time-Restricted: UK (Bakewell and Mitchell, 2006) 

• Store-LoyaVLower Price Seeking: UK (Bakewell and Mitchell, 2006) 

• Store Promiscuous: UK (Bakewell and Mitchell, 2006) 

• Bargain-Seeking: UK (Bakewell and Mitchell, 2006) 

• Imperfectionism: UK (Bakewell and Mitchell, 2006) 
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It can be argued that the majority of the new styles are not stable, since they include 

limited items that have been extracted from the initial work of Sproles and Kendall. In 

addition, they did not show good reliability, and were tested on small samples only, 

ranging from 100 to 300 respondents. For example in the case of Greece the study was 

conducted on a sample consisting of96 students. 

A closer examination of Table 4: 1 shows that the majority of the previous studies that 

examined the generalizability of CSI across different cultural domains were made with 

homogeneous student samples, in order to sustain compatibility (Lysonski et aI., 1996; 

Radder et aI., 2006). However, student samples cannot be characterized as 

representative of the whole population on each examined country (Mitchell and Bates, 

1998; Coward and Goldsmith, 2007). Furthermore, new items were identified by other 

researchers (Fan and Xiao, 1998; Walsh et aI., 2001; Bakewell and Mitchell, 2006) as a 

result of the significant cross-cultural differences among different contexts and 

populations. It was also noted that the CSI is more applicable to developed countries, 

where consumers have more stable cognitive consumption behaviour, due to their high 

economic propensity and economic development (Hui et aI., 2001). In contrast, it was 

found in less developed countries (such as China, Malaysia, India, Greece etc.) that the 

CSI cannot be applied without additional modifications (Bauer and Becker, 2006). 

Another reason for the changes in the number of factors is the different shopping 

environments in which the CSI was examined. Durvasula et aI. (1993) stress that the 

retail environment between different countries varies considerably. For example in New 

Zealand, stores close in the afternoons, whereas in other countries they are open (i.e. 

USA, Germany). The competition level among international retailers also differs 

(Walsh et aI., 2001). Similar consumers in more developed countries have more 

disposable incomes (i.e. UK), as opposed to consumers in less developed countries (i.e. 

China). 

Sui et a1. (2001) contend that previous researchers were interested in applying the CSI 

scale to different populations by making judicious comparison with the initial work of 

Sproles and Kendall (1986). For example all previous studies of the CSI scale were 

made using the methodology of exploratory factor analysis, and substantial cross 
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loadings between items were found. According to Hair et al. (2006) exploratory factor 

analysis cannot assess the unidimensionality of the construct, and thus produces 

questionable results. From the findings of the literature review, few researchers have 

tried to validate and to refine the CSI by following more sophisticated techniques, i.e. 

confirmatory factor analysis. Therefore further research is needed in order to address 

these issues and to ascertain whether the scale can be made universal by making minor 

changes to it, or whether the scale is cultural dependent and needs further adjustments. 



Table 4:1 Comparison of Reliability Coefficients for Studies on Decision-Making Styles 

Year 1986 1992 1996 1996 1996 1996 
Country U.S. South Korea New Greece U.S. India 

Zealand 
Authors Sproles Hafstrom, Lysonski, Durvasula, and Zotos 

and Chae, 
Kendall and Chung 

Consumer Styles 
I. Perfectionist .74(8) .77(7)" .80(7) .65(7) .72(7) .61(7) 
2.Brand-Conscious .75(7) 1 .84(1 W .59(6) .68(6) .63(6) .71(6) 
3. Novelty-Fashion Conscious .74(5) -- .75(4) .63(4) .75(4) .72(4) 
4. Recreational Shopping .76(5) .70(6)-'.1 .82(5) .61(5) .85(5) .45(5) 
5. Price Value Conscious .48(3) .31 (3) -- -- -- --
6.Impulsive .48(5) .54(4)4 .71(5) .64(5) .68(5) .41 (5) 
7.Confused by Over-choice .55(4) .54(5) .66(4) .55(4) .69(4) .64(4) 
8.Habitual, Brand-Loyal .53(4) .34(3t .54(3) .34(3) .62(3) .51(3) 
9.Store-Loyal 
t O.Time Energy Conserving .35(3) 
II.Time-Conscious 
12.Information Utilization 
13.Time Energy Conserving 
t4.Confused Time Restricted 
t 5.Store LoyalllLower Price 
Seeking 
16.Store-Promiscuous 

17.Bargain Seeking 

18.1mperfectionism 

No. of Items 40 38 34 34 34 34 

No. of Factors 8 8 7 7 7 7 

Total Variance 48% 47% 54.6% 53.7% 57.5% 52.5% 

Eigenvalues 1.3 1.28-6.19 >1 >1 >1 >1 

Sample High Under- Under- Under- Under- Under-
School graduate graduate graduate graduate graduate 

Values in parenthesis represent the number of items in each factor. 
The superscript numbers from t to 18 indicate Factorial Complexity (load on two factors) 
Source: Adapted from Siu, Wang, Chang, and Hui (2001) 

2001 2001 
China Germany 

Siu, Wang, Walsh, 
Chang, and Hiu Mitchell, 

Hennig-Thurau 

.73(8) .71(4) .75(7) .47(3)11 

.70(7) .68(4) .73(6) .76(5) 

.77(5) .69(3) .71(8) .73(3f,lb 

.76(4) .73(3) .65(4) .56(3) 1 

.44(3) .30(2) -- .36(1)" 

.50(5) .50(3) -- .26(2) 14 

.59(4) .54(3) .75(4) .64(4) 

.48(4) .52(3) -- .09(2) " 

.70(5) 

.53(5) 
.66(4) 
.32(2) 
.36(2) 

.35(2) 

40 25 38 38 

8 8 7 12 

- -- 51.9% 63% 

- -- 1.58-5.44 1.05-4.76 

Under- Shopping Shopping Male 
graduate Public >18 Public >18 Undergraduate 

2006 
UK 

Bakewell 
and 

Mitchell 

.64(3) 11,1~ 

.76(5) 

.79(3)4,9 

.38(3) .-

.39(2) 11 

.48(2) I~ 

.71(4) 

.43(2)b.~ 

68(3) 

.41 (3) 

.59(2) 

.66(2) 

38 

12 

66% 

1.07-4.43 

Female Undergraduate 



Table 4: 1. Continued from the previous page, Comparison of Reliability Coefficients for Studies on Decision Making Styles 

Year 1998 2001 2001 2003 2006 2006 

! 
Country UK Germany China Malaysia UK South Africa 

Chinese Motswana Caucasian 
Authors Mitchell Walsh, Siu, Wang, Kamaruddin Bakewell Radder,Li, and 

and Mitchell, Chang, and Hiu and and Pietersen 
Bates Hennig- Mokhlis Mitchell I 

Thurau 
Consumer Styles 
I.Perfectionist .41 .39 .75(7) .73(8) .71(4) .75 .47(3) II .64(3) II.I~ .5 \ .78 .74 
2.Brand -Conscious -- .61 .73(6) .70(7) .68(4) .72 .76(5) .76(5) .63 .69 .76 
3.Novelty-Fashion Conscious .77 .77 .71(8) .77(5) .69(3) .70 .73(3)4.1Q .79(3)4,9 .63 .56 .64 
4.Recreational Shopping .33 .33 .65(4) .76(4) .73(3) .78 .56(3) II .38(3) lW .77 .59 .77 
5. Price Value Conscious .51 .51 -- .44(3) .30(2) .57 .36(\) - .39(2) -.25 .05 .08 
6.1mpulsive .24 .44 -- .50(5) .50(3) .43 .26(2) 14 .48(2) 15 .49 .43 .55 
7.Confused by Over-choice .67 .67 .75(4) .59(4) .54(3) .70 .64(4) .71(4) .71 .47 .77 
8.Habitual, Brand-Loyal -- .54 -- .48(4) .52(3) .69 .09(2) - .43(2)"''1 .48 .32 .65 

9. Store-Loyal .46 .68(3) 
10.Brand-Loyal .60 
II.Time Energy Conserving .60 .63 .70(5) .66(4) .41(3)17 

12. Time-Conscious 
13.1nformation Utilization .53(5) 
14.Confused Time Restricted .32(2) 
15.Store LoyallfLower Price .36(2) 
Seeking 
16.Store-Promiscuous .35(2) 
17.Bargain Seeking .59(2) 
18.1mperfectionism .66(2) 
No. ofltems 39 39 38 40 25 32 38 38 39 39 39 
No. of Factors 8 10 7 8 8 8 12 12 8 8 8 
Total Variance 50.5% 57.5% 51.9% -- -- -- 63% 66% -- -- --
Eigenvalues -- -- 1.58-5.44 -- -- -- 1.05-4.76 1.07-4.43 -- -- --
Sample Under- Under- Shopping Under- Shopping High Male Female Undergraduate 

graduate graduate Public graduate Public >18 School Undergraduate Undergraduate 
>18 

Values in parenthesis represent the number of items in each factor. The superscripj numbers from 1 to 18 indicate Factorial Complexity (load on two factors) 
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4.4 Consumer decision-making 
styles and clothing 

The attachments that consumers seek to possess while they are making their 

consumption preferences are related to the Sproles and Kendall (1986) decision-making 

styles thus: 

• 1. PerfectionistlHigh Quality Conscious 

Perfectionist or quality consciousness shopping orientation equates to the purchase of 

products that have high quality and are offered at higher prices (Sproles and Kendall, 

1986~ Wesley et al., 2006) Also it refers to consumers who choose to buy the best 

products available seen. Besides, quality acts as a strong indicator for the good 

functionality and duration of the product (Leo et al., 2005) and is also an important 

factor that orients consumer purchases of apparel products (Kim and Shim., 2002). 

It was found that Greek apparel shoppers show great attention to that construct 

(Kamenidou, 2007) and it was ascertained that quality reasons are strongly related to 

apparel shopping consumption. For example the authors identified that Greeks prefer to 

buy well-known imported brands as opposed to the national ones, in order to eliminate 

the bias of making an unsuccessful clothing purchase. Additionally the research carried 

out by Lysonski et al. (2006) on evaluating the CSI in the Greek market, showed 

positive scores on that dimension. 

This study investigates the selection of reference points for apparel clothing shopping 

on important shopping occasions. Clothing in that case refers to consumers' purchases 

of a professional outfit or dress that is bought especially for a specified event (e.g. 

weddings, parties, conferences, anniversaries, celebrations, and work meetings). 

Similarly the research under investigation involves the purchases of young Greek 

consumers and specifically students, where they attend such events on a regular basis. 

Therefore Greek college students as apparel shoppers will exhibit a greater tendency to 

score high on that dimension. 

• 2. Brand Conscious/Price Equals Quality 

Brand Conscious/Price Equals Quality refers to consumers' shopping orientation for 

buying expensive and well-known brands (Sproles and Kendall, 1986). Brands evoke 
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aesthetic meanings that suggest status and prestige to consumers (Leo et aI., 2005). Most 

items on that dimension are relevant to the problem under investigation. For example 

consumers for their consumption preferences are interested in selecting strong brand­

name products such as Boss, Versace, etc. Also, well-known brands reflect one's 

individual status and prestige. According to Kotler et a1. (2005) a brand name has 

different levels of meanings. A brand is a combination of attributes, benefits, values, 

culture and personality. Usually consumers prefer to use strong brand names for their 

consumption purchases, because they act as an indicator of bringing high perfonnanc~, 

quality, safety and unique prestige to them (Kotler et al., 2005; Leo et at, 2005). Brands 

also help them to differentiate themselves from others (De Chernatory and Riley, 1998). 

Furthermore it helps consumers to reduce the risks involved in purchasing (Kamenidou, 

2007). It is found that consumers who score high in that dimension are characterized as 

risk-averse purchasers (Lehmann and Winer, 1997). For example the selection of a 

branded apparel product gives confidence to consumers and brings only gains to them 

(Kamenidou, 2007). It is also found that consumers attach different shopping orientation 

towards branded and non-branded apparel clothes, such that consumers who prefer 

buying high branded fashion clothes will have unique styles, as compared with those 

who are not so brand oriented (Siu et aI., 200 I). Therefore brand influences consumer 

intentions and perceptions in acquiring a specific product. For example the familiarity 

of a brand strongly influences consumers' purchase decisions and it helps consumers to 

create a positive tendency towards habitual consumption behaviours (Hafstrom et aI., 

1992). 

From the fmdings of the extant literature on decision-making styles, it was determined 

that the dimension of Brand ConsciouslPrice Equals Quality is stable across different 

populations (i.e. USA, South Korea, New Zealand, Greece, India, Germany, China, and 

Malaysia). However, it was found that the selection of high-branded apparel strongly 

mediates consumer evaluation about the product quality and performance of it. 

Consumers' purchasing criteria on that shopping occasion are targeted by consumers in 

evaluating the different brand names in terms of the benefits acquired, i.e. quality and 

price. As regards Greek apparel shoppers it was identified that they prefer to buy 

branded apparel clothes. The people who live in big cities (i.e. Athens, Thessaloniki) 
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especially prefer to buy imported high-fashion apparel clothes that boost their self­

image and ultimately give them a unique prestige (Kamenidou, 2007). The author 

identified that young Greek consumers tend to spend a considerable amount of their 

budget on buying expensive branded clothes. Hence we can conclude that Greek college 

students will score high on that dimension. 

• 3. Novelty! Fashion Conscious 

According to Sproles and Kendall (1986) the trait of Novelty/Fashion Consciousness 

refers to those consumers who seek variety and novelty during their consumption 

decisions. They seek to find products that will help them to enhance their lifestyle. by 

differentiating themselves from others. Likewise they fmd shopping a pleasant 

expenence. 

However, it was found that this dimension is more suitable for consumers that have 

more individualistic consumption behaviour. For example according to Leo et al. (2005) 

those consumers who score high on that dimension have a unique desire to purchase 

modern. trendy, and distinctive clothes. However those consumers have as a referent 

their own personal style, they are confident on their consumption preferences, and they 

have more articulated preferences. Thus their behaviour cannot be influenced so easily 

by others (Gardial et a1., 1994). Greek consumers are strongly influenced by the 

opinions of others and they tend to follow trends according to the rules and the values 

used in society in general (Kamenidou et aI., 2007). Hence it is expected that Greek 

college students will score high on that dimension. 

• 4.Recreational Shopping! Hedonistic Shopping Conscious 

This dimension measures consumers' recreational and hedonistic shopping 

characteristics (Sproles and Kendall, 1986). It characterizes consumers who see the 

experience of shopping as fun, leisure, and enjoyment. According to Cardoso et al. 

(2005) consumers evaluate apparel clothes not only for their functional attributes, but 

for their hedonistic ones as well (i.e. aesthetics, lifestyle, perceptions, and abstract 

beauty). 
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Since the domain under investigation involves the consumption of apparel products for 

important shopping occasions, it is expected that Greek college students will score high 

on that trait. Thus most of them will exhibit hedonistic behaviours, as they will try to 

present themselves as well as possible. 

• 5. Price ConsciousNalue-for-Money 

This characteristic refers to price-oriented consumers. They are interested in making 

purchases that will offer value for money. Thus they make price comparisons, and are 

looking for discount prices and unique offers (Sproles and Kendall, 1986; Leo et al., 

2005). Similarly consumers, when they purchase clothes, are strongly influenced by the 

prices of available products seen in the store layout, or by prices in other sources 

(media, magazines, social groups, and internet). 

However, because clothes are durable products, and they will have them in the 

wardrobe for some years, their price incentives are motivated by the duration of the 

perceived product and the new fashion trends. For example it is found that branded 

apparel clothes products suggest safety to consumer beliefs, as they would be expected 

to last longer, compared with less branded ones (Kamenidou, 2007). On the other hand 

consumers will purchase less branded apparel as long as it is within the new fashion 

styles and is suggested by strong clothing designers (Coward and Goldsmith, 2007). 

Additionally, consumers evaluate the price offers according to the perceived quality 

obtained (Hui et aI., 2001). Moreover, the study examines the case of students who have 

limited financial means, as most of them are not employed during their studies. 

Therefore Greek students as apparel clothing shoppers for important shopping occasions 

will show a greater tendency to score high on this trait. 

• 6. Impulsive/Careless Orientation 

According to Sproles and Kendall (1986) these dimensions characterize consumers who 

do impulsive shopping. For example they make impulsive purchases, which in most 

cases can be seen as careless consumption. This results from the fact that they do not 

spend adequate effort and time on searching for the best available offers. They are 

motivated only by their sensory motives and distinct intuition. Previous research 
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findings identified that there were a variety of factors that influenced consumer 

impulsive purchasing behaviour (Lee and Kacen, 2008). Furthermore, usually those 

consumers proceed to compulsive shopping in order to justify themselves to others 

(Luo, 2005). They are influenced by their moods (Beatty and Ferrell, 1998), and follow 

their self-identity (Cox and Dittmar, 1995) On the other hand it is found that younger 

consumers are more likely to display that behaviour, compared with old ones (Lee and 

Kacen, 2008). 

The selection of apparel clothes entails both sensory and other aesthetic experiences that 

are targeted towards consumer minds. Hence Greek college students belong to that 

category of young people and are regarded as scoring high on that dimension. The same 

results were found in a recent research study that aimed at profiling young Greek 

consumers (Visa Europe, 2007). 

• 7. Confused by Over-choice Consciousness 

Those consumers are overwhelmed when they are exposed to different product bundles 

and product alternatives (Sproles and Kendall, 1986). They cannot distinguish between 

them to make their final choice so easily. This also results from having to 

simultaneously assess different sources of information (i.e. product attributes, offers, 

product assortments and alternatives). Regarding apparel clothing consumption it can be 

argued that they are high competitive products offered by different retail stores and 

many national and international outlets. In that respect consumers have to evaluate 

many brands so as to distinguish their final preferences. 

It was found that when consumers have less articulated preferences in selecting a 

specific product, they become more confused and overwhelmed during the consumption 

decision. Similarly it is found that those consumers tend to be influenced more easily 

by others (i.e. friends or sales personnel). Therefore as the Greek retail market offers 

consumers a diverse selection of many choices of apparel clothes, it makes consumers' 

evaluations more difficult. Consequently, it is expected that Greek college students will 

score high on that dimension, as well. 

• 8.Habitual!Brand Loyal Conscious 
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This dimension refers to consumers that make habitual purchases (Sproles and Kendall, 

(1986). They have preferences for certain brands and stores. According to Leo et aI. 

(2005) those consumers follow a risk-reduction strategy. They have articulated 

preferences, and in their consumption decisions they choose to go to familiar store 

environments. It can be argued that the influence of the store environment acts as an 

initial standpoint for the consumers' evaluation of apparel products, as the environment 

(e.g. unique atmosphere, service, location, sales people, and culture) evokes feelings of 

safety and excitement in consumers' minds. Similarly satisfied consumers will tend to 

visit the same store again. 

Likewise Greek students make habitual purchases and they tend to stick with the same 

stores. They prefer to go to small stores, where they have personal contact with the 

personnel, and they can demand discounts and other offers, as well. This is a common 

characteristic of the retail environment in Greece, as all the sellers are keen to have 

repeat satisfied customers. Hence it is envisaged that Greek college students will score 

high on that dimension. 

4.5 Consumer decision-making 
styles and clothing reference 
points 

It was noted that consumers differ in the way that they make their consumption choices. 

Likewise it was found that consumers use a combination of multiple reference points in 

order to structure their final preferences. Some reference points come directly from the 

perspective of the seller (e.g. product characteristics, prices, assortments, displays, 

offers, discounts, store location). Others come directly from the perspective of the 

consumer (e.g. personal goals, previous purchases, social and cultural referents). For 

example some consumers evaluate apparel for their functional attributes only (i.e. 

quality, cloth, fabric, performance). Others might seek more abstract attributes (i.e. 

beauty, design), while some of them seek to satisfy other aesthetic values, such as 

emotional and cognitive satisfaction (Klerk, 2008). Likewise there are consumers who 

are brand-loyal, and they only purchase branded apparel. 

PerfectionistIHigh Quality Conscious consumers will have as explicit referents the 

selection of apparel products that combine high retail price and high quality. On the 

other hand those consumers have as implicit reference points the knowledge that comes 
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from their past purchases, they have more articulated preferences, and they are not 

influenced so easily by the opinions of others. They are self-referents. 

Novelty/Fashion Conscious consumers will have as explicit referents to select 

products that have unique and stylish attributes. They will have as implicit referents 

their previous purchases, and the knowledge that comes from different sources (i.e. 

media, fashion magazines). Similarly they show a greater tendency to follow the fashion 

trends. 

Recreational/Hedonistic Shopping Conscious consumers will use explicit reference 

points coming directly from the sellers. They will create their reference points during 

their exposure to real-time decision-making. They will seek as referents, product 

attributes that emphasize hedonistic abstract attributes. For example because those types 

of consumers enjoy shopping, they will prefer to purchase clothes from stores that have 

a friendly atmosphere, and which are easily located in the city centre where other 

merchandisers operate as well. They enjoy making comparisons between different sets 

of product alternatives. 

On the other hand those types of consumers do not have articulated preferences, and 

they do impulsive shopping. Their referents can be their close social groups (i.e. friends, 

family). However it was found that the influence of cultural display referents will not 

have an impact on their consumption decisions (Leo et aI., 2005). Cultural display 

referents refer to prescribed rules and norms that manipulate consumer behaviour 

towards the context of culture (Ekman and Friesen, 1969; Hofstede, 1984; Hofstede, 

2001). 

Price ConsciousNalue-for-money consumers are willing to delay the consumption of 

a specific product, providing that in the near future they will find it at a better price. 

They will constantly seek to identify information that offers them value for their money. 

It is expected they will have as referents the information that comes from other peer 

groups, or information that comes from sales personnel. 

Impulsive/Careless Conscious consumers will exhibit the use of selected reference 

points during their consumption process. As they are characterized by impulsive 
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behaviour, they will not be attached to specific brands. On the other hand their 

selections will be guided their instant mood congruencies. 

It is likely to be found that consumers who have high uncertainty avoidance will be less 

likely to show impulse behaviour (Leo et at, 2005). Thus they make their final choices 

after evaluating carefully all the information regarding their decision problem. Kacen 

and Lee (2002) found that consumers from collectivist cultures tend to show less 

impulse-buying than individualist ones. 

Despite the fact that Greece is a collectivistic culture, consumers who live in urban 

areas or in big cities act more individually in their shopping intentions. It was found in a 

recent survey that Greek young people and especially students show a preference 

towards this dimension (Visa Europe, 2007). Therefore this type of consumer tends not 

to be influenced by the proclivities of culture. It is expected they will show greater 

preference for acquiring instant rewards from their selections. However, as impulsive 

consumers they will make careless consumption. 

Confused by Over-choice consumers will be influenced more by the use of explicit 

references of the seller (i.e. prices, offers, rewards, framing). They prefer sellers or 

retailers to guide their selections, as they cannot make distinct comparisons by 

themselves. They prefer others (e.g. friends) to be present while they shop. Thus it is 

expected that they would have as implicit referents, the preferences of their closest 

counterparts, their values and their goals. 

Habitual/Brand-Loyal consumers will use as reference points the knowledge that 

comes from their past purchases. On the other hand it is expected that they will select 

familiar products and brands, and follow the opinions of other social groups. They 

follow a risk-reduction strategy (Leo et at, 2005). Thus they will avoid using new and 

challenging reference points. For example they will prefer clothes with certain gains 

(i.e. good trademarks, respected brand names that offer good value for their money). 

Acceptance by their peer groups is of interest to them, and they will be culturally 

oriented. 

4.6 Critical discussion 
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It can be argued that the decision-making characteristic approach initially identified by 

the work of Sproles and Kendall (1986) entails a valuable measurement tool in 

categorizing effectively into eight dimensions the way that consumers act and behave 

during their consumption decision-making. The consumer decision-making styles 

inventory has been examined across different countries and populations, ranging from 

developed countries (USA, UK, Germany, New Zealand, Korea, Australia) to less 

developed ones (Greece, Malaysia, China, Africa). 

It was found that the CSI can be generalized across different countries only by making 

some further adjustments on the pre-specified dimensions examined (Radder and 

Pieterson, 2006). 

For example, Hafstrom et at (1992), using a Korean sample, identified that there was an 

overlap between the constructs of Brand and Fashion-Conscious consumers. Likewise 

Durvasula et aI., (1993) in examining a sample from New Zealand, identified that 

Brand-Loyal Conscious and Price Value Conscious consumers partially overlap. On the 

other hand in other studies it was found that some dimensions were not applicable to 

specific populations, i.e. in China, the dimension of Impulsiveness (Fan and Xiao, 

1998), in Germany, where the trait Brand-Conscious was separated with a new trait 

name, Brand-Loyalty consumers (Mitchell and Bates, 1998) and Price Value Conscious 

(Walsh et at, 2001), in Malaysia, the trait Impulsive/Careless Conscious, and in Greece 

and in India, the dimension of Price Value Conscious. 

Some researchers, while applying the CSI to specific contexts, identified new 

dimensions of new traits that emerged as presented in table 4.2: 

Table 4:2 Consumer Decision-Making Styles, New Traits 

New Traits Country 
1.Store-Loyal UK 
2.Brand -Loyal UK 
3.Time Energy Conserving UK, 

Gennany 
4.Time Conscious China 
5.Information Utilization Gennany, 

China 
6.Confused Time Restricted UK 
7.Store Loyall/Lower Price Seeking UK 
8.Store Promiscuous UK 
9.Bargain Seeking UK 
IO.Imperiectionism UK 
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It can be seen that the majority of the new traits were identified in the UK, i.e. nine out 

of ten. However they were extracted by replicating the items of the initial inventory 

identified by Sproles and Kendall (1986). Some new constructs are limited to between 

two and four items only, i.e. Store Promiscuous, Bargain Seeking, Imperfectionism 

(Bakewell and Mitchell, 2006). Therefore they lack consistency and reliability. 

Additionally they were extracted from one or two studies only with a limited number of 

samples. Moreover it was found that cultural variables influence the effectiveness of the 

CSI across populations (Lysonski et aI., 1996). However demographic variables (i.e. 

income, education, age) do not exhibit significant influences on consumer decision­

making characteristics (Wesley et aI., 2006). Bauer and Sauer (2006) identified that 

consumer decision-making characteristics are strongly influenced by the category of the 

product under investigation. 

4.7 Proposed hypothesis on 
decision-making styles 

Based on the fmdings of the considerable literature on decision-making styles the 

researcher concludes that Greek college students will have distinct decision-making 

styles, as the majority of the studies that examined the applicability of the decision­

making styles inventory (CSI) in different countries and cultural contexts found that it 

could not be generalized without making further subsequent modification to it. 

Therefore the researcher formulates the following research hypothesis: 

PH2: Greek college students as apparel clothing shoppers for important shopping 

occasions will have distinct decision-making characteristics. 

This hypothesis was tested in the second quantitative research study, as it was pertinent 

firstly to check the applicability of the CSI to the context of Greece and then to craft 

generalizable concluding remarks. 

Additionally, as it was found from the literature review that reference points are 

strongly dependent upon individual differences, the following hypothesis is formulated: 

PHJ : There will be a relationship between the decision-making characteristics and 

reference points among Greek consumers as apparel shoppers for important shopping 

occasions. 
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The hypothesis was tested after defining the exact dimensions of the two scales (i.e. 

final scale of the reference points inventory, and final scale of the decision-making 

styles inventory). 

4.8 Summary 

This research uses as a theoretical framework the initial version of the CSI developed by 

Sproles and Kendall (1986) as most of the constructs are stable among different 

countries, by employing minor modifications to them only. This helped us to profile the 

shopping orientations of Greek college students in selecting apparel reference points for 

important shopping occasions. By identifying the shopping orientations of Greek 

college students, apparel retailers could better segment their products to the appropriate 

buyers since that proliferation enables them to design better marketing strategies. 

Furthermore the traits of consumer decision-making styles are strongly related to the 

selection of reference points for apparel clothing consumption (Siu and Wang, 200 I; 

Wang et aI., 2004). For example it is expected that consumers will differ in the way they 

make their consumption decisions, and thus will use different reference points for their 

apparel clothing purchases. The next chapter includes the methodology that will help us 

to solve the research problem under investigation. 
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5. CHAPTER FIVE: Research Design and Methodology 

5.0 Introduction 

This chapter analyses the methodology that was employed to achieve the research 

objectives. Firstly, a proposed conceptual framework is introduced and the purposes of 

this study are outlined, followed by the proposed hypotheses formulated from a careful 

review of the extant literature. Thirdly, the research methods and the research plan and 

rationale are analysed. Fourthly the sampling method is defined, and fifthly, the 

instruments that are used are introduced. Lastly, the data collection techniques are 

presented and related ethical issues are addressed. 

5.1 Conceptual framework 

From the literature review it was found that reference points have been examined from 

prospect theory (Kahneman, 1992). More recently, reference points have been examined 

from reference dependence theory (Hardie et aI., 1993; Maimaran and Simonson, 2007). 

This theory suggests that consumers use multi-attribute reference points, that is, a 

combination of different sets of attributes that they have as a benchmark when making 

their consumption choices. Dholakia and Simonson (2005) stress that, in addition to 

those explicit reference points, people also use implicit reference points, including 

personal and social referents. For example consumers, when making their purchases, are 

not only using the referents that originate from the unique perspective of the sellers, but 

are also crafting and using referents that come from their own personal and social 

perspective. However, studies in this field have been limited to particular attributes of 

reference points, which are the price, the assortment, and reward referents. Therefore 

there is a gap in the literature regarding analysis of the dimensionality of consumer 

reference points, in terms of a multi-attribute level analysis, together with mental 

accounting theory. The outcome of such analysis would be the building of a justifiable 

scale. 

It has been found that the dimensionality of reference points strongly depends upon 

individual differences that arise from the domain of cognition (e.g. Kahneman, 2003; 

Levin et aI., 2002; Devetag, 1999, Novemsky et aI., 2007). However, in the context of 

Greece only one study was found (Lysonski et aI., 1996) that tried to analyse these 
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individual differences (i.e. decision-making styles). Furthermore, this study examined 

the applicability of the CSI to a relatively small student sample (i.e. 95), and without 

making any inference to a specific product category. Therefore there exists a second gap 

in the literature in terms of evaluating Greek college students' decision-making 

characteristics, and linking the different decision-making style traits to the selected 

categorization of multi-attribute reference points for a specific product category (i.e. 

clothing consumption on important shopping occasions). 

5.2 Study objectives 

The aim of this research is to shed light on Greek consumers' attitudes towards apparel 

products, particularly clothing for important shopping occasions, by fITstly 

conceptualizing the categories of consumer apparel reference points and secondly, 

examining how the different types of reference points are associated with the decision­

making styles inventory developed by Sproles and Kendall (1986). 

Analytically, the fITst objective of this study is to conceptualize the categories of 

consumer reference points used by Greek college student shoppers (implicit and 

explicit) for their clothing consumption preferences on important shopping occasions. 

The second objective is to categorize these Greek college student shoppers' decision­

making characteristics. Lastly, the third objective is to examine the relationship between 

the selected categorization of consumer reference points and the decision-making 

characteristics identified among the selected group of Greek college students as apparel 

shoppers. 

5.3 Summary of research questions 
and null hypothesis 

A review of the literature led to the formulation of the following research questions and 

primary null hypotheses (PH): 

Question 1: Which factors influence the categorization of reference points of Greek 

college students as apparel clothing shoppers for important shopping occasions? 
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Null PHt : The categorization of reference points from Greek college students as apparel 

clothing shoppers for important shopping occasions is influenced by a number of 

factors. Based on the findings of the literature these factors are conceptualized under the 

higher-order construct of: explicit referents (i.e. price referents, framing referents, 

product attribute referents, reward referents, assortments referents, and other referents) 

and implicit referents (i.e. goal referents, time referents, preference referents, previous 

knowledge referents, social and cultural referents, and other referents). 

Question 2: Are there distinct consumer decision-making styles of Greek college 
students? 

Null PH2: Greek college students as apparel clothing shoppers for important shopping 

occasions will show different decision-making characteristics compared with eight 

decision-making characteristics initially proposed by Sproles and Kendall (1986). 

Question 3: Is there a significant relationship between the decision-making 

characteristics and reference points among Greek consumers as apparel shoppers? I f so 

to what extent? 

Null PH3 : There will be a relationship between the decision-making characteristics and 

reference points among Greek consumers as apparel shoppers for important shopping 

occaSIons. 

5.4 Research strategy and 
procedures 

Until now, reference points have been examined from the distinct domain of prospect 

theory without making any clear inference to a specific product category. It was found 

from the literature that the elaboration of reference points strongly depends upon 

different cues that arise from the domain of cognition. Therefore, decision-making 

styles were selected in order to measure and understand consumer shopping orientations 

in that respect. There is a considerable need to examine the effects of reference points 

from a consumer perspective. Thus, apparel clothing for important shopping occasions 

was selected, and ultimately acted as the stimulus that guided the study. 
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The research methodology that has been adopted in order to fulfil the objectives of this 

study is a mixture of qualitative and quantitative techniques. The rationale of selecting a 

mixed-method strategy combining the use of qualitative and quantitative techniques was 

to enrich the emerging data. 

For the initial conceptualization of the categories of consumer reference points for 

apparel clothing consumption, a focus group analysis was utilized. The advantage of 

this technique is that it enhances the research with a more abstract examination of the 

problem under investigation (Cassell and Symon, 2004: p.21). It can be perceived as a 

technique that epistemologically articulates and 'vessels' the production of meanings to 

peripheral issues of a precise research question (Holstein and Gubrium, 1995: p.17). It 

helps create general themes that can be used in constructing questionnaires (Cassell and 

Symon, 2004: p.144). Many scholars argue that it enables interviewees to structure their 

own thoughts and assumptions, without any a priori categorization, or any pre-formatted 

restrictions being imposed on them (Cassell and Symon, 2004; Lee, 1999; Denzin, 

2000; Fossey et aI., 2002). On the other hand the main disadvantages are that they are 

time-consuming, and the interpretations of the responses need a skilful interviewer 

(Silverman, 2000; Holloway, 1997). 

The main themes and categories of consumer reference points were put together from 

the fmdings of existing literature on reference points, in order to better guide the 

interviewees. Because of the multidimensionality of the different categories of 

consumer reference points for apparel clothing, it was envisaged to derive them from 

the consumer's own perspective. Therefore this specific qualitative method aimed to 

analyse and break down the main categories of reference points, which helped in the 

elaboration of the aforementioned conceptualization. Therefore by the selection of focus 

group discussions, the dynamic construct of reference points was analysed from the 

consumers' own perspective and categorized more effectively. According to Krueger 

and Casey (2000), focus group discussions serve to uncover salient factors that motivate 

and influence consumers. It helped the researcher to quantify and generalize the results 

and design a large-scale quantitative study to address this goal. 

On the other hand the applications of the quantitative research methods were used to 

achieve the research objectives and to test the merits of the hypotheses, for example to 
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profile Greek college students' decision-making styles and to check if there was any 

relationship with the selected categorization of referents for apparel clothing 

consumption for important shopping occasions. The instruments used in the survey 

were the evolving categorization of reference points that emanated from the findings of 

the qualitative analysis, the consumer decision-making styles inventory, and 

demographic information. 

In the initial purification stage (i.e. pilot study), exploratory factor analysis was used as 

it serves to identify factors that cannot be measured directly. Additionally it helps to 

identify the number of latent dimensions that account for the common variance 

explained among the items (Reise et aI., 2000). More specifically, principal component 

analysis (PCA), with both varimax and oblique rotation was developed (DeVellis, 2003; 

Hair et aI., 1998). According to Hair et a1. (1998) principal component analysis is 

utilized when the objective is to summarize the variance explained in a minimum 

number of factors for predicting a reliable model adequacy. The use of varimax rotation 

refers to 'orthogonal rotation', which serves to maximize the factor loadings by creating 

a factor matrix. Likewise it serves to produce uncorrelated variables (Bauer et aI., 

2006). However when the variables are inter-correlated then oblique rotation should be 

used, as it provides better explanations for the interpretability of the data (Field, 2005; 

Bennett, 2005). 

In the final purification stage (i.e. primary survey), confirmatory factor analysis was 

used. Confirmatory factor analysis (Hair et aI., 1998) was performed to examine the 

factors that derme the two measurement models, i.e. the reference points inventory 

(RPI) and the consumer decision-making styles inventory (CSI). The next part discusses 

the sample and related sampling measures, followed by the data analysis techniques. 

5.5 Research philosophy 

An epistemological methodology was used to identify overlaps between deduction and 

induction, including the application of triangulation. 

• Triangulation is the use of multiple combinations of processes, which produces more 

robust and interpretable results, that will ensure the repeatability of the data being 

examined (Denzin, 2000; Cho and Trend, 2006). It gives a breadth of more rigorous 
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clarification by examining the same facts from different focal points (Campbell and 

Fiske, 1959; Smith, 1975; Seale, 1999; Hammersley and Atkinson, 1995; Denzin, 

1978, 2000, 2003). By using this method, we could effectively find out consumer 

intentions. It helped to uncover all the deviant dimensions of the measurement 

problem under examination in a manageable and constructive way (lick, 1979). 

• Induction is the theory tested through observation of the empirical world (Cassell and 

Symon, 2004) 

• Deduction is the observation of the empirical world which generates grounded theory 

(Cassell and Symon, 2004). 

The use of these multiple staged processes helped to build a foundation for the 

formation of reference points by linking them to the different decision-making styles. 

• In the area of reference points, the application of an inductive procedure produced a 

conceptual theory, which resulted from the findings of the existing literature and 

through the implementation of the qualitative technique. The outcome was the 

building of the selected categorization of apparel clothing reference points. 

• In the area of decision-making styles, the use of a deductive procedure served to 

investigate the possible linking of the existing theories with the use of selected 

reference points. 

In philosophical terms, the research process followed the principles of the interpretivist 

approach and the principles of logical positivism (Van de Ven, 2007). More explicitly 

the first approach employed qualitative analysis (i.e. focus groups). In this section the 

main aim was to understand consumers' behaviour, in terms of selecting reference 

points for apparel clothing consumption. It can be said that qualitative research methods 

are characterized as obtaining information from individuals according to their own 

beliefs, views, and experiences. On the other hand quantitative research methods are 

concerned more with counting and measuring things. Therefore the interpretivist 

approach was followed as it provided a deeper understanding of salient and 

unobservable behaviours, giving meaningful explanations to further induct data. 

Logical positivism aims to test and analyse existing data sets and findings, by deducting 

their applicability and use to different streams of research. Therefore this approach 
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followed the principles of testing theories and existing phenomena through quantitative 

research analysis and applied the use of the consumer decision-making styles inventory 

to the problem under investigation in the specific domain of Greece. 

5.6 Selection of survey samples 

The research population was defined as young male and female consumers who are 

studying at a university in a northern city of Greece (i.e. Thessaloniki). The city of 

Thessaloniki was selected as the area for collecting the data, because it has two 

universities and one Technological Educational Institution, which have approximately 

110,000 students. The Aristotle University has 88,000 students and the University of 

Macedonia has 10,000 students, while the Technological Education Institute has 18,000 

students. Therefore for reasons of sample homogeneity the researcher purposively chose 

that student sample in order to minimize potential discrepancies of acquiring data that 

would come from the use of a heterogeneous student sample (Lysonski et aI., 1996). 

Moreover, students divided evenly by gender and year of study, e.g. freshman, 

sophomore, junior, senior. The sampling procedure selected was a purposive/judgmental 

probability sampling method (Hair et at, 1998). The study population was Greek 

college students. 

The Techno logical Educational Institutions in Greece were established in 1983. They 

are technology-oriented institutions which are funded by the Greek Ministry of 

Education and Religious Affairs. Recently they were elevated, according to Greek law, 

as being of an equal standard with Greek Universities. 

Students are trained in different scientific disciplines, including Engineering and 

Technological applications, Health and Caring professions, Food Technology and 

Nutrition, Fine Arts and Design, as well as the sciences of Management and Economics. 

The majority of the programmes are designed for undergraduate students, and last four 

years. However, recent changes in the Greek educational system gave them the privilege 

to provide postgraduate studies as well, with the collaboration of other national or 

international universities. The quality of educational standards which they provide has 

considerably improved over the last few years, as the Greek Government has made huge 
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investments in them. The Greek Government aims to transform them to Technical 

Universities, which will differentiate them from the other National Universities. 

All Greek universities are strictly public, including TEIs. They do not charge tuition 

fees. The university halls of residence do not charge rent, but they can only 

accommodate a small number of students. Therefore the majority of students prefer to 

stay in private halls or to rent a flat or share an apartment with other co-students. 

Because most universities and TEls are situated in large cities, such as Athens, 

Thessaloniki, Patra, and Heraklio, they usually attract students from all over the 

country. Hence the collection of data from universities that are in the major cities in 

Greece was expected to be representative of educated young Greeks as consumer 

shoppers. 

5.7 Qualitative research data 
collection and analysis 

The methodology of focus groups was selected from among other techniques in order to 

categorize consumer reference points and capture more advanced responses from 

individuals rather than viewing them from the perspective of pre-fonnatted groups or 

pre-formatted questions (Barbour and Kitzinger, 1999; Rowan and Wulff, 2007). 

Initially a list of related topics was used in order to elicit participation, taken directly 

from the findings of the literature, for example, possible indicants that act as referents. 

This took the form of open-ended questions that helped the interviewer to guide the 

respondents' thoughts and beliefs on the problem under investigation. 

5.7.1 Sampling and sample 

According to Cassell and Symon (2004) in qualitative research the selection of the 

appropriate sample size results from recruiting and attracting those respondents who are 

willing to cooperate in the research project, by providing their knowledge on the issues 

under examination. In qualitative research, statistical representativeness is not of 

concern, as the researcher is interested more in recruiting suitable people (Rowan, 

2007). Therefore the researcher used a combination of convenience and judgemental 

sampling. Specifically the study sample consisted of undergraduate students, evenly 

divided by gender and year of study, who were all majoring in Business Administration 
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and in Marketing (i.e. freshman, sophomore, junior, senior). In that respect, five focus 

groups of six was deemed suitable to produce reasonable results, as greater numbers 

lead to a permutation of data (Morgan, 1997; Cassell and Symon, 2004).The frrst group 

served as a pilot group in order to test the efficacy of the construction guidelines 

(Morgan, 1998). 

However, researchers in this field suggest that when major analytic categories have 

been saturated then the facilitator should stop the group discussions (Morgan, 1997). So 

the selection of greater numbers of group interviews would have wasted valuable time 

and available resources (Bryman and Bell, 2007) and would have increased the 

complexity of the analysis (Morgan, 1998).Therefore the qualitative interview was 

administered in five consumer focus group discussions, to consist of six consumers in 

each (i.e. 30 college students), with one serving as a pilot group. A group of six 

members allows good interpretability of data, and helps the researcher with sufficient 

numbers in case one member does not tum up on the day (Morgan, 1998). 

Qualitative research methods in marketing are concerned with capturing and analysing 

data that comes directly from the consumers' own perspectives and statistical sample 

techniques playa role in capturing a reliable sample (Barbour and Kitzinger, 1999). In 

this regard, many researchers suggest that the best selection of a sample is one that is 

familiar with the problem under investigation (Bryman and Bell, 2007; Cassell and 

Symon, 2004). A purposive sampling method was employed and participants were 

recruited using a combination of convenience and judgemental sampling (Punch, 2006). 

According to Cieslak (2004) that type of sampling falls into the category of non-random 

sampling techniques. Non-random sampling includes the method of convenience 

sampling, quota sampling and purposive sampling. Convenience and purposive samples 

have the desired proportion of different respondent classes (Hair et at, 1998). 

In contrast quota sampling is the equivalent of stratified sampling (Chisnall, 1997). That 

sampling method was left out due to the fact that it was too difficult to stratify our 

sample based on specific variables. This would have produced less accurate and biased 

inferences. Additionally, non-random sampling is more effective as it provides to the 

researcher the ability to save time and money. On the other hand according to Cieslak 
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(2004) none of the methods of non-random sampling are representative enough of the 

whole population under investigation. Hence the researcher decided on combining the 

non-random sampling methods to collect data (i.e. convenience and purposive 

sampling). 

In focus groups analysis, selecting homogeneous groups, which have similar 

backgrounds and share similar interests, can minimize the bias of losing important 

information from interviewees (Krueger, 2000; Greenbaum, 1998). Thus the members 

of the groups were young students, aged over 17, studying in the Marketing and 

Management Department at the Technological Educational Institute of Thessaloniki 

(TEl). This specific university in Thessaloniki was selected, as the researcher had 

obtained permission to use the facilities of TEl during the collection of data from the 

students (see Appendix A: Data Collection Approval of TEl). 

5.7.2 Data collection 

As soon as the focus groups were fmalized, data was gathered sequentially in five 

rounds. The collection of data from focus group sessions lasted eight weeks, as longer 

periods would have posed difficulties in terms of remembering, storing and analysing 

the data effectively (Greenbaum, 1998). The focus group discussions took place 

between early January 2010 and mid February 2010. The duration of each discussion 

was approximately one hour. The process and the number of respondents included in the 

focus group discussions are outlined in the timetable below: 

• First focus group (round one, junior, 6 students), II th January 2010 

• Second focus group (round two, senior, 6 students), 18th January 2010 

• Third focus group (round three, sophomore, 6 students), 25th January 2010 

• Fourth focus group (round four, freshman, 5 students), I st February 2010 

• Fifth focus group (round five, junior, 7 students), 8th February 2010 

The focus group discussions were implemented following specific guidelines, in order 

for respondents to feel secure and become familiar with the whole process. According to 

Krueger and Casey (2000) in order to obtain a smooth entrance to focus group 

discussions it is envisaged to first acquaint the interviewees with the purpose of the 

research, called the explanation phase. The second phase is the introduction, where each 
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member of the group was familiarized with the others, i.e. personal introductions, to 

break the ice. The discussion phase followed, and then the session ended with the 

conclusion phase (see Appendix Band C: English Version Focus Groups Discussions 

and Greek Version Focus Groups Discussions). 

5.7.3 Ethical considerations 

This section aimed to categorize Greek college students' apparel clothing reference 

points for important shopping occasions. Therefore a qualitative approach was used (the 

focus groups), and the following ethical issues were addressed at this stage. 

According to Proctor (2005) participants usually feel more secure and comfortable 

when they are interviewed in their own familiar environment. Therefore the participants 

were asked, prior to their participation, what their preferred location was. Tape 

recording permission was sought in advance for the purposes of the personal interviews, 

so the participants could be assured that their identities remained secret and secure. It 

also enabled the moderator to transcript verbatim the work resulting from group 

sessions (Bryman and Bell, 2007). 

The participants were provided with a consent form that explained the purposes and 

scope of the group interviews. The moderator also enabled participants to explain their 

views freely without any prejudice during the group discussions. 

Because the research involved the collection of data from people, case-sensitive issues 

were highly respected. For example the data was used and stored only for the purposes 

of that research, excluding commercial uses. The questionnaires and tape transcripts 

were stored securely during the collection of the data, and according to the requirements 

of the ethics committee (Punch, 2006: p.119). As focus groups usually last 

approximately one hour, and sometimes even longer (Bryman and Bell, 2007), 

participants had the right to terminate their participation if they felt uncomfortable. 

5.7.4 Analysis of the qualitative data 

The data was analysed by the use of content analysis. According to Hsu and Hsien-Chen 

(2009: p.69) content analysis is "a procedure for classifying qualitative information into 
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numerical data amenable to quantitative manipulation". It is a technique that helps 

researchers to code the categorized data to thematic contents that can be analysed 

statistically (Mitchell, 1967; Kassarjian, 1977; Kolbe and Burnet, 1991; Schneider et aI., 

1992). 

The results from the analysis were coded and grouped under labels of certain themes, 

that were produced after several revisions (Cassell and Symon, 2004; Rowan and Wulff, 

2007). The outcome was the elaboration of the initial item pool of the reference points 

inventory. According to DeVellis (2003) the next step is to send it to experts for a 

review to make the final refinements. 

The results of the qualitative research, guided the categorization of a reference points 

inventory of apparel clothing consumption for important shopping occasions. This was 

used in the phrasing of the structured questionnaire in the quantitative section. Thus the 

categorization of consumer reference points was achieved by building a sustainable 

inventory, which was tested in the quantitative part. This helped define the exact 

dimensions of the pre-specified inventory, by categorizing the number of items on each 

emerging dimension. In addition the researcher determined that the consumers' 

selection of reference points (e.g. implicit and explicit) was dependent upon a number 

of indicants/factors. See Appendix Band C for the English and Greek version 

qualitative method questionnaire. 

5.8 Quantitative research data 
collection and analysis 

The quantitative research data collection is divided in two parts. The first part (i.e. pilot 

study) was conducted to gather information and statistically assess the proposed items 

of both inventories (i.e. to quantify the results of the qualitative research by categorizing 

consumer reference points in a justifiable inventory, and to purify the existing inventory 

of decision-making styles as applied to the Greek context). Prior to the pilot study a 

preliminary interview was administrated to a small student sample by making 

refinements to the wording of the items. 
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The second part of the quantitative research is the primary survey which was conducted 

on different student samples and after the study results of the pilot study. In doing so the 

researcher was interested in assessing the construct validity of both scales. The method 

of Pearson's correlation was used as well, in order to measure the level and the length of 

the relationships between those aforementioned models. Pearson's correlation identifies 

the strength of the linear relationship between variables (Proctor, 2005; Brace et aI., 

2003). In addition Pearson's correlation analysis was selected as opposed to other 

correlation techniques (i.e. Spearman's Rho correlation) because the examined variables 

were measured on interval scale. But if the variables were extracted from ordinal data 

then the other technique would be more appropriate (Field, 2005). 

5.8.1 Preliminary interview 

The Greek version of the questionnaire was initially pre-tested on a small sample (i.e. 

N= to) of local Greek college students in order to make subsequent changes and final 

refinements to the wording of the items (Guadagno Ii and Velicer, 1988; Hatcher, 2003). 

The main aims of the small pre-test section were the following: 

a) to confirm that the respondents were willing to participate and respond appropriately 

b) to ensure the instrument items were properly understood and 

c) to ascertain that the identified corrections and issues were satisfactory with the 

respondents in order not to remain an impediment in the face validity administration 

process (Cieslak, 2004). 

The conductor provided the interviewees with a consent form prior to the completion of 

the questionnaire. The consent form informed participants about the purposes of that 

study and their rights. Clear instructions and guidance on how to proceed on each part 

of the questionnaire were given. The length of time needed to complete the 

questionnaire was estimated to be around 15 minutes. This helped ensure that 

respondents did not become overwhelmed. Additionally all the questions used in the 

questionnaire had a clear meaning, so as not to mislead respondents' answers, and not to 

cause them any feelings of pressure or discomfort (Chisnall, 1997; Bryman , 2007). 
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S.8.2 Pilot study 

The data of the pilot study was collected using paper-based questionnaires, as this 

method provides a high degree of confidence in the process (Hair et aI., 1998). The 

collection of data took place in different classes at the university in April 2010. In order 

to ensure that the study tapped a wide range of consumption behaviours the data was 

collected from a purposive or judgmental sample (Hankinson, 2005). 

The technique of non-probability judgmental sampling was used to ensure, fIrstly, that 

the sample included college students who had purchased at least one clothing item for 

an important shopping event. Secondly, judgement was used to ensure that the sample 

included a wide range of students. For example students that fIlled in the questionnaire 

were from different backgrounds ranging from urban to rural (Durvasula, 1993) and 

different years of study. Thirdly, the researcher chose to use a homogeneous group (i.e. 

undergraduate students) as it minimizes random error (Devellis, 2003), which could 

have occurred in the case of using a more heterogeneous sample (i.e. general public). 

This helped in better facilitating their apparel consumption behaviour. 

According to Roman (2006), convenience samples are valid when the study under 

examination is exploratory and when the sustainability of the items on the questionnaire 

depends on the respondent answers. The researcher argues that this study satisfies these 

prerequisites. Since this is one of the fIrst attempts to develop a scale to measure 

consumer referents, this research can be regarded as exploratory. In addition this 

research purifIes an existing scale (i.e. consumer styles inventory) as applied to the 

Greek context. This helped in understanding college students' consumption evaluations. 

Also, since it was a necessary condition for students who took part in the survey to have 

purchased clothes for an important shopping occasion, the scale items characterize 

respondents' shopping intentions. 

In contrast, many researchers argue (Hair et aI., 1998; Leo et aI., 2005) that the specifIc 

technique cannot assess the whole population under examination. Therefore they argue 

it produces inaccurate and biased results. However, convenience and purposive samples 

are less time-consuming, as the researcher collects data from a prespecifIed group 

(Aaker et aI., 2004). For example recruiting a random sampling (i.e. every student to 
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have an equal chance of being selected) was not feasible as the population of Greek 

college students is very large. Therefore the researcher utilized the specific 

methodology. 

Self-administered questionnaires were distributed to the necessary student sample at the 

beginning of the class period. The exact number of the student sample size was based 

on an examination of the number of indicators per factor (Hair et aI., 2006). The 

authors hold that the sample size should be calculated based on the exact number per 

scale item Usually ten observations for an item are essential, as it increases the 

probability of obtaining valid and reliable results. However they also posit that the 

minimum sample size should be five times the number of variables to be examined. 

Hatcher (2003) stresses that the sample size should be more than 300 respondents as 

some of the participants may provide inconsistent or inaccurate answers and thus they 

will be excluded in the analysis. For example in the case of the 40-item inventory of 

decision-making styles a conventional technique in assessing the exact number of 

sample size is 200 observations (i.e. 40 items x 5 = 200). On the other hand in the case 

of the evolving 50-item reference points inventory, more than 250 observations are 

needed. A total of 350 undergraduate students were asked to respond to the 

questionnaire. From these, only 14 students did not want to participate in the study. 

After elimination of the missing data (incomplete and missing answers), 330 responses 

remained in the data set for the factorial analysis. Hence it can be concluded that the 

sample in this study exceeded the conventional requirement of five observations per 

scale item (Hair et aI., 2006). 

The data collection adopted a face-to-face interview method. Prior to self-administration 

of the questionnaires, permission was obtained from the academics. The instructor, at 

the introductory stage, informed the selected students of the purpose of the study, giving 

them guidance on how to proceed and complete the questionnaire. Participants were 

informed that their personal details would remain confidential, and would not be 

disclosed within the dissertation. Their participation in the survey was entirely voluntary 

and that was stated explicitly to them. Equally the answers from the respondents 

participating in the survey remained confidential and were used only for the purposes of 
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the study. Anonymity and confidentiality were highly respected to protect the integrity 

of the research project. 

5.8.3 Primary survey 

The sample of the main study included students whose major was in business and 

marketing, studying at the other two remaining universities (i.e. Aristotle University and 

University of Macedonia). Again permission had been obtained from those two 

universities for the data collection ethical purposes. The paper-based questionnaires 

were translated through back-translation, in terms of capturing conceptual adequacy 

(Yin and Pas wan, 2007). The method of non-probability judgemental sampling was 

selected, for all the reasons discussed in the previous sections. Moreover participants 

were requested to respond to the questionnaire based on their latest purchase of clothes 

for an important occasion. 

The main purpose of the main study was to further examine the factor structure and 

reliability of the two modified scales (i.e. CSI and RPI). In addition, convergent and 

discriminant validity was assessed through confirmatory factor analysis (Roman, 2006). 

Following Hair et aI.'s (1998) recommendations, the sample size of the second study 

was calculated based on the number of items on each scale multiplied by ten. So the 

appropriate sample size for such an analysis was estimated to be more than 500 

observations. That process helped in producing more accurate and generalizable results 

(Parasuraman et aI., 2005; Bentler, 2007; Maktoba et aI., 2009). A total of 560 

undergraduate students were requested to fill in the questionnaire. After elimination of 

the missing data 556 responses remained in the data set for that second stage 

purification process. 

5.8.4 Sampling and sample 

The fieldwork of the main study took place in North Greece, in the city of Thessaloniki. 

Students were selected from the TEl, University of Macedonia, and Aristotle 

University. Permission had been obtained so the survey met the ethical compliances and 

other privacy issues pertaining to the research Code of Practice. The sampling 

procedure selected was non-probability sampling, and particularly purposive/judgmental 
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sampling (Hair et aI., 1998). Students were divided evenly by gender and year of study, 

e.g. freshman, sophomore, junior, senior. Although these samples are not representative 

of all sections of the population of Greek college students, they would be expected to be 

relatively homogeneous in terms of educational background and age. Many scholars 

argue that people with university degrees are the most affluent group of consumers in a 

society (Park et aI., 2010; Baoku et aI., 2010). In addition college students after their 

graduation will belong to this important group of consumers that marketers seek to 

satisfy. On the other hand most of the previous studies that examined the applicability 

of the scale reliability ofCSI to other contexts have used student samples. Therefore for 

reasons of sample homogeneity the researcher purposely chose that student sample. 

The language of instruction was Greek. The questionnaire was developed and refined in 

English and a professional scholar made a backward translation from English to Greek. 

It was distributed to the appropriate samples with face-to-face interviews, as they 

provide a high degree of confidence in the data (Hair et aI., 1998). However, as this 

procedure is expensive and time-consuming, participants had the option to complete the 

questionnaire in their own environments, or to take part in the survey online. by email. 

5.8.5 Definition of the questionnaire 

The language of instruction was Greek and the questionnaire was developed and refined 

in English. A professional scholar made a backward translation from English to Greek. 

Sproles and Kendall's (1986) original measurement scale was adapted to measure Greek 

students' decision-making characteristics, with minor wording modifications to fit the 

purposes of this study. 

The questionnaire was divided into three parts, (part one, consumer decision-making 

styles inventory, part two, reference points inventory for apparel clothing consumption, 

and part three, demographic information). The first part replicated the decision-making 

styles inventory identified by Sproles and Kendall (1986) which includes the 

aforementioned eight decision-making characteristics, measured by 40 items. 

The questionnaire comprised closed questions that aimed to generate the potential 

factors of the scale, by representing a meaningful item pool. The closed questions 

provided a number of alternative statements which the respondents were instructed to 
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choose from (DeVaus, 1991; DeVellis, 2003; Spector, 1992). Agreement response 

choices were made following the format of the five-point Likert scale anchored on the 

range from l=strongly disagree to 5=strongly agree (DeVellis, 2003). The use of the 5-

point scale meant that the validity and the degree of reliability of the construct under 

examination were improved. 

In the domain of Greece, only one similar study had been found, which was examined 

for the reliability and the generalizability of the CSI (Lysonski et aI., 1996). However, 

in that study it was identified that only seven dimensions of the CSI were applicable to 

Greek consumers and the research had many limitations. 

For example the findings were taken from a small sample, i.e. 96 undergraduate college 

students, and thus could not validly be expanded to profile Greek consumer decision­

making styles (Bauer et al., 2006). Moreover that analysis was specifically aimed at 

examining the reliability of the CSI in a multi-country study, looking at commonalities 

between the different countries under investigation (e.g. USA, New Zealand, Malaysia, 

and Greece) without making any direct references to specific product categories or 

distinct shopping occasions. 

Hence in order to profile Greek consumer decision-making characteristics it was 

proposed to test the applicability and reliability of the CSI with a larger study 

population, and to link it with a specific product category. 

5.8.6 Variables and their measurement 

Because the study focuses on apparel clothing consumption, it was decided to make 

additional changes in the format of the consumer styles inventory (CSI), targeted to that 

product category. Therefore some of the 40 items of the original CSI were rephrased to 

give a clear indication of clothing consumption, and then to determine the commonality 

of the factors initially identified by Sproles and Kendall (1986) within the Greek 

context. The rephrasing of the questions was based on similar research carried out by 

Radder et aI., (2006) that was aimed at profiling the CSI for apparel clothing for the 

specific context of South Africa. From the original 40 items, the following items were 

rephrased: 
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1. Factor one, Perfectionist/High Quality Conscious (4 out of 8): 

• The item «when it comes to purchasing products, / try to get the very best or 

peliect choice», was changed to «when it comes to purchasing clothing, / try 10 gel 

the very best or the peifect choice». 

• The item «I make special effort to choose the very besl quality producls» was 

changed to <<./ make special e.ffort to choose the very best quality clothes». 

• The item «I really do not give my purchases much thought or care» was changed to 

<<./ really do not give my clothing purchases much thought or care». 

• The item «my standards and expectations for products I huy are very high», was 

changed to «my standards and expectations for the clothing I buy are very high». 

2. Factor two. Brand ConsciouslPrice Equals Ouality ShoQQer (2 out of 6): 

• The item «The well-A-nown national brands are best for me», was changed to <<./ 

prefer buying well-known national brands». 

• The item «The more expensive brands are usually my choices», was changed to 

«The most expensive brands are usually my choices». 

3. Factor three. NoveltylFashion Conscious Sho~~er (2 out of 5): 

• The item «/ usually have one or more ou(fits of the very newest style» was changed 

to <<./ usually have one or more outfits of the very latest style». 

• The item «To get a variety, I shop different stores and choose dffferenl brands», 

was changed to «To get a variety, / shop at dttferent stores». 

4. Factor four. RecreationaVHedonistic Sho~~er (lout of 5): 

• The item «Shopping the stores wasting my time», was changed to «Shopping at 

d~fferent stores wastes my time». 

5. Factor five. Price Conscious/ 'Value-For-Money' Sho~~er (2 out of3): 

• The item «The lower price products are usually my choice», was changed to <<./ 

usually choose lower priced products». 

• The item «I buy as much as possible at sale prices», was changed to <<./ buy as much 

of my clothing as possible at sale prices». 
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6. Factor six. Impulsive/Careless Shopper (2 out of 6): 

• The item «/ am impulsive when purchasing», was changed to «/ am impulsive when 

purchasing clothing». 

• The item «/ carefully watched how much 1 spend», was changed to <<I carefully 

watch how much 1 spend on clothing». 

7. Factor seven. Confused by Over-choice Shopper (lout of 4): 

The item «The more 1 learn about products, the harder it seems to choose the best», 

was changed to « The more 1 learn about clothing products, the harder it seems 10 

choose Ihe best». 

8. Factor eight. Habitual/Brand-Loyal Consumer (3 out of 4): 

• The item «Once 1 find a product of brand / like, / stick with il», was changed to 

«Once lfind a brand I like I stick with it». 

• The item «I go 10 the same stores each time 1 shop», was changed to « 1 go 10 Ihe 

same stores each lime / shop for clothing». 

• The item «/ change brands / buy regularly», was changed to « / regularly change 

clothing brands». 

The second section included the categorization of reference points for apparel clothing 

consumption for important shopping occasions, which resulted from the fmdings of the 

qualitative research and consisted of 54 items using the same format of agreement 

responses, i.e. the 5-point Likert agreement responses, ranging from 1 =strongly 

disagree to 5=strongly agree (DeVellis, 2003; Sproles and Kendall, 1986). The exact 

categories were structured after analysing the qualitative data that resulted from the 

focus groups analysis (see the variables and their measurement in Chapter six: Analysis 

and Results of the Qualitative Research). 

The third section of the questionnaire included demographic information of the 

respondents, i.e. gender, age, marital status and year of study. The exact format of the 

survey questionnaire can be seen at Appendix D and E: English version quantitative 

questionnaire, and Greek version quantitative questionnaire. 
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The Greek version of the questionnaire was submitted to a panel of experts in order to 

assess its content validity (five marketing professors). They were asked to answer the 

questionnaire and provide their comments. Additional changes were made according to 

their recommendations. They suggested the deletion of four items from the reference 

points inventory and the rewording of some statements on both inventories. A total of 

50 items were identified as appropriately representing the construct of reference points. 

The revised measurement scale was then transformed into a survey questionnaire. Again 

the questionnaire was divided into three sections. The first section included the 

measures of the existing consumer decision-making styles (CSI) inventory (40 items, 8 

factors). The second section included the evolving categorization of reference points 

that emanated from the findings of the qualitative research part (50 items) and which are 

analysed in chapter six. Prior to completion of that section, respondents were requested 

to think about their last clothing purchases for an important shopping occasion (e.g. 

wedding, christening, anniversary, celebration, social party, work obligation, 

conference, graduation ceremony, or other occasion). The third section consisted of the 

socio-demographic details of the respondents (age, marital status and university status). 

5.8.7 Statistical analysis of the data 

The data collected from the pilot study was analysed using the Statistical Package for 

Social Science (SPSS 16) software. In that initial purification the data analysis 

procedures included descriptive analysis and exploratory factor analysis. Descriptive 

analysis was conducted to display the distribution of the consumers' demographic 

characteristics. The exploratory factor analysis started with an assessment of the 50-item 

II-factor RPI model, and the 40-item 8-factor CSI model, using principal component 

analysis by employing both orthogonal and direct oblimin rotation (DeVellis, 2003; 

Aaker et aI., 2004). The use of principal component analysis was selected a priori as this 

technique helps in calculating the total variance of the variables for each of the 

extracting factors (Field, 2005). In addition this technique helps in creating composite 

variables that capture as much information as possible (DeVellis, 2003). 

According to Costello and Osborne (2005) orthogonal rotation produces factors that are 

uncorrelated, whereas oblique rotation allows the factors to correlate. The vast majority 

of researchers in the scale development process use orthogonal rotation because it 
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produces more interpretable results (Aake et aI., 2004). For example the prevIous 

studies that assessed the consumer styles inventory (CSI) used exploratory factor 

analysis with orthogonal rotation and a number of substantial cross-loadings and 

correlation between factors/items was found (Lysonski et aI., 1996; Leo et aI., 2005). 

This is evident in most of the cases as correlations between different factors always 

exist (Hair et aI., 1998). Therefore when factors are found to have substantial 

correlations, oblique rotation should theoretically produce more justifiable and accurate 

results as opposed to orthogonal rotation. 

The amount of variance explained by the extracted factors, and the item of factor 

correlation was calculated (DeVellis, 2003). The Cronbach alpha coefficients were 

computed, for the reliability of the factors identified, i.e. the coefficient should be above 

0.70 (DeVellis, 2003). Thus the technique of exploratory factor analysis helped to 

purify and improve the psychometric properties by examining the validity and reliability 

of individual constructs (DeVellis, 2003; Reise et aI., 2000) that were underpinned in 

the evolving categorization of reference points and decision-making styles. 

In the final purification stage (i.e. primary survey), confirmatory factor analysis was 

used, by means of LISREL 8.8 (Joreskog and Sorbom, 2006). The technique of 

Maximum Likelihood Estimation (MLE) was utilized in order to assess the degree to 

which the data meets the expected structure (Hair et al, 2006). Additionally it helped to 

identify the number of latent dimensions that account for the common variance 

explained among the items (Reise et aI., 2000). For example the appropriate model fit 

was calculated and the exact number of factors that represent each construct computed. 

The model adequacy was tested using a three-step criterion analysis (Byrne, 2001), 

which was to analyse the chi-square test; to examine other different estimates of fit 

indices, like the goodness-of-fit (GFI), the adjusted goodness-of-fit index (AGFI), the 

non-normed fit index (NNFI), the comparative index (CFI); and the significance of 

factor loadings representing each construct. Additional reliability of the measures was 

confirmed with the composite reliability index and an estimation of the average variance 

extracted for each presiding dimension (Hair et aI., 1998). Convergent validity and 

discriminant validity were assessed by verifying the significance of the t-values 

associated with the parameter estimates, and by comparing the average variance 
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extracted in each construct. Hence, the outcome of that analysis fmalized the format of 

the two scales, by assessing how the latent variables were measured from the observed 

variables. This procedure built the fmal format of both inventories. 

Pearson's correlation was conducted, as well in order to examme how the 

categorization of apparel reference points was associated with the decision-making 

styles inventory developed by Sproles and Kendall (1986). Pearson's correlation 

modelling is a technique that measures the degree to which there is a linear association 

between two models (Aaker et aI., 2004). 

The scores of the selected categorization of consumer reference points for apparel 

clothing consumption were the dependent variables, as they were found to have a strong 

reliance upon individual decision-making characteristics. The independent variables 

were the scores of each statement of the consumer decision-making styles inventory. 

Path coefficients with Pearson's correlation take any value from -1 to +1 (Field,2005; 

Aaker et aI., 2004). The closer the value is to -I, the weaker the correlation, while a 

closer value to + 1 indicates a stronger correlation (Churchill, 1995; Jankowicz, 2000). 

5.8.8 Ethical considerations 

This section aimed to quantify the selected categorization of apparel clothes reference 

points for important shopping occasions that resulted from the qualitative analysis and 

to further link that categorization with the distinct decision-making characteristics of 

Greek college students. The findings from such an analysis can help both scientific 

practitioners (e.g. to better understand consumer behaviour in that specified field) and 

marketers (e.g. to better segment their markets and to promote their products more 

effectively). The data was collected from a survey with face-to-face interviews of 

college students who were studying at the TEl in Thessaloniki. Some major ethical 

concerns were addressed at that early stage. 

For example, the personal details of participants remained confidential, and weren't 

disclosed within the dissertation. Participation in the survey was entirely voluntary and 

that was stated explicitly to them. Equally the answers from the respondents 

participating in the survey remained confidential and were used only for the purposes of 
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the study. Anonymity and confidentiality were highly respected to protect the integrity 

of the research project. 

The interviewees were provided with a consent form prior to the completion of the 

questionnaire. The length of time needed to complete the questionnaire was estimated to 

be around 15 minutes. See Appendix D and E for the English and Greek vel'Sion"bfthe 

quantitative questionnaire. 

5.9 Summary 

The study collected data from three universities in Thessaloniki, Greece. It took place in 

the first eight months of 2010. The study population was students who were all 

majoring in Management and Marketing. The purpose of this study is to shed light on 

Greek consumers' attitudes towards apparel products, particularly clothing for important 

shopping occasions by firstly conceptualizing the categories of consumer apparel 

reference points and secondly examining how the different types of reference points are 

associated with the decision-making styles inventory developed by Sproles and Kendall 

(1986). 

The statistical methods employed comprised a three-stage process. The first stage was 

guided by the focus groups analysis, in order to categorize consumer apparel clothing 

reference points for important shopping occasions. The second stage, i.e. the pilot study, 

aimed to quantify the results from the qualitative analysis, and likewise to profile Greek 

college students' decision-making characteristics. The third stage (primary survey) 

aimed to further purify the two models by examining possible overlaps and relationships 

between them 
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6. CHAPTER SIX: Analysis and results of the qualitative research 

6.0 Introduction 

In the previous chapter an overview of the research strategy was provided. For the 

conceptualization of apparel clothing reference points for important occasions the 

researcher employed the method of focus groups. The specific methodology helped in 

capturing from consumers a more concrete multi-level view of the problem under 

investigation. 

The results were analysed by the use of content analysis and led to the production of the 

categorization of apparel clothing reference points. The selected technique was utilized 

to code the types of apparel clothing reference points prior to the design of the 

questionnaire in the consumer survey. More thoroughly the data collected from focus 

groups discussions guided the construction and phrasing of the structured questionnaire 

used at the final quantitative survey. 

6.1 Group composition and 
sessions 

The researcher conducted five focus-group sessions that took place at the premises of 

the Technological Educational Institute (TEl). As presented in Table 6: I participants 

were grouped according to their year of study. Also they were selected equally by 

gender. In totaL 15 men and 15 women participated. 

Table 6: 1 Focus Groups Composition by Characteristics 

Characteristic Group 1 Group 2 Group 3 Group 4 Group 5 

No. of participants 6 6 6 5 7 

Year of study Freshman Sophomore Junior Senior Senior 

Age (median) 18 20 22 24 25 

Mode of Study Full-time Full-time Full-time Full-time Full-time 
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6.2 Discussion questions 

Discussion questions asked of the college students in the five focus groups included but 

were not limited to the following: 

• So in order for everybody to become familiar with each other, I would like you 
to tell me your name, which year of study you are in, where you comefrom, and 
where you currently live while you are studying 

• Think back to the last time you purchased a clothing item for an important 
shopping event or occasion. What mlS the occasion and what clothing item did 
you buy? 

• What criteria or aflachments did you consider as important when evaluating the 
clothing item that you bought? 

• How did you evaluate those criteria or attachments which you considered as 
important when evaluating the clothing item that you bought? 

• What benefits did you expect to satisfy through the purchase of an apparel 
clothing itemfor that important shopping occasion? 

• What kind of rewards did you anticipate when purchasing clothing items for that 
specified event? 

• What kind of comparisons did you make in order to structure your final 
preferences? 

• Did the level of assortment (i.e. large versus small variety) have an impact on 
distinguishing your ideal choice among alternatives? 

• What sources of information did you use in order to make your final selections, 
in that respect 

• What personal goals did you have in your apparel purchases? 
• How did your emotional conditions (i.e. moods) affect your selections? 
• Did you sacrifice enough of your time to structure your preferences? 
• How did social referents (i.e. family, friends, colleagues, etc.) influence you? 
• How did cultural referents (i.e. norms, values) influence you? 
• What other economic referents do you usually have? 

6.3 Research analysis 

Having analysed the use of the specific qualitative approach, data was collected from 

students studying in the Marketing and Management Department at the Technological 

Educational Institute of Thessaloniki (TEl). Five separate group sessions (three groups 

had six, one had five and one had seven) were held at the facilities of the University, 

and students were evenly divided by gender and year of study. As soon as the focus 

groups were finalized, data was gathered sequentially in five rounds. The focus group 

discussions took place between early January 2010 and mid February 2010. 
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The researcher initially followed the guidelines proposed by the previous work of 

Krueger and Casey (2000) that were analysed in the previous chapter. The moderator 

guided the phrasing of the themes at the discussions, trying to accomplish an exhaustive 

coverage on each question asking for contributions from all the participants. The 

proceedings of each focus group were recorded using audio tapes. The tapes were 

transcribed verbatim, resulting in 50 pages of text. The findings were clustered, and 

categorized into different themes. These themes were: seller's referents, personal 

referents, economic referents, and social and cultural referents. 

The format of the discussions followed a specific structure that was crafted from the 

fmdings of the literature review. However at some points during the discussions some 

participants wandered off around the topic. This was natural as they wanted to acquire 

more information regarding the problem under investigation, and how their participation 

could be done more efficiently and effectively. According to Krueger and Casey (2000) 

when participants feel that they haven't covered their opinions on some issues, it is clear 

that the researcher should spend some additional time and effort to let them express 

their thoughts and beliefs more freely. Therefore they were always allowed to go back 

to the main topic under discussion, especially when the point they were making was 

relevant to the issues being discussed. 

The format of the focus groups discussions was divided into four sections. A summary 

of each section is presented below. Analytically, the following is a summary of the 

findings emanating from the majority of opinions from the focus group discussions that 

resulted from answers to the specific questions posed to them. 

FIRST SECTION: The first section aimed to introduce the topic under investigation 

and to provide all the necessary guidelines to participants. Then a written consent form 

was given to all participants, explaining to them more thoroughly the main purpose of 

that study, and some ethical issues that needed to be addressed before the beginning of 

the sessions. The written consent form can be seen at Appendix B: Focus Groups 

Discussions: Bl.English Version Consent Form 

SECOND SECTION: Once ethical issues had been rigorously covered, the second 

section concerned the opening of the discussions. 
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Ql: So in order for everybody 10 become/amiliar with each other, I would like you 10 

fell me your name, which year of study you are in, where you come from, and where you 

currently live while you are studying. 

At the beginning of each focus group all participants were encouraged to introduce 

themselves to the group, with their name, their year of study, and where they currently 

lived while they were studying. It resulted that the majority of them came from different 

parts of both rural and urban Greece. The course they were following demanded most of 

their daily time to be present on the University courses. Therefore all of them preferred 

to stay near the premises of the University School or near to the city centre of 

Thessaloniki. 

THIRD SECTION: The third section aimed to provide participants with a more 

specific decision situation. Therefore it was decided to make use of certain stimuli, such 

as the purchase of apparel clothes for important shopping occasions or events (e.g. 

weddings, anniversaries, etc. Following the recommendations of different scientists in 

that field (e.g. Krueger and Casey, 2000; Cassell and Symon, 2004), it is important for 

conductors to provide participants with a familiar decision-making task, rather than a 

hypothetical or future decision problem. Hence at this stage the following question was 

posed to participants: 

Q2: Think back to the last time you purchased a clothing item for an important 

shopping event or occasion. What lmS the occasion and what clothing item did you 

buy? 

This question was the main focus of the discussions and in all cases used as an exemplar 

in order to guide interviewees' answers regarding their selections of apparel clothing 

reference points. A summary of the important events that were mentioned at all five 

focus groups by each participant is presented in Table 6:2. 
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Table 6:2 Important Shopping Events 

Important Focus groups(FG) All groups 
Events mentioning 

FGl FG2 FG3 FG4 FC5 item (%) 
Weddin2 I 2 I 2 6(20%) 
Engagement 1 I 1 3(10%) 

Christening 3 1 I I 6(20%) 

Anniversary I I 1 3(10%) 

Social party I I I 3(10%) 

Conference I I 2(6.6%) 
Graduation 1 1 2(6.6%) 
ceremony 

Work 1 2 1 1 5(16.6%) 
events/work 
duties 
No. of 6 6 6 5 7 N=30(100%) 
Participants 

All of the interviewees had in their mind one of the aforementioned special events on 

which they guided their answers to the next questions. Those events can be 

characterized as social events, since many people are present during the whole process. 

The common characteristic of those special occasions is that all participants tend to be 

well-dressed, wearing formal outfits. Therefore Greek college students preferred to do 

their formal apparel shopping only when they wanted to renew their formal wardrobe so 

as to be present at those events. The majority of them bought a professional outfit, i.e. 

suits, dresses, which were accompanied by dress shirts, vests, jackets, coats, and scarfs. 

FOURTH SECTION: The fourth section covered the main topics of each discussion 

and tried to accomplish a deeper understanding of how consumers structured their final 

preferences on buying apparel products, in terms of selecting their reference points or 

referents for the relevant important event. At this session the following questions were 

asked: 

Q3: What criteria or altachments did you consider as important when evaluating the 

clothing item that you bought, and how did you evaluate those criteria or atlachmenfs? 
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The quality of the apparel clothes was most frequently noted as an important indicant of 

a reference point (mentioned in all five focus groups). The results showed that they 

evaluated the quality of the apparel based on their brand name. Strong brands 

symbolized good quality for most of the respondents. Moreover branded apparel 

entailed other salient cognitive referents such as good image and unique prestige for 

them. Usually brand-oriented consumers are not influenced by the selling price of the 

apparel (mentioned 15 times). For example many of them stated that they selected 

apparel clothes that were made from higher quality textiles. Furthermore, they had as 

initial referents strong clothing brands, which ensured positive gains for them. Thus 

they avoided buying less well-known brands. 

Price is another factor that influenced their selections. The majority of them stated that 

they evaluated clothes based on the price (mentioned 27 times). They evaluated prices 

according to the price that they were happy to pay, i.e. how much money of their 

personal budget they wanted to spend. Some of them mentioned that they evaluated 

clothing price tags on items that they liked based on: 

a) previous purchases, 

b) the durability of the clothes that resulted from selecting good quality apparel and 

c) the uniqueness and overall ease of use of the clothes. 

The following comments on criteria or attachments were considered by participants as 

the most important that guided their fmal preferences: 

"The current season affected the selection of my final purchases" 

"I selected clothes that were made from good or higher quality textiles" 

HI selected clothes that were a/ways in fashion" 

"The clothes outfit fitted my personal taste" 

"/ selected clothes that fit well with my personal appearance and l~fted my image 

up 

"/ selected an outfit according to the price that / wanted to pay" 

"/ evaluated clothes according to the price" 

"Branded apparel was driving my shopping motives. Therefore / hought high­

fashion designer apparel" 
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Q4 How did YOlt evaluate those criteria or attachments which you considered as 

important when evaluating the clothing item that you bought? 

Respondents indicated that they evaluated apparel clothes by using multiple indicants 

that acted as actual referents to them For example many of them said: 

ttl evaluated product attributes based on the brand. If the clothes that I liked came 

from a strong brand retailer then I lIDS 100% sure that it would be good quality. 

In this way I minimized the risk of making an inferior purchase" 

ttl evaluated the clothes / bought based on my previous purchases. My previous 

purchases drive my current motives and likes" 

"I went to stores that I have used in the past" 

"I preferred to do my shoppingfrom familiar well-branded apparel stores" 

"/ evaluated products with the help of my friends" 

HI extensively made comparisons with alternative brands" 

"/ didn't choose apparel clothes that were common and that anybody could 

wear" 

Q5: What benefits did you expect to satisfy through the purchase of an apparel clothing 

itemfor that important shopping occasion? 

The following statements were mentioned in all of the groups: 

ttl bought clothes thaI jilted well on me" 

"I bought clothes that had more aesthetics" 

HI selected an outfit which was simple, elegant, and offered me high durability 

and ease of care" 

"The clothes outfit that I liked, fitted well on me and provided me with comfort" 

"Thefabric of the clothes that / likedfelt sC?fi against my skin" 

Q6 What kind of rewards did you anticipate when purchasing clothing items for that 

specified event? 

Most of the respondents reported that their final shopping selections were based on 

examining the different rewards/offers that accompanied their purchases. For example 

they preferred instant rewards which were offered at the point of the sale or inside the 
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store. Such rewards included reduced prices and other discounted couponslflyers. 

However they didn't show much interest in acquiring future rewards, as they wanted to 

buy clothes only for their specified events. On the other hand they would make an 

effort to obtain a future reward as long as they were able to. 

This is consistent with previous findings from Kivetz (2003) and Ordonez et al. (2000), 

where they found that consumers purposely avoided large and uncertain rewards. This is 

because they saw that they would have little prospect of acquiring the reward on ofTer. 

Therefore future discounted clothes and big offers were of less concern. The following 

statements were abstracted from the respondents' words: 

"I preferred instant rewards at the point of the sale" 

"I preferred small rewards only" 

"I evaluated rewards according to the level of contingent ~fJorts on acquiring the 

clothes that I bought" 

"Because I had articulated preferences discounted clothes didn't exert any impact 

on my final choices" 

Q7: What kind of comparisons did you make in order to stnlcture your .final 

preferences? 

The literature revealed that consumers are constantly making comparisons between 

product alternatives (Van Ittersum et aI., 2005; Chernev, 2003). They examine different 

sets of information cues in order for them to become able to distinguish their final 

choices (Babutsidze, 2007). The majority of these cues originate from their previous 

shopping experiences, i.e. past clothing purchases, favourable brands, and the variety of 

product alternatives that they anticipate during their shopping trips 

Most of them stated that if they liked an outfit, then the next step was to compare it with 

their previous shopping habits, trying to match that purchase with their own personal 

self. However others indicated that they only made comparisons with less favourable 

brands, as this brought them feelings of assurance and confidence in making their best 

choice. For some what was important was the variety of the product line, the good 

quality, the season in which the important event was, and other salient aesthetics (i.e. 

how well it fit them, and what kind of comments they would receive from their close 
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peers). On the other hand some of them stated that they made comparisons between the 

credibility of different retailers (i.e. branded apparel retailers offered them more 

reassurance on purchasing original products and unique products). Thus they were 

willing to spend more money if they knew that the retailer had the original brands and 

not imitations of them. 

The following are examples of respondents' comments: 

"/ evaluated the clothes / bought based on my previous purchases" 

"My previous purchases drove myfinal motives and likes" 

"/ compared the clothes that / bought with less favourable brands" 

"The current season affected the selection of my final purchases" 

Q8: Did the level of assortment (i.e. large versus small variety) have an impact on 

distinguishing your ideal choice among alternatives? 

The assortment referents refer to the breadth of variety in a specific product category 

(Chernev, 2003). Nowadays sellers offer a huge variety of product lines. This makes 

consumer decision-tasks more complicated (Dhar, 1997). The findings from prospect 

theory show that when consumers have articulated preferences (i.e. favourable attributes 

on specific products), then they can easily distinguish their ideal choice among 

alternatives. On the other hand, some of them indicated that when they did not have 

articulated preferences they became easily confused and felt overwhelmed. 

Since the level of assortment (i.e. large versus small), influences final consumer 

choices, similar consumers' evaluations of assortment include multi-item cues. 

Therefore this question was placed as an indicant to assess how consumers are 

influenced by the level of assortment, in that domain. Consumers stated: 

"/ didn't choose apparel c/othes that were common and anybody could wear 

them" 

"Because I had articulated preferences / distinguished my ideal choice among 

alternatives more easily" 

"/ compromised with less strong preferences when / was exposed to a small 

variety of assortment" 
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Q9: What sources of information did you use in order to make your final selections, in 

that respect? 

With regard to the selection of reference points that result from the distinct domain of 

the sellers, consumers use a plethora of informational cues (Kinley et aI., 2000). The 

majority of respondents indicated that they se~ect apparel clothes that are made from 

higher quality textiles. More explicitly they have as initial referents strong clothing 

brands, which ensure positive gains for them. Thus they avoid buying less well-known 

brands. 

On the other hand with regard to the selection of reference points resulting from their 

own personal domain, it was shown that they evaluate product attributes based on their 

previous experiences, and on the information presented in the store. They usually seek 

to obtain information from the sales personnel, and they visit stores that have a friendly 

environment. For example they buy from stores that are easy to get to, and like to do 

their shopping from stores that offer a huge variety of clothes. Some of the 

respondent's comments were: 

HI evaluated product attributes according to the information presented in the 

store" 

HI preferred to do my shopping from familiar well-branded apparel stures" 

HI borrowed reference points from the sales personnel" 

HI bought an outfit which was advertised by fashion designers" 

HI borrowed reference points from fashion magazines regarding the clothes that I 

like" 

Ql0: What personal goals did you have in your apparel purchases? 

As was discussed in the literature review section, 'personal goals' refers to the 

consumers' satisfaction of different sets of values (Sheth et al.. 1991). In other words 

consumers structure their preferences by having as initial reference points their personal 

goals. 

Consumers, through their purchases. seek to satisfy cognitive sensations. i.e. from a 

specific purchase they seek functional and abstract enjoyment (Van Osselaer et al .• 
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2005). The former refers to the consumers obtaining an apparel product that satisfies the 

whole bundle of their seeking product attributes, whereas the latter refers to the 

satisfaction of their personal and social image. Having that in mind this question aimed 

to derive deeper responses from consumers that were coming from their personal 

distinct domain. 

The majority of respondents claimed that their personal goals were to improve their 

personal image, by firstly satisfying themselves through their good selections of apparel 

clothes and secondly boosting their image which would bring social justifications. 

Moreover for some it was evident that they were trying to make a purchase that would 

bring them more satisfaction, i.e. to make a purchase that would offer them absolute 

value for their money. For example, respondents indicated: 

"I selected clothes that fit well with my personal appearance and I!fted my image 

up" 

ItI bought clothes that impressed the people around me" 

"Fair-priced clothes drove my final choices" 

As a whole it was found that Greek students were also characterized by compulsive 

behaviour toward clothes. Given that, they are more impulse driven, and do not spend 

additional effort and time on their purchases 

Ql1: How did social referents {i.e. family, friends, colleagues, etc.} influence you? 

Group referents refer to the different social groups that consumers use as a point of 

reference in order to structure their consumption behaviours (Peter et aI., 1999). Usually 

they involve formal and informal referents, such as family, friends, co-workers, mates, 

etc. Consumers, during consumption behaviour, seek to satisfy their closest peers or 

similar with their selections, to impress them. This is imperative for visible products, 

i.e. clothes. Therefore the construct of group referents or social referents needs to be 

adjusted according to the examined problem. 

Most of the students commented that their apparel consumption decisions are strongly 

affected by the opinions and beliefs of their close peers. They use their friends or other 
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celebrities as a reference point in order to structure their preferences. For example 

many of them indicated that before making a clothing purchase they carefully watch the 

latest fashion trends through television shows, magazines and newspaper 

advert isements. 

The findings suggest that Greek consumers borrow reference points from their close 

friends. They are most likely to be influenced by them when they have ambivalent 

attitudes. It was found that the majority of them prefer to go shopping with their friends, 

and they strongly follow their recommendations. However, they tend not to pay much 

attention to the recommendations provided by their family members. They usually buy 

clothes that satisfy or impress the people around them. The following statements 

characterize their apparel consumption practice: 

"For me social referents play a vital role in making my final selections. for 

example I evaluated clothing products with the help of my friends. " 

"[ usually borrow reference points from celebrities, as their endorsement 

structures my preferences. " 

"Because with the clothes I bought I wanted to look unique, I bought clothes that 

impressed the people around me. " 

Q12: How did cultural referents (i.e. norms, values, etc.) influence you? 

This question was posed to participants in order to examine the effects of culture in their 

apparel clothing decision process. Because consumers' shopping wants and needs are 

strongly motivated by the heuristics and rules of culture (Aaker and Lee, 2001), it was 

assumed that Greek students put great emphasis on adjusting their preferences 

accordingly. This is more evident for public products (i.e. clothes) that can easily be 

seen by others. 

From the focus group discussions it was found that students avoided buying 

'challenging' clothes, and thus avoided making extreme preferences. However some of 

them stated that they were willing to buy challenging clothes as long as they looked 

unique and elegant. Some of the students' responses included the following: 
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"Cultural norms are very important for me. Hence I avoided buying challenging 
clothes" 
"I selected an outfit which didn't challenge the norms and the values l?f my own 
culture" 
"With the clothes that I bought I was easily accepted by others" 

6.4 Content analysis 

Responses were then clustered into a number of categories that emanated from the 

fmdings of the literature review on reference points which made specific reference to 

consumers' apparel clothing experiences. The technique of content analysis (Hinkin, 

1995) served to decornposite consumer referents by placing them in different categories. 

The findings were clustered and categorized into eleven different themes based on the 

distinction made between explicit and implicit reference points. 

The mam Issues that emanated from the focus groups discussions were about the 

selection of reference points that derived from the domain of the seller, named as 

'explicit referents', whereas those that derived from the domain of the consumer, are 

named 'implicit'. These were coded and categorized as presented in Table 6:3 and in 

Table 6.4. 

The analysis of the focus groups indicated certain types of explicit referents identified in 

the focus groups: Product Attribute Referents, Brand Referents, Price Referents, 

Reward Referents, Assortment Referents, Store Referents, and Marketer Referents. 

These were selectively coded to 7 different types of explicit referents that consumers 

usually come across in their consumption decisions. The following implicit referents 

were also identified: Personal Referents, Economic Referents, Group Referents, and 

Cultural Referents. The aforementioned categories justify the multi-dimensionality of 

explicit and implicit referents. Below follows an explanation of the main emergent 

themes and categories. 
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Table 6:3 Content Analysis, Explicit Reference Points 

Code Respondent's Words/Statements 
Product Attribute Referents 1. I selected an outfit which was simple, elegant, and offered me high durability and ease of care 

2. The fabric of the clothes that I liked felt soft against my skin 
3. I bought high-fashion designer apparel 
4. I selected clothes that were always in fashion 
5. 1 selected clothes that are made from good or higher quality textiles 
6. I evaluated product attributes according to the information that I had acquired from my previous experiences 

Brand Referents 1. I evaluated product attributes based on the brand 
2. If the clothes that I like come from a strong brand retailer then I am 100% sure that it will be good quality 
3. Strong brands minimize the risk of making an inferior purchase 
4. Strong clothing brands ensure positive gains for me 
5. I extensively made comparisons with alternative brands 

Price Referents 1. I evaluated clothes according to the price sold 
2. Fair-priced clothes drove my final choices 
3. I compared prices of all other brands by randomly selecting a brand available on the current purchase 
4. J formed my price judgements based on the current price of my reference brand 
5. 1 compared the price of the clothes that I bought based on the price that I had paid on my previous purchases 
6. 1 compared prices according to the frequency of purchasing each brand 

Reward Referents 1. I preferred certain rewards 
2. I preferred small rewards 
3. I evaluated rewards according to the level of contingent efforts on acquiring the clothes that I bought 
4. Because I had articulated preferences, discounted clothes didn't exert any impact on my final choices 

Assortment Referents 1. I didn't select apparel clothes that were common and anybody could wear them 
2. Because I had articulated preferences I distinguished my ideal choice among alternatives more easily 
3. I compromised with less strong preferences when 1 was exposed to small assortments 

Store Referents 1. I preferred to do my shopping from familiar well-branded apparel stores 
2. I went to stores that I had used in the past .., 

I evaluated product attributes according to the information presented in the store -'. 
4. I preferred to visit stores that had a friendly environment 
5. I preferred to visit stores that had friendly personnel, who were willing to help me structure my preferences 
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6. I borrowed reference points from the sales personnel 
Marketer Referents 1. Positive information on product tags made me focus on positive characteristics 

2. I borrowed reference points from fashion magazines regarding the clothes that I liked 

Table 6:4 Content Analysis, Implicit Reference Points (Consumer Referents) 

Code Respondent's Words/Statements 
Personal Referents 1. I bought clothes that fitted well on me 

2. I bought clothes that had more aesthetics 
3. The clothes outfit that I liked fitted well on me and provided me with comfort 
4. I evaluated the clothes I bought based on my previous purchases 
5. My previous purchases drive my current motives and likes 
6. The current season we were in affected the selection of my final purchases 
7. The clothes outfit fitted my personal tastes 
8. I selected clothes that fit well with my personal appearance and lifted my image up 
9. I compared the clothes that I bOl!&ht with less favourable brands 

Economic Referents 1. I selected an outfit according to the price that I wanted to pay 
2. I had as a reference point my own available budget 
3. I selected clothes that had better credit terms 

Group Referents 1. I evaluated products with the help of my friends 
2. I borrowed reference points from my close friends 
3. I borrowed reference points from celebrities 
4. I bought clothes that satisfied the people around me 
5. I bought clothes that impressed the people around me 
6. I preferred to go shopping with my friends 

Cultural Referents 1. I avoided buying 'challenging' clothes 
2. I avoided making extreme clothing preferences. 
3. I selected an outfit which didn't challenge the norms and the values of my own culture 
4. With the clothes that I bought I was easily accepted by others 
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6.5 Summary 

Overall the researcher generated 54 statements for the content categorization of 

referents by grouping them into eleven distinctive factors. Hence it could be concluded 

that the preliminary categorization of reference points was dependent upon these factors 

that were tested in the quantitative research survey. The next chapter includes the initial 

purification of the evolving categorization of reference points inventory. Additionally 

the applicability of Sproles and KendaIrs (1986) consumer decision-styles inventory is 

examined in the Greek context. 
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7. CHAPTER SEVEN: Analysis and results ofthe quantitative research 

7.0 Introduction 

This part has a twofold goal Firstly it serves to test the explicability and reliability of 

the evolving scale of reference points. Secondly it examines the applicability of the 

existing scale of the Consumer Styles Inventory (CSI) in the domain of Greece, by 

testing its psychometric properties (Guadagno Ii and Velicer, 1988). 

In order to further refine the dimensionality of the two initial scales, a second stage 

purification process of the reference points inventory and the consumer styles inventory 

was carried out with new data, with the main purpose of further assessing the factor 

structure and reliability of the two scales. It also aimed to capture convergent and 

discriminant validity, with the use of confirmatory factor analysis. 

In Section 7.1 the findings of the pilot study are analysed and Section 7.2 analyses the 

results of the main survey. Finally Section 7.3 provides a conclusion summary. 

7.1 Data analysis and results of the 
pilot study 

This section describes the results of the data analysis. Firstly the socio-demographic 

information of the respondents is presented based on the results taken from the 

descriptive analysis. Secondly the results of the exploratory factor analysis are analysed. 

7.1.1 Demographic characteristics of the sample 

Table 7: 1 shows the socio-demographics, income characteristics and clothing purchases 

for important shopping events of the study student sample (N=330). 

Variable 
Gender 

Age 

Table 7: 1 Demographic Characteristics of the Pilot Study 

Description 
Female 
Male 

17-19 
20-22 
23-25 
26 -29 

Frequency 
147 
183 

50 
228 
34 
18 

Percent 
44.5 
55.5 

15.2 
69.1 
10.3 
5.5 
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Variable Description Frequency Percent 

Marital Status Single 312 94.5 
Married 18 5.5 

Majors Marketing 106 32.1 
Management 224 67.9 

Education Freshman 25 7.6 
Sophomore 88 26.7 
Junior 99 30 
Senior 118 5.8 

Personal Student <500 Euro 163 49.4 
Budget (in Euros) 501-700 41 12.4 

701-900 14 4.2 
901> 20 6.1 
Didn't Answer 92 27.9 

List ofImportant Wedding 135 40.9 
Shopping Events Engagement 15 4.5 

Christening 49 14.8 
Social Party 87 26.4 
Conference 6 1.8 
Graduation 17 5.2 
ceremony 
Work 11 3.3 
Celebration 10 3.0 

List of Clothing Suit 43 13 
Items Dress 143 43.3 

Overcoat 11 3.3 
Jacket 33 10.0 
Trousers 68 20.6 
Shirt 23 7.0 
Blouse 7 2.1 
Scarf 2 0.6 

From Table 7: I the fIrst study sample consists of 330 respondents, of which 183 = 55.5 

percent were male students and 147 = 44.5 percent were female. Nearly all, about 94.5 

percent, of the respondents were single (N=312) which is normal in the Greek context 

as young people prefer to get married after their graduation from university, which is 

natural as the university degree will help them fmd a skilled job. 

Regarding the age of the respondents the majority were below the age of23, while only 

5.5 percent were above the age of 26. Most of the students were second or third year 
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students majoring in marketing and management, and sophomore and junior students 

were 26.7 percent and 30 percent respectively, freshmen were 7.6 percent and seniors, 

5.8 percent. Regarding the students' available budget for their studies, 49.4% had a 

monthly budget expenditure for their studies of below 500€ (Euro), and 12.4% had 501-

700€. A small minority of the students (6.1 %) indicated that they had more than 900€. 

As far as the important shopping events were concerned, the vast majority of the 

students indicated that the clothes bought were for a wedding ceremony (40.9%) or a 

social party (26.4%), with a small percentage stating that they were for a graduation 

ceremony, work interview or obligation, annual celebration, or conference. Furthermore 

all of them reported that they had bought formal clothes, such as professional suits, 

dresses, trousers, overcoats, and shirts. 

7.1.2 Reference points inventory (RPI) 

Exploratory factor analysis was utilized to assess the unidimensionality and to 

determine what factors accounted for the conceptualization of apparel clothing reference 

points for students in Greece. A preliminary analysis was made for the factorability of 

the data, by checking the normality of distribution (Tabachnick and Fidell, 200 I). For 

example skewness and kyrtosis and test of normality of assumption of the data were 

met. According to Hair et a1. (1998) the normal limits of skewness are between -1 to + 1, 

and for kyrtosis are between -2 to +2. The results showed that none of the variables fall 

inside those values. In addition linearity issues were examined by analysing the plots of 

the items, as well (Field, 2005). 

The Keiser-Mayer-Oklin (KMO) measure of sampling adequacy and Bartlett's test of 

sphericity were initially applied to see whether the sample size was sufficiently 

factorable to measure the underlining dimensions and constructs. Furthermore an initial 

inspection of the correlation matrix between each pair of variables showed many values 

of 0.3 and above (see Appendix F for the correlation matrix of the RPI). Analytically, 

the majority of the values are greater than 0.05 and below the threshold value of 0.9. For 

example inspection of the correlation matrix shows that there exist partial correlations 

between factors ranging from 0.3 to 0.7. According to Field (2005) this suggests that 

some factors are interrelated but still represent a different construct. In addition the 

determinant of correlation matrix is listed at the bottom of the last matrix. For this data 

the value is 0.000266, which is greater than the necessary value of 0.0000 I (Hair et aI., 
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1998). This information suggests that multicollinearity is not a problem for the specific 

data. Thus the underlying statistical assumptions warrant that the technique of factor 

analysis is appropriate in identifying justifiable factors (Devellis, 2003). A comparison 

between orthogonal rotation and oblique rotation is presented in Table 7:2. 

7:2 Comparison of extraction and rotation methods of RPI scale 

Rotation Method 
Orthogonal Oblique 

Variance accounted 65.10 69.108 
for after rotation 
Item Loadings 
Factor 1 Item 12 .720 .731 

Item 13 .789 .803 
Item 14 .750 .751 
Item 15 .682 .722 

Factor 2 Item 04 .759' .760 
Item 08 .804 .806 
Item 09 .840 .850 
Item 10 .831 .837 
Item 24 .760 .720 

Factor 3 Item 38 .830 .907 
Item 34 .835 .901 
Item 39 .721 .713 

Factor 4 Item 50 .818 .825 
Item 54 .830 .836 

Factor 5 Item 47 .850 .825 
Item 48 .895 .836 

Factor 6 Item 18 .785 .800 
Item19 .820 .839 

Factor 7 Item 41 .719 .731 
Item 42 .724 .711 
Item 43 .760 .778 

Factor 8 Item 27 .870 .885 
Item 28 .805 .813 

Table 7:2 shows the item loadings between both extraction methods i.e. vanmax 

rotation versus oblique rotation. In this analysis the variance accounted for after 

varimax rotation was 65.10 whereas after oblimin rotation was 69.10, and over­

estimation 4.00. As can be seen for this data set the rotation method with oblique 

rotation produced higher factor loading in most of the items. These initial results 

indicate that the oblique rotation provided better explanation for the data (Field, 2005). 

Moreover a preliminary analysis of the component correlation matrix justified the 

dependence between factors as the variables were hypothesized to be correlated (i.e. the 
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majority of the factors had a correlation ranging from .10 to .45). On the other hand the 

unrotated factor solution could not interpret the factors. Therefore for these reasons, the 

technique of oblique rotation was used (Costello and Osborne, 2005). 

As presented in Table 7:3, the communalities of all the items were 0.60 and above, 

which indicates the variance explained among the variables (Hair et aI., 1998). 

According to Field (2005) when this happens researchers should extract factors based 

on Kaiser's criterion. Hence factors that had eigenvalues greater than 1.0 were analysed 

and further examination was made through an analysis of the scree plot criterion. The 

factors that were identified were named according to the conceptual constructs on which 

they were assessed. The estimates of alpha coefficients of the items within every factor 

and for the whole scale were then reported. 

The results of the exploratory factor analysis with principal component analysis and 

oblique rotation yielded 8 factors (see Table 7:3 Initial Scale of Reference Points 

Inventory). Based on the pattern matrix, items that loaded below 0.50 on a factor or 

items that had communalities of less than 0.40 were removed (Tabachnick and Fidell, 

200 I; Bryman and Bell, 2007). The remaining items were submitted to reliability 

analysis, and items-to-total correlations of more than 0.30 were retained (Hair et aI., 

1998). Overall, 27 items were deleted from the scale. As shown in Table 7:3, final 

exploratory analysis of the remaining 23 items yielded eight factors, accounting for a 

total of 69% of the variance. Factor loadings ranged from 0.907 to 0.712. Cronbach 

alpha values had significant levels ranging from 0.845 to 0.711. 

Table 7:3 Exploratory Factor Analysis (EFA), Initial Scale of Reference Points 
Inventory 

rl ITTC* Factor loadings 
E Fl F2 I F3 F4 F5 F6 F7 

nbach's Alpha '; .760 .845 .795 .718 .745 .729 .749 = In/Std. :::I 3.211 2.601 4.321 3.801 2.821 3.421 3.871 e e .924 .769 .619 1.02 .104 .701 .79 
iance explained (%) = 69.108 16.1 14.2 10.0 6.85 6.33 5.77 5.04 U 

nvalues 3.72 3.28 2.32 1.57 1.45 1.32 1.16 

:er-Meyer-Olkin Measure of .749 
pJinJt Adequacy 
lett's test of sphericity .000 
lificance level) 

F8 
.711 
3.771 
.830 
4.55 

1.05 
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Items III ITTC* Factor loadings 
~ .:: Fl F2 I F3 F4 F5 F6 F7 F8 .. 

Cronbach's Alpha -~ .760 .845 .795 .718 .745 .729 .749 .711 = Mean/Std. ~ 3.211 2.601 4.321 3.801 2.821 3.421 3.871 3.771 e e .924 .769 .619 1.02 .104 .701 .79 .830 
Variance explained (%) 

0 
69.108 16.l 14.2 10.0 6.85 6.33 5.77 5.04 4.55 U 

Eigenvalues 3.72 3.28 2.32 1.57 1.45 l.32 1.16 1.05 
Kaiser-Meyer-Olkin Measure of .749 
Samj!ling Adequacy 
Bartlett's test of sphericity .000 
J.s~nificance level) 
F1.Price Referents 
RPI 13. Fair priced clothes drove .688 .588 .803 
Il!Y final choices 
RPI 14. I compared prices of all .677 .603 .751 
other brands by having as reference 
points the brand I liked on the 
current purchase 
RPI 12. I evaluated products .606 .500 .731 
according to the price sold 
RPI 15.lformed my price .604 .542 .722 
judgements based on the current 
~ice of my reference brand 

F2. Brand Referents 
RPI 09. Because the clothes that I .731 .691 .850 
liked came from a strong brand 
retailer then I was 100% sure that it 
would have good quality 
RPI IO.Strong brands minimized .734 .714 .837 
the risk of making an unworthy 

.£.urchase 
RPI 08. I evaluated product .686 .687 .806 
attributes based on the brand 
RPI 04.1 bought high-fashion .620 .626 .760 
designer apparel 
RPI 24.1 preferred to do my .644 .555 .720 
shopping from familiar well 
branded apparel stores 

F3. Personal Referents 
R138.The clothes outfits fitted my .803 .617 .907 

...E.,ersonal tastes 
R134.I bought clothes that had more .803 .641 .901 
aesthetics 
R139.I selected clothes that fit well .668 .604 .713 
on me, and lifted my image up 

F4. Cultural Referents 
RPI 49.1 avoided making extreme .697 .447 .836 
clothing preferences 
RPI 50.1 avoided buying 
challenging clothes 

.732 .447 .825 

F5. Social Referents 
RPI 48. I bought clothes that .780 .600 .836 



164 

Items II'J ITTC* Factor loadings 
~ 

;e Fl F2 I F3 F4 F5 F6 F7 F8 
Cronbach's Alpha "; .760 .845 .795 .718 .745 .729 .749 .711 = Mean/Std. = 3.211 2.60/ 4.321 3.80/ 2.821 3.421 3.87/ 3.771 e e .924 .769 .619 1.02 .104 .701 .79 .IBO 
Variance explained (%) = 69.108 16.1 14.2 10.0 6.85 6.33 5.77 5.04 4.55 U 

Eigenvalues 3.72 3.28 2.32 1.57 1.45 1.32 1.16 I.OS 
Kaiser-Meyer-Olkin Measure of .749 
Sampling Adequacy 
Bartlett's test of sphericity 

isi2nificance level) 
.000 

impressed the people around me 
RPI 47. I bought clothes that .823 .600 .825 
satisfied the people around me 
F6. Reward Referents 
RPI 19. I evaluated rewards .696 .458 .839 
according to the level of contingent 
efforts 
RR 18. I preferred offers that had .732 .458 .800 
instant and direct rewards 
F7. Financial Referents 
RPI 43. I selected clothes that had .647 .418 .778 
better credit terms 
RPI 41. I selected an outfit .610 .458 .731 
according to the price I would like 
to pay 
RPI 42. I had as reference point my .619 .490 .711 
own available bud~et 
F8. Store Referents 
RPI 27. I preferred to visit stores .790 .553 .885 
that had a friendly environment 
RPI 28. I preferred to visit stores .722 .553 .813 
that had friendly personnel, who 
were willing to help me 

Note: (a) Rotation converged in 8 iterations. 
(b) Extraction Method: Principal Component Analysis. 
(c) Rotation Method: Oblimin with Kaiser Nonnalization. 
d) Total number ofItems: 23 
(e) * Item-to-total correlations, Overall Cronbach's a = .749, Approx. X2 = 1524,7 df=253, total varinnce explained (%) = 

69.10 

The first factor named 'Price referents' (a=0.760) explains 16.1% of the total variance. 

The 4 items of this factor suggest that consumers select their referents based on the 

actual price of the products, on the price of their reference brand, and on price 

comparisons of favourable and fair-priced reference brands. The second factor of 

referents is 'Brand referents' (a=0.845). This factor includes 5 items and explains 14.2% 

of the variance. Items on that factor refer to consumer selection of reference points 

based on strong clothing brands that offer sure gains for them, i.e. high quality and 



165 

credible attributes. The third factor, 'Personal referents' (a=0.795), consists of 4 items 

accounting for 10.0% of the variance. This factor consists of consumer selection of 

salient referents that are derived from their own personal cognitive domain, i.e. they 

have as initial referents their own personal beliefs and personal tastes. 

The fourth factor 'Cultural referents' (a=0.718), includes 2 items that explain 6.85% of 

the total variance. This construct measures referents that result from cultural values. The 

fifth factor 'Social referents' (a=0.745), explains 6.33% of the variance. This factor 

includes 2 items that measure referents that originate from their close friends and the 

people around them. The sixth factor 'Reward referents' (a=O.729), consists of 2 items 

that interpret 5.77% of the variance. Reward referents play a significant role at the 

actual point of purchase, as they guide consumers to shape their fmal preferences. The 

seventh factor 'Financial referents' (a=0.749) explains 5.04% of the variance. This 

factor measures consumer referents based on multiple economic sources, i.e. better 

credit-terms, their own available budget, and the price that they would like to pay. The 

eighth factor 'Store referents' (a=0.711), consists of 2 items that explain 4.55% of the 

variance. This factor suggests that consumers borrow reference points inside the stores. 

as they seek to visit stores that have a friendly environment, and friendly sales 

personnel. 

The 8-factor oblique model reduced the initial 50 items of referents that resulted from 

the findings of the qualitative research and the findings of the literature review to a 23-

item scale with 8 factors. For the reliability of the scale the researcher tested the 

Cronbach's coefficient alpha (Bentler, 2007). The reliability estimates of each subscale 

were above the recommended cut off value of 0.70 (Field, 2005; Aaker et aI., 2004). 

Analytically the reliability estimates for the subscales were: for the Price Referents 

0.760, for Brand Referents 0.845, for Personal Referents 0.795, for Cultural Referents 

0.718, for Social Referents 0.745, for Reward Referents 0.729, for Financial Referents 

0.749 and for Store Referents 0.711. Furthermore the communalities after extraction 

were all greater than 0.60 indicating a high proportion of the variance explained by the 

underlying factors (Field, 2005). As a whole the findings of the pilot study suggest that 

the 8-factor model is reliable enough to measure the construct of referents (Hair et aI., 

1998). The partial correlation between the evolving factors of referents justifies the 

fmdings of the literature review that when consumers select their apparel they usually 

seek a combination of different sources of referents (Dholakia and Simonson, 2005; Yin 

and Paswan, 2007). 
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7.1.3 Decision-making styles inventory (CSI) 

The same data set was used to examine the psychometric properties of the CSI. The CSf 

instrument included 40 Likert-scaled items scored from I (strongly disagree) to 5 

(strongly agree). In order to verify Sproles and Kendall's (1986) results and to compare 

consumer decision-making styles between young consumers in Greece and the United 

States the researcher collected data in Greece using a similar questionnaire to the one 

used by Sproles and Kendall (1986). In doing so the researcher used the same method as 

previously applied by Sproles and Kendall (1986). Hence, principal component analysis 

with a varimax rotation was performed. The main objective was to examine the 

applicability of the Consumer Styles Inventory to the Greek context. The objective of 

the flfSt study was to determine if the factors identified by Sproles and Kendall (1986) 

were similar for the Greek sample. Furthermore Cronbach alpha coefficients of each 

sub-scale were assessed by making comparisons with the 8-factor model of Sproles and 

Kendall ( 1986). 

Table 7:4 compares the results of the Sproles and Kendall 8-factor model with the 

results of applying this model to a Greek student sample. An analysis of this table 

shows that for the Greek sample the reliability coefficients of factors I and 5 were 

below 0.60, which indicates poor model adequacy (Hair et aI., 1998). For only 3 factors 

the percentages of the corresponding factor loadings were above 0.40 (i.e. 100%). These 

factors were 2, 4 and 7. However the factorial solution showed 7 of the 40 items loaded 

on other factors as initially found by Sproles and Kendall (1986). In addition, 3 items (6, 

37, and 38) cross-loaded on both factors, for example item 6, i.e. 'my standards and 

expectations for products I buy are very high', had a high loading on factor I (0.50) and on 

factor 2 (0.45). The values in parenthesis represent suggested factor and corresponding 

loading. This indicates factorial complexity which meant it should be deleted in the next 

refinement process. Therefore the 8-factor Sproles and Kendall model could not be 

confirmed in the Greek context without making additional modifications. One possible 

explanation for that is the fact that consumers in Greece have substantial differences 

from consumers in the US and more, respectively, with consumers in other Western 

countries (Lysonski et aI., 1996). This arises from the different shopping and cultural 

environments that co-exist in this society. For example the retail environment in Greece 
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differs from that in the US. Most retail stores in Greece are family owned and during 

their shopping consumers do not have the privilege of walking freely inside the stores 

without being engaged by the salespersons. In contrast consumers inside big shopping 

centres can more easily examine and compare different product lines and categorie . 

Another reason is the different economic environment which impacts on con umer ' 

consumption evaluations (Kamenidou et aI., 2007). This arises from the fact that reek 

consumers do not have as much disposable income as they have in other Western 

countries (Aulonitis et a1., 2008). 

Table 7:4 The Sproles and Kendall (1986) Model as Applied to the Greel ample 

USA Sample G.·cek Samplc 
Item Loading Item LoacJing 

Factor 1- Cronbach Alpha .74 .52 
Perfectionist, Hi2h Quality Conscious Consumer 
1. Getting very good quality is very important for 

.6 .5 1 
me 

2. When it comes to purchasing clothing, I try to 
.66 .52 get the very best or the perfect choice 

3. In general, 1 usually try to buy the best overall 
.62 .70 

quality 
4. I make special effort to choose the very best 

.61 .69 
quality clothes 

5. I really do not give my clothing purchases 
-.54 -.23 (4, .67) 

mucb thought or care 
6. My standards and expectations for products I 

.54 .50 (2, .45) buy are very high 
7. I shop quickly, buying the first product or 

-.41 -. 10 (4, .62) 
brand I fmd that seems good enough 

8. A product does not have to be perfect, or the 
-.41 -.30 

best, to satisfy me 
% of item loadings .40 and above 100 62.S 

Factor 2- Cronbach Alpha 
3=.70 3=.85 

Brand Conscious, 'Price Equals Quality' 
9. I prefer buying well-known national brands .63 .79 

10. The most expensive brands are usually my 
.6 1 .78 

choice 
11. The higher the price of the product, the 

.59 .58 
better its quality 

12. Nice department and speciality stores offer 
.57 .57 

me the best products 
13 . I prefer to buy the best-selling brands .54 .79 

14. The most advertised brands are usually 
.48 .58 

very good choices 
% of item )oadines .40 and above 100 100 
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Factor 3- Cronbach AJilha 

a=.74 a=.69 
Novelty-Fashion Conscious Consumer 
15. I usually have one or more outfits of the .75 .71 

very latest style 
16. I keep my wardrobe up-to-date with the .70 .75 

changing fashions 
17. Fashionable, attractive styling is very .64 .64 

important to me 
18. To get a variety I shop at different stores .50 .28 
19. It is fun to buy something new and exciting .46 .18 (4, .61) 

% of item loadings .40 and above 100 60 
Factor 4- Cronbach Alpha 

a=.76 a=.67 
Recreational, Hedonistic Consumer 
20. Shopping is not a pleasant activity for me -.70 .58 
21. Going shopping is one of the enjoyable 

.70 .55 
activities of my life 

22 . Shopping at different stores wastes my 
-69 .57 

time 
23. I enjoy shopping just for the fun of it .66 .49 
24. I make my shopping trips fast -.64 .67 

% of item loadings .40 and above 100 100 
Factor 5- Cronbacb Alpha 
Price Conscious, 'Value for Money' a= .48 a= .23 
Consumer 

25 . I buy as much of my clothing as possible 
.66 .25 (I , .42) 

at sale prices 
26. I usually choose lower priced products .56 -.04 (2, .54) 
27. I look carefully to find the best value-for-

.54 .02 money 
% of item loadings .40 and above 100 0 

Factor 6- Cronbach Alpha 
a= .48 a= .60 

Impulsive, Careless Consumer 
28. I should plan my shopping more carefully .55 .51 

than I do 
29. I am impulsive when purchasing clothing .53 .68 
30. Often I make careless purchases I later 

.52 .62 
wish I had not 

31. I take time to shop carefully for the best -.5 J .36 (3, .42) 
buys 

32. I carefully watch how much I spend on 
-.43 .54 

clothing 
% of item loadings .40 and above 100 80 

Factor 7- Cronbach Alpha 
a=.55 a=.74 

Confused by Over-choice Consumer 
33 . There are so many brands to choose from 

.68 .69 
that often I feel confused 

34. Sometimes it is bard to choose which 
.61 .72 

stores to shop in 
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35 . The more I learn about clothing products, .53 .76 

the harder it seems to choose the best 
36. All the information I get on different .44 .72 

products confuses me 
% of item loadings .40 and above 100 100 

Factor 8- Cronbach Alpha a=.53 a=.65 
Habitual, Brand-Loyal Consumer 

37. I have favourite brands I buy over and .70 .45 (2, .62) 
over 

38 . Once I find a brand I like, I stick with it .60 .65 (2, .42) 
39. I go to the same store each time I shop for .58 .51 

clothing 
40. I regularly change clothing brands -.48 -.09 (8, .72) 

% of item loadings .40 and above 100 75 

In the light of the above, factor analysis was perfonned agam but this time the 

extraction criterion was to keep factors that had eigenvalues over I , and not to use a 

specific number of factors as previously analysed. Multiple studies have used the same 

methodology to investigate the applicability of that inventory (Hafstrom et aI. , 1992 ; Hu 

et aI. , 2001 ; Leo et a1. , 2005). Thus the researcher utilized the methodology of both 

orthogonal and oblique rotations in order to purify and improve the interpretability of 

the factors (Mayfield et aI. , 1995; Field, 2005). 

The first iteration of exploratory factor analysis extracted II factors with eigenva lues 

greater than 1.0. However 4 items did not contribute to assessing the factors (i.e. 32, 37, 

40, and 9). The remaining 36 items were once again analysed. Another 3 items were 

deleted due to cross-loadings (i.e. 10, 28, and 26). After checking factorial validity on 

the 33 items, 11 items were dropped in the sequence of the fourth to ninth rounds. rtem­

to-total correlations were further used to test the factorial solution. According to 

Nunnally (1970) and Parasuraman et a1. (1988) items in a sub-scale with low corrected 

item-to-total correlations (0.30) should be removed. In total, 18 items out of 40 were 

dropped. The final factorial solution from the ninth round accounted for 64.32 % of the 

total variance. These factors are presented in Tables 7:5 and 7:6, below, and represent 

six easily interpretable factors of the Consumer Styles Inventory. 
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7:5: Comparison of extraction methods ofthe Consumer Styles Inventory 

Rotation Method 
Orthogonal Oblique 

Variance accounted 63.26 64.32 
for after rotation 
Item Loadings 
Factor 1 Item 9 .760 .763 

Item 10 .820 .823 
Item 11 .730 .754 
Item 12 .670 .691 
Item 13 .812 .815 
Item 14 .673 .695 

Factor 2 Item 33 .767' .766 
Item 34 .765 .765 
Item 35 .740 .793 
Item 36 .691 .701 

Factor 3 Item 5 .790 .791 
Item 7 .830 .830 
Item 24 .719 .777 

Factor 4 Item 15 .772 .790 
Item 16 .863 .870 
Item 17 .701 .710 

Factor 5 Item 1 .731 .756 
Item 3 .750 .808 
Item 4 .830 .828 

Factor 6 Item 28 .701 .711 
Item 29 .750 .751 
Item 30 .743 .802 

Table 7:5 shows the item loadings between both extraction methods i.e. van max 

rotation versus oblique rotation. In this analysis the variance accounted for a fier 

varimax rotation was 63.26 whereas after oblimin rotation it was 64.32, and over­

estimation 1.06. As can be seen for this data set the differences between both rotation 

methods are minimal since the loadings are almost identical and in the same high-range. 

This indicates that both solutions produce high factor loadings, i.e. above 0.60 (Hair et 

at, 1998). According to Costello and Osborne (2005) varimax rotation produces less 

accurate results when data does not meet assumptions. This was not the case for the data 

examined. In addition the item loadings and the variance were higher for oblique 

rotation. Therefore the methodology of oblique rotation was selected. 
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Table 7:6 Exploratory Factor Analysis (EFA), Initial Scale of Decision-Making 
Styles Inventory 

Items ITTC Factor loadings 
* Fl F2 F3 F4 F5 

Cronbach's Alpha til .849 .755 .717 .798 .823 .~ 
Mean/Std. - 2.91/ 2.87/ 3.80/ 3.24/ 3.56/ ... -e\S .764 .792 .649 .843 .881 = 
Variance explained (%) = 64.32 21.1 13.6 8.21 7.40 7.24 e 
Eigenvalues e 4.54 3.45 2.15 1.87 1.45 

Q 

Kaiser-Meyer-Olkin Measure of Sampling U .788 
Adequacy 
Bartlett's test of sphericity (sifnificance level) .000 

Fl.Brand Conscious Consumer 
CSI 10. The most expensive brands are usually .666 .685 .823 
my choices 
CSI 13.1 prefer buying the best-selling brands .716 .714 .815 
CSI 09.1 prefer buying well-known national .650 .658 .763 
brands 
CSI 11.The higher the price of a product, the .694 .550 .754 
better its quality 
CSI 14. The most advertised brands are usually .689 .604 .695 
my choices 
CSI 12.Niee department and speciality stores offer .667 .599 .691 
me the best products 

F2. Confused by Over-Choice Consumer 
CSI 35.The more I learn about clothing products, .631 .594 .793 
the harder it seems to choose the best 
CSI 33.There are so many brands to choose from .772 .533 .766 
that I often feel confused 
CSI 34.Sometimes it is hard to choose which .793 .495 .765 
stores to sho~ at 
CSI 36.All the information I get on different .632 .583 .701 
j>roducts confuses me 

Fl. Recreational, Hedonistic Consumer 
CSI 07.1 shop quickly, buying the first product or .781 .555 .830 
brand I find that seems _good enough 
CSI 05.1 really do not give my clothing purchases .717 .524 .791 
much thought or care 
CSI 24.1 make my shopping trips fast .627 .558 .777 

F4. Novelty, Fashion Consumer 
DNI6.1 keep my wardrobe up-to-date with the .789 .719 .870 
changing fashions 
DNI5.I usually have one or more outfits of the .663 .534 .790 
very latest style 
DNI7.Fashionable, attractive styling is very .640 .582 .710 
important to me 

FS. Perfectionist, Hi2h Quality Consumer 
DP4.1 make special effort to choose the very best .676 .647 .828 

Jluality 

F6 
.748 
3.03/ 
.778 
6.71 
1.30 
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Items ITTC Factor loadings 
* Fl F2 F3 F4 F5 F6 

Cronbach's Alpha III .849 .755 .717 .798 .823 .748 ~ 

Mean/Std. :e 2.91/ 2.871 3.801 3.24/ 3.56/ 3.03/ 
'i .764 .792 .649 .843 .881 .77'1. = Variance explained (%) 
::I 64.32 21.1 13.6 8.21 7.40 7.24 6.71 e 

Eigenvalues e 4.54 3.45 2.15 1.87 1.45 1.30 Q 

Kaiser-Meyer-Olkin Measure of Sampling t,,) .788 
Adequacy 
Bartlett's test of sphericity (significance level) .000 
DP3.In general, I usuaUy try to buy the best .716 .522 .808 
overall quality 
DPI.Getting very good quality is very important .620 .539 .756 
tome 
F6. Iml)ulsive Consumer 
0I30.I often make careless purchases I later wish .610 .567 .802 
I had not made 
0I29.I am impulsive when purchasing clothing .663 .622 .751 
0I28.I should plan my shopping more carefully .610 .646 .711 
than I do 

Note: (a) Rotation converged in 6 iterations. 
(b) Extraction Method: Principal Component Analysis. 
(c) Rotation Method: Oblimin with Kaiser Normalization. 
(d) Total number ofItems: 22 
(e) * Item-ta-total correlations, Overall Cronbach's a = .788, Approx. y) = 1376.234, df= 198, total variance 

explained (%) = 64.32, FI = Brand Conscious, F2 = Confused Conscious, F3 = Recreational, Hedonistic 
Conscious, F4 = Novelty, Fashion Conscious, F5 = Perfectionist Conscious, F6 = Impulsive Conscious. 

Table 7:6 shows the reliability estimates of each sub-scale. The Cronbach alpha 

coefficients for factors 1 to 6 were 0.85 to 0.71, indicating high levels of reliability 

(DeVellis, 2003). The rotated solution revealed the presence of a six-factor model with 

all components having strong loadings and all items loading significantly on only one 

factor. The communalities of all the variables were above 0.60, indicating the factorial 

solution of the data (DeVon et aI., 2007). Thus the technique of exploratory factor 

analysis helped to purify and improve the psychometric properties by examining the 

validity and reliability of individual constructs (DeVellis, 2003; Reise et al., 2000) that 

were underpinned in the categorization of decision-making characteristics. These six 

styles describe the mental characteristics of Greek college students when purchasing 

clothes. As shown in Table 7:6 the number of factors and item numbers of the 

Consumer Styles Inventory (CSI) at this initial stage were as follows: Brand Conscious 

Consumer (6 items), Confused by Over-choice Consumer (4 items), Quality Conscious 

Consumer (3 items), Novelty Conscious Consumer (3 items), Hedonistic Conscious 
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Consumer (3 items), Impulsive Conscious Consumer (3 items). An analysis of the 6 

evolving characteristics of the decision-making styles inventory is described below: 

1. Brand Consciousness: This factor describes consumers' shopping intentions in 

buying strong clothing brands. Students who scored high on that factor select 

expensive branded apparel clothes from well-known national stores and retailers. 

Advertised clothing brands are usually their choices. 

2. Confused by Over-choice Consciousness: This factor describes consumers' 

shopping confusion in structuring their clothing preferences. Students who 

scored high on that factor get easily confused by the variety of different clothing 

brands for sale. They easily become overloaded by the incoming information 

they get during their shopping experiences. Thus, it is hard for them to 

distinguish their ideal choice among different stores and product alternatives. 

3. Hedonistic Consciousness: This factor measures consumers' hedonistic 

intentions. Students who scored high on that factor do not give much thought or 

care to their clothing purchases. They like to shop quickly by buying the first 

clothing products seen as long as they seem good enough 

4. Novelty/Fashion Consciousness: This factor measures consumers' intentions in 

acquiring novel and fashionable apparel clothes. Students who scored high on 

that factor prefer to do their clothing shopping according to the latest fashion 

trends. It is important for them to purchase clothes that offer distinctive and 

fashionable style. 

5. Quality Consciousness: This factor underlines issues that are related to the 

quality of the products. Students who scored high on that factor select apparel 

clothes that have the very best quality. For them it is very important to get the 

very best quality of the product seen on the market. 

6. Impulsive Consciousness: This factor relates to issues of impulse shopping 

behaviour. Students who scored high on that factor have counterfactual feelings 

regarding their clothing shopping behaviour. They often make careless 

purchases which later on they wish they hadn't made. 

7.2 Data analysis and results of the 
primary survey 

This section presents the results of the primary quantitative study with the main purpose 

being to verify the factorial solution in the two proposed scales (i.e. reference points 



inventory and decision-making styles inventory) and to identify whether any possible 

modifications needed to be addressed at this final stage. Data and results for the three 

hypotheses are reported in the next sub-sections 

7.2.1 Measurement models 
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The two measurement models analysed in this study consisted of the assessment of the 

8-factor model of referents (RPI) and the 6-factor model of decision-making styles 

characteristics (CSI). The hypothesized 23-item, 8-factor model of the reference points 

scale included items of both implicit (coded as I) and explicit (coded as E) referents, 

namely: 

1. Brand referents (E= 4 variables: 4, 8,9, 10, and 24) 

2. Personal referents (1= 3 variables: 34, 38 and 39) 

3. Price referents (E= 4 variables: 12-15) 

4. Financial referents (1=3 variables: 41-43) 

5. Social referents (1= 2 variables, 47-48) 

6. Store referents (E= 2 variables, 27-28) 

7. Cultural referents (1=2 variables, 49,50) 

8. Reward referents (E=2 variables, 18-19) 

Additionally, the hypothesized 22-itern, 6-factor model of the consumer styles inventory 

(CSI) comprised the following constructs: 

1. Brand Conscious Consumer: (4 variables: 10-14) 

2. Confused by Over-choice Consumer: (4 variables: 33-36) 

3. PerfectionistlHigh Quality Consumer: (3 variables: 1,3, and 4) 

4. Novelty, Fashion Consumer: (3 variables: 15, 16, and 17) 

5. Recreational Consumer: (3 variables: 5, 7, and 24) 

6. Impulsive Consumer: (3 variables: 28-30) 

7.2.2 Demographic characteristics 

Table 7:7 shows the socio-demographics, income characteristics and clothing purchases 

for important shopping events of the second study student sample (N=556). 
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Table 7:7 Demographic Characteristics of the Final Study 

Variable Descril!tion Freguencl: Percent 
Gender Female 308 55.4 

Male 248 44.6 

Age 17-19 84 15.1 
20-22 384 69.1 
23-25 59 10.6 
26 and Over 29 5.2 

Marital Status Single 525 94.4 
Married 31 5.6 

Majors Marketing 320 57.6 
Management 234 42.4 

Education Freshman 36 6.5 
Sophomore 161 29.0 
Junior 181 32.6 
Senior 178 32.0 

Personal Student <500 Euro 238 42.8 
Budget (in Euros) 501-700 92 16.5 

701-900 39 7.0 
901> 37 6.7 
Didn't Answer 150 27.0 

List oflmportant Wedding 222 39.9 
Shopping Events Engagement 31 5.6 

Christening 72 12.9 
Social party 150 27.0 
Conference 11 2.0 
Graduation 52 9.3 
ceremony 
Work 26 4.7 
Celebration 19 3.4 
Date 3 0.5 

List of Clothing Suit 75 13.5 
Items Dress 249 44.8 

Overcoat 13 2.3 
Jacket 59 10.6 
Trousers 101 18.2 
Shirt 45 8.1 
Blouse 12 2.4 
Waistcoat I 0.2 
Scarf 1 0.2 
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From Table 7:7 the second study sample consisted of 556 respondents, of which 248= 

44.6 percent were male students and 308 = 55.4 percent were female. Again as was 

shown in the demographic analysis previously, the majority of the undergraduate 

students were single (N=525). Moreover most of the students were below the age of23. 

Regarding the students' available budget for their studies, only 27 percent of them did 

not want to answer that question, compared with the 45 percent found on the pilot study. 

Of those who responded, 43 percent had a monthly budget expenditure for their studies 

below 500€ (Euro), and 16.5 percent had 501-700€. On the other hand only 7 percent 

of the students indicated that they had more than 900€. The greater percentage of them 

had bought formal clothes for going to a wedding or social party happening (i.e. 40% 

and 30%). 

7.2.3 Data and results of hypothesis 1 

The frrst hypothesis was concerned with identifying the factors that categorize 

consumers' reference points. From the literature and from the data resulting from the 

focus discussions it was noted that consumers use different sources or indicants of 

reference points. In order to develop a model of reference points, which would 

successfully incorporate all the factors that measured the construct, it was necessary to 

test the relative strength of the measurement mode~ through a number of fit 

measurements that are presented in the next tables (Table 7:8 to Table 7:9 ). 

Table 7:8 Confirmatory Factor Analysis (CFA), Initial scale of Reference Points 

Factors and Items Factor loading Measurement R< 
error 

Ai t Ei t 
Factor 1. Brand Referents 
RPI 09. Because the clothes that I liked came 0.72 17.86 0.47 12.61 0.52 
from a strong brand retailer I was 100% sure 
that they would be good quality 
RPI 10. Strong brands minimized the risk of 0.70 18.28 0.42 12.28 0.54 
making an unworthy purchase 
RPI 08. I evaluated product attributes based on 0.71 18.12 0.45 12.41 0.53 
the brand 
RPI 04. I bought high-fashion designer apparel 0.63 13.70 0.76 14.77 0.34 
RPI 24. I preferred to do my shopping from 0.57 13.30 0.67 14.90 0.32 
familiar well-branded apparel stores 
Factor 2. Personal Referents 
RPI 34. I bought clothes that had high 0.48 15.99 0.29 13.65 0.44 
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Factors and Items Factor loading Measurement R-
error 

A.i t Ei t 
aesthetics 
RPI 39. I selected clothes that fitted well on 0.56 19.06 0.22 11.l6 0.58 
me, and lifted my image up 
RPI 38. The clothes outfits fitted my personal 0.53 19.32 0.19 10.87 0.60 
tastes 

Factor 3. Price Referents 
RPI 13. Fair-priced clothes drove my final 0.42 10.45 0.60 15.10 0.23 
choices 
RPI 14. I compared prices of all other brands 0.76 17.21 0.44 9.38 0.57 
by having as a reference point the brand I liked 
on the current purchase 
RPI 12. I evaluated products according to the 0.40 9.03 0.76 15.55 0.18 
price sold 
RPI 15. I formed my price judgements based 0.74 16.18 0.53 10.85 0.51 
on the current price of my reference brand 

Factor 4. Financial Referents 
RPI 43. I selected clothes that had better credit 0.48 9.96 0.82 14.93 0.22 
terms 
RPI 42. I had as a reference point my own 0.66 15.81 0.37 8.99 0.54 
available budget 
RPI 41. I selected an outfit according to the 0.60 14.81 0.40 10.80 0.50 
price I would like to pay 

Factor S. Social Referents 
RPI 48. I bought clothes that impressed the 0.88 11.06 0.53 4.28 0.59 
people around me 
RPI 47. I bought clothes that satisfied the 0.91 11.51 0.29 2.18 0.75 
people around me 
Factor 6. Store Referents 
RPI 27. I preferred to visit stores that had a 0.68 11.63 0.33 4.80 0.58 
friendly environment 
RPI 28. I preferred to visit stores that had 0.77 12.14 0.23 2.64 0.72 
friendly personnel, who were willing to help 
me 

Factor 7. Cultural Referents 
RPI49. I avoided making extreme clothing 0.89 10.01 0.39 2.72 0.67 
preferences 
RPI 50. I avoided buying challenging clothes 0.84 9.86 0.47 3.65 0.60 
Factor 8. Reward Referents 
RPI 19. I evaluated rewards according to the 0.51 10.59 0.39 8.70 0.32 
level of contingent efforts 
RPI 18. I preferred offers that had instant and 0.53 10.47 0.45 9.15 0.38 
direct rewards 

Table 7:8 represents the results of the confirmatory factor analysis for the 23 manifest 

variables that measure the reference points inventory. All the identified variables 

represent a different indicant of referents, which resulted from the two different student 

samples. Therefore there does not exist an over lapping in sample All factor loadings 
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are above the cut-off value of 0.40 (Churchill, 1995; Hair et aI., 1998. According to 

Nunnally and Bernstein (1994) that threshold value is more applicable to the 

development of new scales. 

Additionally the above table shows the measurement error, t-values and coefficient of 

determination R2 scores. The coefficient of detennination examines the appropriateness 

of the model fit for every structural equation (Millan and Esteban, 2004). The authors 

suggest deleting those items that exhibit low scores ofR2 (i.e. below the value of 0.50). 

Following these recommendations the following eight variables were omitted from the 

scale: RPI 04 'I bought high-fashion designer apparel' (R2= 0.34), RS24 'I preferred to 

do my shopping from familiar well-branded apparel stores' (R2= 0.32), (R2= 0.44), RPI 

34 'I bought clothes that had high aesthetics'(R2= 0.44), RPI 43 'I selected clothes that 

had better credit terms' (R2= 0.22), RPI 12 'I evaluated products according to the price 

sold' (R2= 0.18), RPI 13 'Fair-priced clothes drove my fmal choices' (R2= 0.23), RPJ 19 

'I evaluated rewards according to the level of contingent efforts'(R2= 0.32), and RPI 18 

'I preferred offers that had instant and direct rewards' (R2= 0.38). 

Despite the fact that the confirmatory factor analysis results of the initial reference 

points inventory produced a high degree of convergent validity (CFI=0.90, IFI=0.90, 

NNFI=0.88, GFI=O.90, AGFI=O.87, NFI=0.97, RMSR=O.052, and RMSEA=0.064), 

there was still room to produce more reliable results. Therefore a second round of 

confirmatory factor analysis was carried out with Maximum Likelihood Estimation 

consisting of 15 items that loaded onto 7 factors. The results are shown in Table 7:9. 

Table 7:9 Confirmatory Factor Analysis (CFA), Final Scale of Reference Points 

Factors and Items Factor loading Measurement Rl 
error 

Ai t Ei t 
Factor 1. Brand Referents 
RPI 09. Because the clothes that I liked came 0.74 17.98 0.43 10.70 0.56 
from a strong brand retailer I was 100% sure 
that they would be good quality 
RPI 10. Strong brands minimized the risk of 0.74 18.60 0.37 9.85 0.60 
making an unworthy purchase 
RPI 8. I evaluated product attributes based on 0.67 16.21 0.52 12.70 0.50 
the brand 
Factor 2. Personal Referents 
RPI 39. I selected clothes that fitted well on 0.58 10.99 0.20 3.66 0.63 
me, and lifted my image up 
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RPI 38. The clothes outfits fitted my personal 0.57 IU9 0.14 2.72 0.70 
tastes 

Factor 3. Price Referents 
RPI 14. I compared prices of all other brands 0.76 15.17 0.44 7.45 0.57 
by having as a reference point the brand I liked 
on the current purchase 
RPI 15. I formed my price judgements based 0.80 15.37 0.44 6.93 0.59 
on the current price of my reference brand 

Factor 4. Financial Referents 
RPI 42. I had as a reference point my own 0.66 12.42 0.38 6.41 0.53 
available budget 
RPI 41. I selected an outfit according to the 0.60 12.04 0.40 7.75 0.51 
price I would like to pay 
Factor 5. Social Referents 
RPI 48. I bought clothes that impressed the 0.82 9.40 0.62 4.67 0.52 
people around me 
RPI 47. I bought clothes that satisfied the 0.97 9.99 0.17 0.98 0.84 
~eople around me 
Factor 6. Store Referents 
RPI 27. I preferred to visit stores that had a 0.71 IU9 0.28 3.43 0.65 
friendly environment 
RPI 28. I preferred to visit stores that had 0.73 11.20 0.29 3.40 0.65 
friendly personnel, who were willing to help 
me 
Factor 7. Cultural Referents 
RPI49. I avoided making extreme clothing 0.95 9.96 0.29 1.72 0.76 
preferences 
RPI 50. I avoided buying challenging clothes 0.79 9.48 0.56 4.47 0.53 

In the final model the relationship between the measured variables (i.e. 15-items) and 

the latent variables (7-factors) was calculated. All the standardized factor loadings in the 

purified version of the reference points inventory are statistically significant (i.e. above 

0.50). The coefficient of determination R2 of each structural equation has a value higher 

than the recommended level of 0.50 (Diamantopoulos and Siguaw, 2007; Sparks et aI., 

2008). As shown in Table 7:9 the index oft-values indicates the level of significance of 

the correlation coefficients (Roman, 2006). According to Hair et al. (2006) and Hatcher 

(2003) t-values which are greater than: 

• 0.960 are significant at probability 0.05 

• 2.576 are significant at probability ofO.O} 

• 3.291 are significant at probability 0.001 

The obtained t-values in the table indicate the strength of the relationship between the 

factors. The results of the second round of confrrrnatory factor analysis provided 

evidence that the model fitted the examined data better. 
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The next table (Table 7: 10) compares the results of the initial scale and the final scale, 

on which the convergent validity of the re-specified model was improved. 

Table 7:10 Comparison of the goodness of Fit Measures between Initial and Final 
Scale of Referents 

Purification process Initial scale RPI Final scale RPI 
8-factor model 7-factor model 
23-variables I5-variables 

N=556 
Absolute fit measures 

Value of the XL and 224 (P=O.OO) 98.68 (p=O.O 11) 
significance level 

Non-centrality parameter 512.40 29.68 
(NCP) 

Goodness of fit index (GFI) 0.90 0.98 
Root mean square residual 0.052 0.0022 

(RMSR) 
Root mean square of 0.064 0.0028 

approximation (RMSEA) 
Expected cross-validation 1.60 0.36 

index (ECVI) 
Incremental fit measures 
Adjusted goodness of fit 0.87 0.96 

index (AGFI) 
Normed fit index (NFl) 0.87 0.96 
Non-normed fit index 0.88 0.98 

(NNFI) 
Comparative fit index 0.90 0.99 

(CFI) 
Incremental fit index (IFI) 0.90 0.99 

Relative fit index (RFI) 0.83 0.94 
Parsimony fit measures 

Normed XL (XL/df) 3.285 1.430 
Parsimony goodness of fit 0.67 0.56 

index (PGFI) 
Parsimony normed fit index 0.70 0.63 

(PNFI) 
Akaike information 888.40 240.00 

criterion (AIC) 
Critical N (CN) 219.17 555.19 
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Table 7: 10 shows all the various goodness of fit measures (Hair et aI., 1998). The 

analysis revealed that the different fit measures were improved in the final scale format 

(i.e. 7-factor model), as opposed to the initial scale (i.e. 8-factor model). 

The value of chi-square test was used in order to test if the model fit the data. Hatcher 

(2003) suggests that the high-square should be quite small, whereas the p value should 

be relatively large (i.e. between 0.05 and 1.00) 

The value of the X2 was reduced from 224 to 98.68, and in both examinations the value 

ofp was below the recommended level of 0.05 (i.e. p=0.00 and p=O.OII). That occurred 

because the examination test was taken from a large sample size (Byrne, 200 I). 

Next follows an examination of all the other fit measures that are shown in Table 7.10: 

• The NCP measures the adequacy of alternative models (Millan and Esteban, 

2004). According to the authors, acceptable values are those that are near zero. 

The NCP was substantially improved from 512.40 to 29.68 

• According to Hair et a1. (2006), for a model to become perfectly adjusted the 

GFI should be greater than 0.90. This value in both scales was above 0.90. 

Analytically the initial scale had a value of 0.90, whereas the fmal scale had 

0.98. This improvement on the value of GFI indicates an almost perfect model 

adequacy. 

• The RMSR value should preferably be close to zero and smaller than the value 

of 0.05 (Aaker et a1., 2004). As can be seen from the analysis, both models have 

values near to zero (i.e. 0.052, 0.0022). Similarly the RMSEA value was 

improved between the two models, by reaching a value smaller than the cut-off 

level of 0.08 (Millan and Esteban, 2004) considerably improving between the 

two models from 0.064 to 0.0028. 

• Millan and Esteban (2004) suggest that the ECVI value should be close to zero. 

This was achieved in both models (i.e. 1.60, and 0.36) 

• All the incremental fit measures of the fmal model are above the recommended 

level of 0.90. 
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Moreover the parsimony fit measures were improved in the final model. For 

example the Normed X2 value is calculated by dividing the X2 by its degrees of 

freedom. According to Hair et al. (1998) a value less than 2.0 demonstrates an 

excellent model fit. This was achieved in the final model (1.430). Additionally the 

PGFI is greater in the fmal model (0.56). The PNFI is an important indicator in 

examining the adequacy of the model fit when the differences between the models 

are inside the range of 0.06 to 0.09 (Hu and Bentler, 1999). In the case of the two 

models the difference is 0.07 (i.e. 0.70-0.63), which suggests the applicability of the 

measure. The AIC value showed a great decrease in the fmal model, which indicates 

a significant improvement. The CN value according to Millan and Esteban (2004) 

should be above 200, which happened in both models, but it was considerably 

improved in the fmal model (555.19). 

Overall it can be concluded that the data analysis results showed clear levels of 

convergent validity. Additionally the alpha coefficients and construct reliability of 

every indicator on each construct exhibited the same properties. This is presented 

on Table 7: 11. 

Table 7:11 Reliability Analysis of the Reference Points Inventory (RPI) 

Reliability analysis Means Indicators Alpha Standardized 
Correlation coefficient if Factor loadings 

this indicator 
is deleted 

Factor 1. Brand Referents (a-0.778) 
RPI 09. Because the clothes that I liked 2.65 0.634 0.679 0.857 
came from a strong brand retailer I was 
100% sure that they would be good 
quality 
RPI 10. Strong brands minimized the 2.63 0.633 0.677 0.828 
risk of making an unworthy purchase 
RPI 08. I evaluated product attributes 2.69 0.575 0.741 0.766 
based on the brand 
Factor 2. Personal Referents 
(a=O.794) 
RPI 39. I selected clothes that fitted 4.29 0.540 - 0.904 
well on me, and lifted my image up 
RPI 38. The clothes outfits fitted my 4.22 0.574 - 0.902 
~ersonal tastes 
Factor 3. Price Referents (a=O.733) 
RPI 14. I compared prices of all other 3.23 0.580 - 0.865 
brands by having as a reference point 
the brand I liked on the current purchase 
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RPI 15. I formed my price judgements 3.20 0.580 - 0.855 
based on the current price of my 
reference brand 

Factor 4. Financial Referents 
(a=O.769) 
RPI 42. I had as a reference point my 3.87 0.52 - 0.849 
own available budget 
RPI 41. I selected an outfit according to 3.90 0.52 - 0.850 
the j>rice I would like to pay 

Factor 5. Social Referents (a=O.800) 
RPI 48. I bought clothes that impressed 2.58 0.665 - 0.909 
the people around me 
RPI47. I bought clothes that satisfied 3.00 0.665 - 0.903 
the people around me 

Factor 6. Store Referents (a=0.786) 
RPI 27. I preferred to visit stores that 3.66 0.647 - 0.899 
had a friendly environment 
RPI 28. I preferred to visit stores that 3.80 0.647 - O.t<9t< 
had friendly personnel, who were 
willing to help me 

Factor 7. Cultural Referents 
ja=O.774) 
RPI49. I avoided making extreme 3.82 0.631 - O.t<99 
clothing preferences 
RPI 50. I avoided buying challenging 3.62 0.631 - O.t<96 
clothes 

The final scale of referents shows the Cronbach alpha's coefficients for each subscale of 

the referents. All the values were higher than the recommended cut-off level of 0.70 

(DeVellis, 2003). This indicates the level of constringency and stability of the 

underlying measurement variables (Millan and Esteban, 2004). In addition the 

correlation between indicators also shows acceptable values, as the majority of the 

indicators were above 0.60 (Bagozzi, 1994; DeVon et aI., 2007). The mean scores of 

each variable show the magnitude of the differences between the measurements of each 

indicator. For example Greek college students scored high on the factors of both 

'Personal Referents' and 'Financial Referents, which suggests that they purchase 

clothes according to their personal views and beliefs. The results also suggest that they 

form their final consumption preferences based on their own available income. In 

addition they tend to examine previous or past information which helps them in finding 

an ideal price that they would like to pay (Yin and Paswan, 2007). 
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7.2.4 Data and results of hypothesis 2 

The second hypothesis was concerned with identifying Greek college students' 

decision-making characteristics. The specific categorization profiles the shopping 

orientations of Greek college students in selecting apparel clothes for important 

shopping events or happenings. Table 7: 12 shows the initial results of the confirmatory 

factor analysis. 

Table 7:12 Confirmatory factor Analysis (CFA), Initial Scale of Decision-Making 
Styles 

Factors and Items Factor loading Measurement R~ 

error 
Ai t Ei t 

Factor 1. Perfectionist High Quality 
Conscious Consumer 
CSI 04. I make special effort to choose the 0.68 18.99 0.27 8.55 0.63 
very best quality 
CSI 03. In general, I usually try to buy the best 0.57 17.93 0.25 10.18 0.57 
overall quality 
CSI 01. Getting very good quality is very 0.46 14.56 0.32 13.80 0.39 
important to me 
Factor 2. Recreational Conscious Consumer 
CSI07. I shop quickly, buying the first product 0.69 14.98 0.50 11.76 0.51 
or brand I find that seems good enough 
CSI 05. I really do not give my clothing 0.73 14.77 0.59 12.02 0.53 
purchases much thought or care 
CSI 24. I make my shopping trips fast 0.82 16.08 0.64 10.28 0.52 

Factor 3. Brand Conscious Consumer 
CSI 10. The most expensive brands are usually 0.81 22.60 0.31 11.49 0.68 
m~choices 
CSI 13. I prefer buying the best-selling brands 0.80 22.73 0.29 11.36 0.69 
CSI09. I prefer buying well-known national 0.79 21.21 0.38 12.67 0.62 
brands 
CSI 11. The higher the price of a product, the 0.51 11.22 0.90 15.98 0.23 
better its quality 
CSI 14. The most advertised brands are usually 0.45 12.02 0.58 15.86 0.26 
my choices 
CSI 12. Nice department and speciality stores 0.48 11.95 0.67 15.87 0.25 
offer me the best products 
Factor 4. Novelty Conscious Consumer 
CSI 16. I keep my wardrobe up-to-date with 0.91 22.43 0.18 4.\0 0.82 
the changing fashions 
CSI 15. I usually have one or more outfits of 0.62 14.86 0.41 12.29 0.53 
the very latest style 
CSI 17. Fashionable, attractive styling is very 0.75 16.74 0.42 11. 73 0.54 
important to me 
Factor 5. Impulsive Conscious Consumer 
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Factors and Items F actor loading Measurement R-
error 

Ai t Ei t 
CSI 30. I often make careless purchases I later 0.67 13.16 0.51 10.06 0.54 
wish I had not made 
CSI 29.I am impulsive when purchasing 0.62 11.73 0.56 10.31 0.52 
clothing 
CSI 28. I should plan my shopping more 0.60 11.36 0.49 11.74 0.51 
carefully than I do 

Factor 6. Confused by Over-choice 
Consumer 
CSI 36. All the information I get on different 0.67 17.00 0.40 11.07 0.53 
products confuses me 
CSI 35. The more I learn about clothing 0.70 17.42 0.40 10.55 0.55 
products, the harder it seems to choose the best 
CSI 34. Sometimes it is hard to choose which 0.54 12.55 0.66 14.48 0.31 
stores to shop at 
CSI 33. There are so many brands to choose 0.62 14.23 0.50 12.58 0.51 
from that I often feel confused 

Table 7:12 presents the results for the 22 variables that measure the decision-making 

styles inventory. All manifest variables are statistically significant and have acceptable 

factor loadings, i.e. >0.40 (Cheng, 2001). 

The coefficient of determination (R2) was calculated as it provides an additional 

measure of fit of between each measured variable. Variables that have values of R2 

greater than 0.5, should be retained in the model (Hair et aI., 1998). Following Hair et 

a1. 's (1998) recommendations only 5 of the 22 variables exhibited poor acceptable 

levels ofR2. Hence, it was decided to delete the following variables: 

1. CSI 01. Getting very good quality is very important to me (R2=0.39) 

2. CSI 11. The higher the price ofa product, the better its quality (R2=0.23) 

3. CSI 14. The most advertised brands are usually my choices (R2=0.26) 

4. CSI 12. Nice department and speciality stores offer me the best products 

(R2=0.25) 

5. CSI 34. Sometimes it is hard to choose which stores to shop at (R2=0.31) 

The model fit of the initial decision-making styles inventory produced a high degree of 

convergent validity (CFI=0.95, IFI=0.95, NNFI=0.93, GFI=0.92, AGFI=0.90, 

NFI=0.91, RMSR=0.051, and RMSEA=0.053). Diamantopoulos and Siguaw (2007) 

indicate that the values of the absolute fit measures should be 0.90 and above, in order 

for the model to have acceptable measurement fits. On the other hand the authors stress 

that the standardized values of Root Mean Square Residuals (RMSR) should be around 
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the cut-off value of 0.05. However despite the fact that the model showed high 

convergent validity the deletion of the 5 items that had low values ofR2 should improve 

the fit indices of the model. Therefore a second round of confirmatory factor analysis 

was carried out but this time the above five variables were omitted from the analysis, in 

order to check further improvement on the model fit measures. The results are shown in 

Table 7:13. 

Table 7:13 Confirmatory Factor Analysis (CFA), Final Scale of Decision-Making 
St I [~ es 

Factors and Items Factor loading Measurement R2 
error 

Ai t Ei t 

Factor 1. Perfectionist High QUality 
Conscious Consumer 
CSI 04. I make special effort to choose the 0.66 14.95 0.29 6.32 0.60 
very best quality 
CSI 03. In general, I usually try to buy the best 0.59 15.02 0.22 6.15 0.61 
overall quality 

Factor 2. Recreational Conscious Consumer 
CSI 07. I shop quickly, buying the first product 0.69 15.00 0.57 11.77 0.53 
or brand I find that seems good enough 
CSI 05. I really do not give my clothing 0.73 14.71 0.58 12.11 0.51 
purchases much thought or care 
CSI 24. I make my shopping trips fast 0.83 16.15 0.63 10.21 0.52 

Factor 3. Brand Conscious Consumer 
CSI 10. The most expensive brands are usually 0.84 23.21 0.26 9.37 0.73 
my choices 
CSI 13. I prefer buying the best-selling brands 0.78 21.55 0.33 11.49 0.65 
CSI 09. I prefer buying well-known national 0.81 21.41 0.36 11.64 0.64 
brands 

Factor 4. Novel!Y Conscious Consumer 
CSI 16. I keep my wardrobe up-to-date with 0.91 22.42 0.18 3.99 0.82 
the changing fashions 
CSI IS. I usually have one or more outfits of 0.62 14.84 0.44 11.29 0.51 
the very latest style 
CSI 17. Fashionable, attractive styling is very 0.75 16.69 0.41 11.74 0.52 
important to me 

Factor 5. Impulsive Conscious Consumer 
0130. I often make careless purchases I later 0.65 12.82 0.50 10.03 0.53 
wish I had not made 
0129.1 am impulsive when purchasing clothing 0.64 12.02 0.48 10.79 0.52 
0128. I should plan my shopping more 0.58 11.27 0.51 11.84 0.50 
carefully than I do 

Factor 6. Confused by Over-choice 
Consumer 
CSI 36. All the information I get on different 0.70 16.65 0.36 8.63 0.57 
products confuses me 
CSI 35. The more I learn about clothing 0.71 16.55 0.39 8.82 0.57 
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Factors and Items Factor loading Measurement R-
error 

Ai t Ei t 
products, the harder it seems to choose the best 
CSI 33. There are so many brands to choose 0.57 12.80 0.51 12.99 0.50 
from that I often feel confused 

The final stage for scale development was to reassess the factorial solution of the CSI 

scale using confirmatory factor analysis (CF A) with Maximum likelihood estimation in 

LISREL 8.80 (Joreskog and Sorbonn, 2006). Maximum likelihood estimation was used 

as it is a technique that provides unbiased and more interpretable results (Hair et aI., 

1998). In addition this procedure provides generalizable results for the whole population 

(Field, 2005). Moreover different scholars when purifying the CSI to other populations 

have used the same methodology (Siu, 2001; Bauer et aI., 2006). However that 

technique is very sensitive to issues regarding multivariate normality which is indicated 

by skewness and kurtosis in the measures (Diamantopoulos and Siguaw, 2007). A 

preliminary examination of the univariate distributions showed that all the variables 

were normal. Therefore the CSI scale was revaluated using that method. 

Table 7:13 presents the factor loadings, measurement error, t-values and R2. An 

analysis of Table 7: 13 shows that all factor loadings exhibit values higher than the 

recommended level of 0.40 (Hair et aI., 1998). The confirmatory factor analysis justifies 

the significance of the results and that the content of each subscale is valid. The results 

of the coefficient of detennination R2 of each structural equation are greater than 0.50, 

hence meeting the recommended criteria for maintaining all the variables in the purified 

model (Hair et aI., 2006). The adequacy of the model was tested through a number of fit 

measurements 

The next table (Table 7: 14) compares the results of the initial scale and the final scale, on which 

the convergent validity of the re-specified model was improved. Again the researcher followed 

the recommendations of Hair et al. (2006), using a number of fit indices in order to check the 

factorial stability of the model, i.e. absolute, incremental and parsimony fit measures. 

Table 7:14 Comparison of the Goodness of Fit Measures between Initial and Final 
Scale of Decision-Making Styles 

Purification process Initial scale CSI Final scale CSI 
6-factor model 6-factor model 
22-variables 17-variables 
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N=556 
Absolute fit measures 

Value of the XL and 502.10 (P=O.OO) 270.41 (p=O.OO) 
significance level 

Non-centrality parameter 308.04 159.40 
(NCP) 

Goodness of fit index (GFI) 0.92 0.95 
Root mean square residual 0.052 0.051 

(RMSR) 
Root mean square of 0.053 0.052 

approximation (RMSEA) 
Expected cross-validation 1.12 0.65 

index (ECVI) 
Incremental fit measures 
Adjusted goodness of fit 0.90 0.92 

index (AGFI) 
Normed fit index (NFl) 0.91 0.93 
Non-normed fit index 0.93 0.94 

(NNFI) 
Comparative fIt index 0.95 0.96 

(CFI) 
Incremental fit index (IFI) 0.95 0.96 

Relative fit index (RFI) 0.90 0.91 
Parsimony fit measures 

Normed XL (XL/df) 2.588 2.60 
Parsimony goodness of fit 0.71 0.64 

index (PGFI) 
Parsimony normed fit index 0.77 0.71 

(PNFI) 
Akaike information 620 361.40 

criterion (AlC) 
Critical N (CN) 269.33 289.29 

The analysis revealed that the different fit measures were improved in the final scale 

format (i.e. 6-factor model and 17-variables), as opposed to the initial scale (i.e. 6-factor 

model and 22-variables). 

The value of Shatorra-Bentler chi-square test was used in order to test if the model fit 

the data. Hatcher (2003) suggests that the high-square should be quite small, whereas 

the p value should be relatively large (i.e. between 0.05 and 1.00). As shown in Table 

7: 14 the value of the X2 was reduced from 502 to 270, and in both examinations the 

value of p was below the recommended level of 0.05 (i.e. p=O.OO). That occurred 

because the examination test was taken from a large sample size (Byrne, 2001). 
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According to Spark et a!. (2008) the value of the X2 strongly depends upon the sample 

size. The authors suggest that a value of the X2/df ratio between 2 and 5 indicates 

satisfactory model fit. In both scales that value was achieved. However the value of the 

root mean square error of approximation (RMSEA) was improved in the final model 

and the non-normed fit index (NNFI) was above the threshold value of 0.90 (Hair et aI., 

2006). Therefore it can be concluded that the model fit indices were improved from the 

initial model to the final one. The data results exhibited clear levels of improvement. 

Table 7: 15 shows the alpha coefficients and construct reliability of each construct. The 

same properties of improvement were observed. 

Table 7:15 Reliability Analysis of the Decision-Making Styles Inventory (CSI) 

Reliability analysis Means Indicators Alpha Standardized 
Correlation coefficient if Factor loadings 

this indicator 
is deleted 

Factor 1. Perfectionist High Quality 3.77 
Conscious Consumer (a=O.753) 
CSI 04. I make special effort to choose 3.61 0.465 - 0.857 
the very best quality 
CSI 03. In general, I usually try to buy 3.93 0.465 - 0.862 
the best overall quality 

Factor 2. Recreational Conscious 3.54 
Consumer (a=O.723) 
CSI 07. I shop quickly, buying the fIrst 3.79 0.555 0.626 0.799 
product or brand I fmd that seems good 
enough 
CSI 05. I really do not give my clothing 3.61 0.524 0.660 0.752 

_purchases much thought or care 
CSI 24. I make my shopping trips fast 3.20 0.558 0.620 0.780 

Factor 3. Brand Conscious Consumer 2.73 
(a=O.860) 
CSI 10. The most expensive brands are 3.04 0.726 0.814 0.883 
usually my choices 
CSI 13. I prefer buying the best-selling 2.54 0.760 0.781 0.845 
brands 
CSI 09. I prefer buying well-known 2.61 0.722 0.817 0.858 
national brands 
Factor 4. Novelty Conscious 2.83 
Consumer (a=O.773J 
CSI 16. I keep my wardrobe up-to-date 2.53 0.518 0.570 0.870 
with the changing fashions 
CSI 15. I usually have one or more 3.04 0.428 0.772 0.770 
outfits of the very latest style 
CSI 17. Fashionable, attractive styling is 2.91 0.400 0.726 0.779 
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very important to me 
Factor 5. Impulsive Conscious 2.84 
Consumer (a=O.730) 
CSI 30. I often make careless purchases 2.46 0.467 0.588 0.755 
I later wish I had not made 
CSI 29. I am impulsive when 3.04 0.422 0.555 0.773 
purchasing clothing 
CSI 28. I should plan my shopping 3.03 0.426 0.547 0.667 
more carefully than I do 
Factor 6. Confused by Over-choice 2.64 
Consumer (a=O.727) 
CSI 36. All the information I get on 2.48 0.600 0.580 0.851 
different products confuses me 
CSI35. The more I learn about clothing 2.72 0.583 0.598 0.822 
products, the harder it seems to choose 
the best 
CSI 33. There are so many brands to 2.73 0.471 0.737 0.693 
choose from that I often feel confused 

In order to examme the reliability of the CSI scale the researcher examined the 

Cronbach coefficient alphas for the six subscales (Diamantopoulos and Siguaw, 2007). 

In addition, composite variables were created based on the summation of the exact 

number of the item scores by dividing them by the number of items (Roman, 2006). As 

shown in Table 7: 15 all dimensions of the consumer styles inventory show values 

greater than the expected cut-off levels (i.e. > 0.7). The indicators correlation on every 

factor is greater than 0.4. 

In conclusion, the measurement model shows sound properties of model fit adequacy. 

For example the convergent validity and reliability among the latent constructs is 

assessed. Furthermore the mean scores of each individual factor are shown which 

identify the pattern of the responses from college students on each factor. For example 

the results show that Greek college students scored high in the factor of Perfectionist 

(mean= 3.77), which suggests that they seek to purchase high quality apparel. In 

addition as apparel consumers they do not have ambivalent feelings and they do not get 

so easily confused when they are shopping (mean=2.64). 

7.2.5 Data and results of hypothesis 3 

The third research hypothesis was concerned with identifying the potential relationships 

between the decision-making characteristics and reference points inventory, because it 

was found from the literature that each consumer selects and uses different reference 

points according to their unique decision-making profile. Therefore in order to examine 
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the relationship between the selected categorization of consumer reference points and 

the decision-making characteristics identified among the selected group of Greek 

college students as apparel shoppers, the researcher utilized the methodology of 

Pearson's correlation. Table 7:16 analyses the relationships between the two models. 

The seven factors of referents are treated as endogenous variables (i.e. they result from 

the six decision-making characteristics). The correlation coefficients were calculated at 

the levels of significance ofp<O.OOI and p<0.05 (Hatcher, 2003; Field. 2005). 
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Table 7:16 Pearson's Correlation of the Consumer Styles Inventory (CSI) and the Reference Points Inventory (RPI) 

Consumer Referents 
Styles Explicit Implicit 

Inventory 
Brand Store Price Financial Social Personal Cultural 

Perfectionist 0.20" 0.16- 0.17- -0.031lS 0.041lS 0.24 0.021lS I 

Recreational -0.06"S 0.05''-'' -.0611.' -0.02"~ 0.0311.~ 0.11 -0.14"S 

Brand 0.57"" O.OS"" 0.31 -0.15 0.07'lS -0.10 _0.04ns 

Novelty 0.25 0.05"" 0.22 -0.05"S 0.26 0.0411.~ _0.02ns 

Impulsive 0.11" 0.041'1S 0.11- 0.03115 0.06n, -0.07"S 0.03"" 

Confused 0.21 0.06"" 0.21"' -0.05"S 0.15 -0.03"S 0.06"" 

Notes: •• Correlation is significant at the 0.01 level (2-tailed) 
• Correlation is significant at the 0.05 level (2-tailed) 

. 
ns = Non significant correlation 

-----_ ... _- -- -_ .. - -_ ...... _--- -----
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The characteristics of perfectionist conscious consumers have a positive impact on the 

selection of brand referents (r=0.20, p=0.05), personal referents (r=0.24, p= 0.01), price 

referents (r=0.17, p=O.OI), and store referents (r=0.16, p=O.OI). This indicates that 

perfectionist consumers use referents that arise from the perspective of the sellers. In 

contrast when they select implicit referents they select those that arise from their 

personal distinct perspective. Moreover there is a negative impact, but not significant on 

financial (or economic) referents (r=-0.03). This means that those types of consumers, 

when they select their apparel clothes, are not strongly influenced by that type of 

reference point. 

The type of recreational conscious consumer has a significant positive impact on 

personal referents only (r=0.11). On the other hand that type of consumer shows weak 

and non significant correlation with the other type of referents. The next type of the CSI 

inventory is the brand conscious consumer. That type of consumer has a positive impact 

on two different categories of reference points. These are: 

• Brand referents (r=0.57, p= 0.01) 

• Price referents (r=0.31, p=O.OOI 

On the other hand it has a negative correlation with financial and personal referents. 

The novelty conscious consumer indicated positive relationships with three different 

types of referents. These are: 

• Brand referents (r=0.25, p=O.OI) 

• Price referents (r=0.22, p=O.OI) 

• Social referents (r=0.26, p=O.OI) 

The relationship between the characteristic of novelty conscious consumers and the 

selection of store referents appears to be non-significant. On the other hand there is a 

negative non-significant relationship with fmancial and cultural referents. That opposite 

relationship is more obvious with the financial referents. This may mean that those 

types of consumers do not select referents that arise from the domain of financial and 

cultural referents. 
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The relationship between impulsive conSCIOUS consumers and reference points is 

positive with two types of referents. Analytically, the following relationships were 

observed: 

• Brand referents (FO.II, p=0.05) 

• Price referents (FO.ll, p=0.05) 

In contrast there is weak relationship but in the opposite direction with the selection of 

reference points which arise from the consumer's personal domain (r=-0.07, p=O.O I). 

The last type of the CSI is the confused by over-choice consumer. That construct has a 

positive impact on five types of referents. Analytically the following positive 

relationships were observed: 

• Brand referents (FO.21, p=0.01) 

• Price referents (r=0.21, ,p=O.OI 

• Social referents (r=0.15, p=0.05) 

• Store referents (r=0.06) 

• Cultural referents (r=0.06) 

On the other hand there is a relationship in the opposite direction with the remaining 

constructs of referents: 

• Personal referents (r=-0.03) 

• Financial referents (r=-0.05) 

The negative relationship with personal and financial referents indicates that confused 

by over-choice consumers do not tend to use the categories of those two types of 

referents. 

7.3 Summary 

The first stage purification process (i.e. pilot survey) served to define apparel clothing 

referents into 8 factors (24 items) by using exploratory factor analysis with principal 

component extraction and orthogonal rotation. The same exploratory factor analysis was 

used for the existing 40-item inventory of Sproles and Kendall's (1986) decision­

making styles. After removing 18 poor items, the remaining 22 items resulted in a 6-

factor model, with significant factor loadings and satisfactory Cronbach alpha 

reliabilities. 
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The results of the first study contributed to profiling consumers' decision-making 

characteristics to the context of Greece, by making comparisons with the initial40-item 

Sproles and Kendall (1986) model. It was found that only 6 factors out of the 8 had 

acceptable reliabilities, since many items didn't have acceptable scores and loaded on 

different factors. Thus the first study helped in refming the existing decision-making 

styles inventory of Sproles and Kendall (1986). 

In order to further refme the dimensionality of the two initial scales, a second stage 

purification process (i.e. fmal survey) of the reference points inventory and the 

consumer styles inventory was carried out with a new data set (N=556) that aimed to 

further assess the factor structure and reliability of the two scales. It also aimed to 

capture convergent and discriminant validity, with the use of confirmatory factor 

analysis by means of LISREL 8.8 (Joreskog and Sorbom, 1993). Moreover the three 

hypotheses that guided that research were examined with the results of the final survey. 

The the exact results of the hypothesis testing are presented in Table 7: 15. All the 

hypotheses were verified, by having as an outcome the building of two sustainable 

inventories (i.e. reference points inventory, and decision-making styles inventory). And 

as a final point the subsequent relationships between those two inventories were 

thoroughly measured. Next follows the discussion, recommendations and conclusion 

chapter. 

Table 7:17 Hypothesis Testing 

Rl'sl'an:h II~ pothl'sis Yl'rifil'" i{('jl'rtt'd 

Primary Hypothesis (PH.l. 
""' 

The categorization of Reference Points from Greek college students 

as apparel clothing shoppers for important shopping occasions is ~ 
influenced by a number of factors. 

Primary Hypothesis (PHl1 

Greek college students as apparel clothing shoppers for important 

shopping occasions will have distinct decision-making ~ 
characteristics. 

Primary Hypoth~sis (PH~ 
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There will be a relationship between decision-making characteristics, -'.j 
and reference points. 
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8. CHAPTER EIGHT: Conclusion 

8.0 Introduction 

The main purpose of this current research was to investigate the concept of reference 

points from the consumers' own perspective by developing a valid measurement scale 

and examining how the different types of referents are associated with the types of 

consumer decision-making styles. It attempted to conceptualize the categories of 

consumer reference points used by Greek college students for their clothing 

consumption decisions on important shopping events or occasions, with the ultimate 

goal of filling the gap in the relevant literature. The research problem and the research 

hypotheses were identified by critically examining the latest current literature. 

Accordingly hypotheses were developed to guide the analysis of the empirical study. 

This chapter presents a discussion of findings by offering concluding guidelines for 

each of the research hypotheses based on the data captured initially from the qualitative 

part and then from the two-stage quantitative part (i.e. pilot survey and primary survey). 

In addition this chapter presents managerial and research implications. Suggestions for 

future research, limitations of the current study and the overall concluding remarks of 

this dissertation are provided 

8.1 Discussion of findings 

This section provides a summary of the findings for the study'S research objectives 

which emanated from analysing the results for each of the research hypotheses. The 

research hypotheses that were investigated in the study were: 

1. Which factors influence the categorization of reference points of Greek college 

students as apparel clothing shoppers for important shopping occasions? 

2. Are there distinct consumer decision-making styles of Greek college students? 

3. Is there a significant relationship between the consumer decision-making styles 

(CSI) and the consumer reference points inventory (RPI)? Ifso, to what extent? 

The following sub-sections present a detailed discussion on the findings addressing 

each research hypothesis 
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8.1.1 Findings addressing hypothesis 1 

• Which factors influence the categorization of reference points of Greek college 

students as apparel clothing shoppers for important shopping occasions? 

8.1.1.1 Summary offindings 

The use of Confirmatory Factor Analysis (CF A) revealed that the categorization of 

referents is based upon seven factors, which were rigorously analysed in the previous 

chapters. As a result of that analysis it can be argued that the conceptualization of 

consumer reference points supports its multifaceted nature. 

As noted above, it can be concluded that the categorization of apparel clothing reference 

points for important shopping occasions is based upon seven mutually exclusive factors. 

These were operationalized under the higher order constructs of implicit and explicit 

referents. Regarding the category of implicit referents Greek college students reported 

that they tended to use the following factors underpinned in the domains of: 'personal 

referents', 'social referents', 'fmancial referents' and 'cultural referents'. As far as the 

category of explicit referents is concerned, Greek college students reported using the 

factors arising from the domains of 'brand referents', 'store referents', and 'financial 

referents' . 

8.1.1.1 Discussion of the nuO hypothesis 1 

As has already been described, the following factors pertain In the evolving 

categorization of consumer reference points: explicit referents (brand, price, and store) 

and implicit referents (personal, financial, social, and cultural). These factors resulted 

from combining the fmdings from the literature review and those from the qualitative 

data analysis. First of all it was found from the literature that the decomposition of 

reference points is dependent upon a number of indicants that interact together during 

the consumer's decision-making process (Dholakia and Simonson, 2005). However, 

those fmdings were limited to particular attributes of referents, such as the price, the 

variety, and the reward referent. Therefore, in order to fill the gap in the research it was 

necessary to operationalize the construct of reference points direct from consumer's 

own perspective. 
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The scale items captured from the qualitative research process (i.e. focus groups) were 

content-analysed and resulted in a total of 58 items that underpinned II factors. Then a 

review was followed through with a panel of experts, who suggested the deletion of four 

items. Thus the initial categorization of reference points included 50 items that was then 

quantified and transformed into a survey questionnaire (N=330). On the pilot study 

exploratory factor analysis was used. The results yielded an 8-factor model of23 items. 

Then a final survey followed, with a different student sample (N=556). The results were 

analysed in detail, as shown in the previous chapter, using confirmatory factor analysis, 

by means of LISREL. 

After the data analysis process a 7-factor model with 15 variables was produced. The 

following categorization of reference points was identified by consumers when 

evaluating apparel clothes for important occasions: Explicit referents (brand, price, and 

store), implicit referents (personal, financial, social and cultural). Hence the construct of 

reference points was built on those specific sub-scales. Figure 8: 1 depicts the exact 

number of variables Y (i.e. 1 to 15) of the model of referents. 

Figure 8: 1 Reflective Factor Model of Referents 

The reference points inventory showed clear levels of model adequacy. Validity and 

reliability issues were confirmed for its sub-scale. From the data analysis and the results 

it was found that when consumers select their apparel they usually seek a combination 

of different sources of referents. The most important explicit referents are those that 

arise from the brand of the clothes, the price of the product itself, and of course the store 
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location and the store environment. On the other hand the most important implicit 

referents are those that arise from the following constructs: personal, financial, social 

and cultural. These results offer an extension of the previous findings (Briesch et aI., 

1997; Dholakia and Simonson, 2005; Irrnak et aI., 2010) with the difference being that 

they were combined and conceptualized under the unique construct of consumer 

reference points, as previously no such scale had been found in the current literature. 

Another key finding of this study is that the evolving categorization of reference points 

supports the multi-dimensionality of the proposed construct. This indicates that 

referents are very important for consumer evaluations. Furthermore, that knowledge can 

guide retailers to display, store, and advertise their products more efficiently. Finally 

with the results of the reference points inventory that was tested using confirmatory 

factor analysis (CF A), hypothesis 1 was successfully verified, as the model provided a 

good fit of the data within the hypothesized 7-factor model of referents. 

8.1.2 Findings addressing hypothesis 2 

• Are there distinct consumer decision-making styles of Greek college students? 

8.1.1.1 Summary offindings 

This hypothesis was tested using the method of confirmatory factor analysis. The use of 

confirmatory factor analysis revealed that Greek college students' shopping orientations 

are characterized under the use of six factors. These are: 1. Perfectionist, high quality 

conscious, 2. Recreational conscious, 3. Brand conscious, 4. Novelty conscious, 5. 

Impulsive conscious, and 6. Confused by over-choice. Based on the findings of this 

study it can be concluded that Greek college students tend to self-report that they are 

High quality conscious, Recreational conscious, Brand conscious, Novelty conscious, 

Impulsive conscious, and Confused by over-choice. 

8.1.2.1 Discussion of the nuH hypothesis 2 

The 40-item 8-factor inventory of the CSI was initially tested on a pilot sample 

(N=330). The researcher utilized the same method as previously applied by Sproles and 

Kendall (1986). Principal component analysis with both orthogonal and oblique rotation 

was used. 
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The pilot study results confirmed that the 8-factor model cannot be applied in the Greek 

context without making additional modifications. The exploratory factor analysis results 

identified 6 interpretable factors that are explained in 22 variables. These are: Brand 

Conscious Consumer (6 items), Confused by Over-choice Consumer (4 items), Quality 

Conscious Consumer (3 items), Novelty Conscious Consumer (3 items), Hedonistic 

Conscious Consumer (3), Impulsive Conscious Consumer (3 items). 

In order to further to refme the dimensionality of the CSl a second stage purification 

process was followed with a new student sample (N=556). This helped in examining 

whether the pilot study results were stable among different data sets (Roman, 2006). 1n 

doing so the researcher utilized the method of confirmatory factor ana lysis with 

Maximum Likelihood Estimation (Joreskog and Sorbom, 2006). That method helped in 

identifying Greek college students ' decision-making characteristics. The ana lysis 

revealed that the 6-factor model demonstrated better model fit indices with 17 variab le , 

as opposed to the 22 variables found in the pilot study. These were: Brand onsclOUS 

Consumer (3 items), Confused by Over-choice Consumer (3 items), 

Perfectionist/Quality Conscious Consumer (2 items), Novelty onscious onsumer (3 

items), Hedonistic Conscious Consumer (3), Impulsive Conscious onsllmer (3 items). 

Based on the fmdings of the final study it can be concluded that Greek co llege students 

show the six aforementioned distinct decision-making characteristics. Figure 8:2 depicts 

the exact number of variables Y (i.e. 1 to 17) of the model of decision-making styJes. 

Figure 8:2 Reflective Factor Model of Decision-Making Styles 
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The final findings contrast with Sproles and Kendall's (1986) study that found eight 

consumer decision-making styles to be applicable to the US. The results also contrast 

with previous studies that confirmed the generalizability of the CSI instrument to other 

contexts. The eight dimensions of the CSI were found to be stable in South Korea 

(Hafstrom et aI., 1992), in New Zealand (Durvasula et aI., 1993), in the US (Shim and 

Gehrt, 1996; Shim, 1996) in the UK (Mitchell and Bates, 1998), in China (Siu et aI., 

2001), in Malaysia (Kamaruddin and Mokhlis, 2003), and in South Africa (Radder et 

aI., 2006). Whereas seven dimensions of the CSI were found to be more stable in India 

(Lysonski et aI., 1996) and in Germany (Walsh et aI., 2001). 

However previously in Greece there was only one study found that applied the CSI to 

college students (Lysonski et aI., 1996). They found that seven characteristics of the CSI 

were applicable to Greeks. However as mentioned before, their findings resulted from a 

small student sample (i.e. n=70) and they purified the CSI based on findings of the 

exploratory factor analysis only. Therefore the results of this study differ from all the 

research made till now, in the sense that a stronger technical approach was implemented 

for the purification of the instrument. 

In addition, the results of this study could be characterized as sufficiently reliable, (i.e. 

all of the Cronbach alphas of each sub-scale were above 0.60). Moreover most of the 

individual statements of Sproles and Kendall's CSI refer to clothing purchases. Those 

statements that didn't relate to clothing were rephrased and refined based on the work 

carried out by Radder et aI. (2006). They modified the wording of the CSI to be more 

applicable to clothing purchase decisions. Some researchers in that field (Mitchell and 

Bates, 1998; Walsh et aI., 2001; Fan and Xiao, 1998) have questioned whether the 

rewording of the items had an impact on the final results due to the fact that respondents 

could easily get confused. Thus the language of instruction used in this study was Greek 

and the questionnaire was developed and refined in English by a professional scholar. 

8.1.3 Findings addressing hypothesis 3 

• Is there a significant relationship between the consumer decision-making styles 

(CSI) and the consumer reference points inventory (RPI)? Ifso, to what degree? 
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8.1.3.1 Summary offindings 

The use of the technique of Pearson's correlation revealed that there was a significant 

relationship in most of the constructs between the evolving categorization of referents 

and the purified inventory of the consumer decision-making styles. 

Based on the findings of this study, it can be concluded that the brand referent scores 

are more characteristic of the PerfectionistlHigh-quality conscious, Brand conscious, 

Novelty conscious and Confused by over-choice consumer decision-making styles. 

Personal referent scores are more characteristic of the Perfectionist/High-quality 

conscious consumer. Price referents characterize three types of consumers (i.e. 

PerfectionistlHigh-quality conscious, Brand conscious, and Confused by over-choice). 

Financial referents characterize Impulsive conscious consumers. Social referents 

characterize Novelty and Confused by over-choice consumers. Store referents 

characterize Perfectionist consumers. Cultural referents characterize Perfectionist, 

Impulsive and Confused by over-choice consumers. 

8.1.3.2 Discussion ofille null IIypotilesis 3 

A closer examination of the relationship of the consumer decision-making styles scores 

with the different types of referent scores led to the formulation of the following 

conclusions. Firstly, the perfectionist conscious consumer has a positive relationship 

with all three categories of explicit referents (i.e. brand, price and store referents). In 

addition it has a positive relationship with three out of the four types of implicit 

referents (i.e. personal, social and cultural). This indicates that those types of consumers 

in their apparel clothing purchase decisions select a combination of both implicit and 

explicit referents. On the other hand the lack of a significant relationship with financial 

referents scores suggests that the students who have this dominant mind set aren't 

influenced by price and other economic issues. 

Secondly the category of recreational conscious consumers has a positive relationship 

with three types of referents (i.e. personal, social, and store). On the other hand it has a 

negative relationship with the other three types (i.e. brand, price, financial and cultural). 

It can be concluded that they are influenced by only one of the three types of explicit 

referents. However this influence is non-significant. 
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Similarly they are influenced by only two out of the four types of implicit referents. 

The lack of a significant relationship with brand, financial and cultural referents 

indicates that the students who have this style of orientation enjoy buying less well­

known brands which are expensive, and the effects of culture do not exert any impact on 

their fmal purchases. 

Thirdly, brand conscious consumers tend to make their purchase decisions on only four 

out of the seven categories of referents (i.e. brand, price, social, and store). Additionally 

from those categories only the social referents belong to the category of implicit 

referents. However they had significant negative correlation with financial and personal 

referents. This signals that they are influenced more by reference points that arise from 

the perspective of the sellers, as opposed to other salient reference points (e.g. implicit 

referents ). 

Fourthly, the novelty conscious consumers have a positive relationship with five out of 

the seven types of referents (i.e. brand, store, price, social, and personal), whereas they 

have a negative relationship with the other two types (i.e. financial and cultural). People 

who possess that characteristic tend to use as reference points all the referents that arise 

from the seller's domain (explicit referents). And from the category of implicit referents 

they select only referents that arise from the construct of personal referents. 

Fifthly, the impulsive conscious consumers have a positive relationship with six out of 

the seven types of referents (i.e. brand, price, financial, store, social, and cultural). 

Moreover they tend not to select reference points that arise from the construct of 

personal referents. This means that they combine different types of referents in their 

apparel shopping decisions. 

Finally, the type of confused by over-choice consumers have a positive relationship 

with five out of the seven referents (brand, price, social, store and cultural). More 

explicitly they are strongly influenced by reference points that arise from the seller's 

domain. Furthermore this result indicates that they tend to avoid using implicit referents. 

Overall, the above analysis supports the hypothesis that there exists a relationship 

between consumers' decision-making styles and reference points. Moreover the analysis 
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of Pearson's correlation measured the strength of the relationships between the different 

constructs and subsequent indicators. 

8.2 Recommendations for further 
research 

The study developed a multi-attribute scale on reference points for apparel shopping in 

Greece (i.e. identified seven dimensions which underpin implicit and explicit referents). 

In future studies that scale could be replicated using a non-student sample in the context 

of Greece (i.e. postgraduate students and working adults who have graduated from 

university). Despite the fact that the reliability scores of all the factors were above the 

recommended threshold scores, the majority of them included only two items of each. A 

total of 15 items remained on the fmal scale. This suggests that further research would 

be needed in order to capture other justifiable items on each sub-scale of the referents. 

This research investigated individual differences arising from the domain of cognition, 

by applying the Sproles and Kendall (1986) decision-making styles inventory. The 

results profiled Greek college students' decision-making traits onto six of the eight 

initial Sproles and Kendall (1986) factors. Future researchers in Greece might consider 

using that inventory for other product categories. Additionally they could use other 

established cognitive measures in order to better understand consumers (i.e. their 

thinking styles and personality traits). 

The overall relationship between decision-making styles and the categorization of 

referents was analysed. The results showed that students choose to use referents 

according to their own personal decision-making profiles. However both inventories, 

i.e. consumer decision-making styles and the selected categorizations of the reference 

points inventory, may be changed according to the product category being examined. 

Therefore future scientists should be very careful when generalizing the results of this 

study to other product categories. 

Finally, the specific methodology adopted in order to guide this research could be used 

as an exemplar by different scientists and researchers in their own academic contexts. 

Therefore various academics and scientists (e.g. behavioural economists and social 
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psychologists) could also use specific literature on reference points as a theoretical 

framework to guide and develop similar streams of research. 

It can be concluded that the influence ofreference points is dependent upon the usage of 

the product itself (Tarnanidis, Owusu-Frimpong and Marciniak, 20 to). Thus further 

analysis would be necessary in order to build a sustainable inventory of reference points 

that would encapsulate in a justifiable way all the constructs that could be used. 

Analysing the construct of reference points from the consumer's own perspective can 

help achieve this aim Future studies might, therefore, examine consumer reference 

points in relation to a multi-attribute level analysis (i.e. breaking down the calibration of 

reference points in relation to different sets of attributes) for specific products or 

shopping occasions. 

8.3 Limitations 

There are a number of limitations in this study. Firstly, only undergraduate students 

from three Greek universities were sampled for the study. In addition, data was 

collected using convenience student samples majoring in disciplines of general 

management (e.g. business administration, marketing, finance and economics). This 

leaves out all other students studying in other disciplines. 

Secondly, the researcher purposely chose to collect data from public' universities in 

Greece (i.e. in the city of Thessaloniki) because they attract students from all ov.er the 

country. However there exist a significant number of students in private universities or 

colleges which attract students from higher social economic classes. It is likely that 

those students might have different shopping behaviours from those studying in public 

universities. Therefore additional care should be taken when generalizing the reference 

points inventory (RPI) and decision-making styles inventory (CSI) with students in 

these types of universities. 

Thirdly, the participants were drawn only from one area in Greece, i.e. North Greece, 

the city of Thessaloniki. Since students who study in other big cities (e.g. Athens, Patra 

Heraklio etc.) weren't included in this study, it would probably be less effective to use 

the two evolving instruments within those areas without first validating the instruments 

with them. 
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The current study attempted to develop a new multi-item measurement scale for 

analysing the construct of reference points. Similarly it aimed to purify the existing 

consumer decision-making styles inventory (Sproles and Kendall, 1986) by following 

specific guidelines recommended by other researchers in that domain (Churchill, 1995; 

DeVellis, 2003; Parasuraman et aI., 1988). For example the exploratory factor analysis 

(EF A), as the initial analysis, helped in identifying the measures of each scale, by 

calculating the estimates and the Cronbach alphas on each sub-scale. The use of 

confirmatory factor analysis (CF A) served in purifying the hypothesized measures, by 

measuring subsequent model fit indices. Overall, the data fit well into both models. 

However, some initial items of the Sproles and Kendall inventory were modified (i.e. 

rephrased) so as to be directly targeted to clothing consumption, as it was the main area 

of investigation. The language of instruction was Greek and the questionnaire was 

developed and refined in English. Hence, all these factors might have impacted the 

performance of the statistical analysis results. For example many items from both 

instruments were removed from the statistical analysis due to poor model estimates. A 

possible explanation could be that some participants may have interpreted some items to 

be referring to other aspects than intended. 

The naming of the factors of the CSI inventory was kept the same as initially proposed 

by Sproles and Kendall (1986). However the naming of the factors of the reference 

points instrument was done according to the conceptual meaning that the researcher 

perceived to be satisfactory in explaining the items that were grouped together (i.e. the 

names of each sub-scale). For example some factor names such as 'Social referents', 

'Cultural referents', and 'Store referents', may be applicable to a more general context. 

While great care was taken by the researcher to successfully address the conceptual 

meaning of the names on each factor, different researchers and readers might use other 

terms. Hence, extra care should be taken in using those operational definitions. 

8.4 Implications for marketing 
managers and practitioners 

The investigation of the concept of reference points directly derived from the 

consumer's perspective has not previously been properly explored, to the knowledge of 

the researcher. The main contribution of this research is therefore the development of 
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two justifiable inventories. The one is the consumer reference points inventory, and the 

other is the consumer decision-making styles inventory. The assessment of the causal 

relation between those two models with the method of structural equation modelling 

(SEM) measures the influence of decision-making styles on the elaboration of consumer 

referents. 

Based on the findings of this study the following research recommendations for 

marketing managers are proposed: 

• The understanding of consumer-decision making styles and the elaboration of 

consumer reference points in the apparel clothing sector offers new insights to 

marketing managers and practitioners. Both inventories represent in a 

constructive way the apparel consumption behaviour of Greek college students. 

• The characteristics of the reference points inventory can guide marketing 

managers to promote and advertise their products more effectively. Greek 

college students, in their apparel consumption behaviour for important shopping 

events, strongly use reference points emanating from the following domains: 

brand, personal, price, financiaL social, store and cultural. This suggests that 

managers should use those types of referents in their marketing programmes. 

• The purified inventory of decision-making styles revealed that six out of the 

eight characteristics identified by Sproles and Kendall (1986) were applicable to 

the studied Greek consumer group. These are: high quality conSCIOUS, 

recreational consciousness, brand conscious, novelty conscious, impulsive 

conscious, and confused by over-choice. These findings are slightly different 

from those reported from previous research on Greek consumer decision-making 

styles conducted by Lysonski et al. (1996). Lysonski et a!. (1996) found that 

seven consumer decision-making characteristics were applicable to the context 

of Greece (i.e. they included the factor of habitual, brand loyal). However in 

their results they included that factor despite the fact that the reliability 

coefficient of the Cronbach alpha was below 0.50. So for Greek college 

students only the six decision-making traits in apparel consumption can really be 

confirmed. These results can provide directions for apparel retailers. For 

example retailers who target college students should offer them branded and 

high quality clothes. Retailers should also take advantage of the recreational 
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characteristics of Greek college students by bringing them a friendly and 

enjoyable shopping atmosphere. Additionally the advertisement campaigns 

should be simple and elegant, and concentrate on emphasizing the clothing 

attributes, with the main purpose of not confusing the target audience. 

• The results showed that Greek students are impulsive when purchasing clothing 

items. This indicates that clothing price tags should be easily identifiable by the 

consumers, with the main purpose of motivating instant purchases. Any 

additional offers or discounts should explicitly apply to them, for example. using 

small rewards that offer instant benefits to the customer. 

• Retailers should concentrate on using strong clothing brands as referents. They 

should portray their products inside the store in a way which helps consumers 

more easily make their final selections (e.g. they should avoid using huge 

varieties in each selling brand) as it was found that Greek students scored high 

on the confused by over-choice dimension. 

The correlation analysis between those two models offers additional implications for 

marketing practitioners and can be summarized as follows: 

• Perfectionist consumers in Greece choose to use more reference points that arise 

from the sellers' referents as opposed to other salient referents. The results 

revealed that these types of consumers have a significant positive correlation 

with brand referents, price referents, and store referents. And from the implicit 

category of referents, they correlated significantly with personal referents. This 

suggests that sellers who target their clothing products at those consumers 

should pay attention to promoting these types of referents. 

• Recreational and brand conscious consumers, when selecting reference points 

for the purchase of apparel clothes, are especially influenced by price. store. 

brand and social referents. They shop quickly and do not give their clothing 

purchases much thought or care. This may possibly mean that they use instant 

referents from the above categories during their shopping trips. This suggests 

that apparel retailers should concentrate on offering different pricing strategies 

based on the brands of the garments they offer. 

• The construct of novelty conscious consumers 1D Greece has a significant 

positive relationship with brand. price, and social referents. Therefore retailers. 
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who sell unique and fashionable outfits, should emphasize promotion of those 

types of referents. 

• In contrast the construct of impulsive consumers shows a positive relation with 

all the types of referents. This indicates that those consumers do not have 

particular preferences when purchasing clothes and they seek further guidance 

from the sales personnel. Hence retailers should concentrate on providing these 

consumers with all the necessary information to help guide them in their 

purchases. The same referents apply to the type of confused by over-choice 

consumers. 

On the whole, marketing managers and fashion designers may benefit from promoting 

in their marketing programmes these different types of referents. 

8.5 Contributions of the research 

A critical review of the literature on reference points for apparel clothing consumption 

and the literature on decision-making styles forms the basis of the first contribution of 

the research. The literature on reference points has been guided by the principles of 

prospect theory. It was found that prospect theory explains in general inequalities of 

human judgements about decisions (Laibson and Zeckhauser, 1998; Dholakia and 

Simonson, 2005). In other words the mainstream research on reference points, up to 

now, was made on pre-specified decision-making problems, without giving any 

relevance to understanding how consumers craft and use them in more realistic 

shopping situations (e.g. consumption purchases). So the area of apparel clothing 

consumption decisions for important shopping events was selected to fill that gap in the 

research by developing a valid measurement scale that emanated directly from the 

consumer. 

It was found that consumers use multiple sources of referents and that each type of 

consumer evaluates products differently. Thus in order to capture the discrepancies that 

arise from individual differences, decision-making styles were selected to guide that 

research, as they categorize consumer behaviour during their consumption decision­

making process. 
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The second contribution of the research is methodological. As was discussed earlier, so 

far research on reference points has been made under the strict principles of prospect 

theory. However this research differs significantly from the origins of prospect theory, 

in that the examination of reference points emanates directly from the consumers' minds 

on more realistic decision-making tasks. 

This research adopted an integrated methodological approach which helped in 

conceptualizing the construct of consumers' reference points, by building a scale that 

was tested with empirical data in the apparel clothing context. Thus it can be argued that 

the calibration of consumer referents was made by engaging a multi-attribute level 

analysis. 

Thirdly, the research methodology developed was a mixture of qualitative and 

quantitative techniques. The qualitative technique used in this study served to identify 

the important factors that incorporated the evolving categorization of reference points. 

The use of quantitative techniques helped in quantifying the results of the previous 

analysis, by developing a justifiable model that was successfully tested on a sample of 

male and female consumers in the context of Greece. 

One additional contribution of the methodology employed was the identification of 

decision-making styles of Greek college students, by making specific inferences 

through measuring the relationships between those two models. The results formulated 

two models: a 7-factor model of the consumer reference points inventory and a 6-factor 

model of consumers' decision-making styles. To conclude, the findings from this 

research offer new insights to marketing managers and practitioners in analysing 

consumers' apparel consumption decision-making patterns. 

8.6 Conclusion 

This research aimed to conceptualize the construct of reference points derived directly 

from the consumer's own perspective by developing a valid measurement scale which 

could measure the use of apparel clothing reference points for important shopping 

events. The results produced a model made up of seven dimensions that underlined the 
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highest fIrst order constructs of implicit and explicit referents. The seven dimensions 

are: Explicit referents (Brand, Price and Store), Implicit referents (Personal, Financial, 

Social and Cultural). 

The conceptualization of the decision-making styles inventory (CSI) helped in further 

analysing the utilization of consumers' reference points from their salient cognitive 

perspective. The results contributed to the identifIcation of Greek college students' 

decision-making styles. The fmal model of the CSI produced six highly correlated 

dimensions: 1. Perfectionist, high quality conscious, 2. Recreational conscious, 3. Brand 

conscious, 4. Novelty conscious, 5. Impulsive conscious, and 6. Confused by over­

choice. 

Overall, the correlation analysis that was done between those two evolving models (i.e. 

the reference points inventory and the decision-making styles inventory) contributed to 

analysing the relationships between the dimensions of each sub-scale. The Pearson's 

correlation (Field, 2005) technique helped in analysing the effects of the six decision­

making traits on the selected categorization of reference points (i.e. the seven categories 

of referents) and the findings of that analysis were made by measuring the significance 

level between the subscales. 

8.7 References 

Briesch, R. A., Krishnamurthi, L., Mazumbdar, T., et al. (1997), "A comparative 
analysis of reference price models", Journal of Consumer Research, Vol. 24, 
September, pp. 202-214. 

Dholakia, U. M. and Simonson, I. (2005), "The effect of explicit reference points on 
consumer choice and online bidding behavior", Marketing Science, Vol. 24, No. 
2, pp. 206-217. 

Durvasula, S., Lysonski, S., and Andrews, C. J. (1993), "Cross-cultural generalizability 
of a scale for profIling consumers' decision making styles", The Journal ~r 
Consumer Affairs, Vol. 27, No.1, pp. 55-65. 

Hafstrorn, J. L., Jung, S. C., and Jung, S. C. (1992), "Consumer decision making styles: 
Comparison between United States and Korean young consumers ", The Journal 
of Consumer Affairs, Vol. 26, No.1, pp. 146-158. 

Kamaruddin, A. and Mokhlis, S. (2003), "Consumer socialization, social structural 
factors and decision-making styles: A case study of ado loscents in Malaysia", 
International Journal of Consumer Studies, Vol. 27, No.2, pp. 146-156. 

Lysonski, S., Durvasula, S., and Zotos, Y. (1996), "Consumer decision-making styles: A 
multi-country investigation", European Journal of Marketing, Vol. 30, No. 12, 
pp. 10-21. 



Mitchell, V. W. and Bates, L. (1998), "United Kingdom consumer decision-making 
styles", Journal of Marketing Management, Vol. 14, pp. 199-225. 

214 

Radder, L., Li, Y., and Pietersen, J. (2006), "Decision-making styles of young Chinese, 
Motswana, and Caucasian consumers in South Africa: An exploratory study", 
Journal of Family Ecology and Consumer Sciences, Vol. 34, pp. 20-31. 

Shim, S. (1996), "Adolescent consumer decision making styles: The consumer 
socialization perspective", Psychology and Marketing, Vol. 13, No.6, pp. 547-
569. 

Shim, S. and Gehrt, K. C. (1996), "Hispanic and native American adolescents: An 
exploratory study of their approach to shopping", Journal qlRelailing, Vol. 72. 
No.3, pp. 307-324. 

Siu, N. Y. M., Wang, C. C. L., and Chang, L. M. K. (2001), "Adapting consumer style 
inventory to Chinese consumers: A confirmatory factor analysis approach", 
Journal of International Consumer Marketing, Vol. 13. No.2, pp. 29-47. 

Sproles, G. B. and Kendall, E. L. (1986), "A methodology for profiling consumers' 
decision-making styles", Journal of Consumer Affairs, Vol. 20, pp. 267-279. 

Walsh, G., Mitchell, V. W., and Hennig-Thurau, T. (2001), "German consumer 
decision-making styles", The Journal of Consumer Affairs, Vol. 35, No.1, pp. 
73-95. 

Briesch, R. A., Krishnamurthi, L., Mazumbdar, T., et al. (1997), "A comparative 
analysis of reference price models", Journal of Consumer Research, Vol. 24, 
No. September, pp. 202-214. 

ChurchilL G. A. (1995), Marketing research, Methodological foundations, 6th Edition 
edition, London: The Dryden Press. 

DeVellis, R. F. (2003), Scale development:theory and application, 2nd edition, London: 
Sage Publications. 

Dholakia, U. M. and Simonson, I. (2005), "The effect of explicit reference points on 
consumer choice and online bidding behavior", Marketing Science, Vol. 24, No. 
2, pp. 206-217. 

Durvasula, S., Lysonski, S., and Andrews, C. J. (1993), "Cross-Cultural Generalizability 
of a scale for Profiling Consumers' Decision Making Styles", The Journal ql 
Consumer AIlairs, Vol. 27, No.1, pp. 55-65. 

Hafstrom, 1. L., Jung, S. c., and Jung, S. C. (1992), "Consumer Decision Making 
Styles: Comparison Between Unites States and Korean Young Consumers ", The 
Journal of Consumer Affairs, Vol. 26, No.1, pp. 146-158. 

Irmak, c., Vallen, B., and Sen, S. (2010), "You Like What I Like, but I dont Like What 
You Like: Uniqueness Motivations in Product Preferences", Journal of 
Consumer Research, Vol. 37, No.3, pp. 443-445. 

Joreskog, K. G. and Sorborn, D. (2006), LISREL 8.8for Windows :Computer software, 
Lincolnwood: Scientific Software International. 

Kamaruddin, A. and Mokhlis, S. (2003), "Consumer socialization, social structural 
factors and decision-making styles: a case study of adolescents in Malaysia", 
International Journal C?f Consumer Studies, Vol. 27, No.2, pp. 146-156. 

Laibson, D. and Zeckhauser, R. (1998), "Amos Tversky and Ascent of Behavioral 
Economics", Journal of Risk and Uncertainty, Vol. 16, pp. 27-47. 

Lysonski, S., Durvasula, S., and Zotos, Y. (1996), "Consumer decision-making styles: a 
multi-country investigation", European Journal q[ Marketing, Vol. 30, No. 12, 
pp. 10-21. 

Mitchell, V. W. and Bates, L. (1998), "United Kingdom Consumer Decision-Making 
Styles", Journal of Marketing Management, Vol. 14, pp. 199-225. 



215 

Parasuraman, A, Zeithaml, V. A, and Berry, L. (1988), "A multi item scale for 
measuring consumer perception of service quality", Journal 0/ Relailin}!" Vol. 
64, No.1, pp. 12-40. 

Radder, L., Li, Y., and Pietersen, 1. (2006), "Decision-Making Styles of Young Chinese, 
Motswana, and Caucasian Consumers in South Africa: An exploratory Study", 
Journal of Family Ecology and Consumer Sciences, Vol. 34, pp. 20-31. 

Roman, S. (2006), "The Ethics of Online Retailing: A scale development and validation 
from the consumers' perspective", Journal 0/ Business Ethics, Vol. 72, No. 131-
148. 

Shim, S. (1996), "Adolescent Consumer Decision Making Styles: The Consumer 
Socialization Perspective", Psychology and Marketing, Vol. 13, No.6, pp. 547-
569. 

Shim, S. and Gehrt, K. C. (1996), "Hispanic and Native American Adolescents: An 
Exploratory Study of Their Approach to Shopping", Journal 0/ Retailing, Vol. 
72, No.3, pp. 307-324. 

Siu, N. Y. M., Wang, C. C. L., and Chang, L. M. K. (2001), "Adapting Consumer Style 
Inventory to Chinese Consumers: A Confirmatory Factor Analysis Approach", 
Journal o/International Consumer Marketing, Vol. 13, No.2, pp. 29-47. 

Sproles, G. B. and Kendall, E. L. (1986), "A methodology for profiling consumers' 
decision-making styles", Journal o/Consumer Affairs, Vol. 20, pp. 267-279. 

Tamanidis, T. K., Owusu-Frimpong, N., and Marciniak, R. (2010), "Consumer Choice: 
Between Explicit and Implicit Referents", Journal of the Marketing Review, Vol. 
10, No.3, pp. 269-286. 

Walsh, G., Mitchell, V. W., and Hennig-Thurau, T. (2001), "German Consumer 
Decision-Making Styles", The Journal of Consumer Affairs, Vol. 35, No. I, pp. 
73-95. 



216 

BIBLIOGRAPHY 

Aaker, D. A., Kumar, V., and Day, G. S. (2004), Marketing research, 8th edition, New 
York: Wiley. 

Aaker, J. and Schmit, B. (2001), "Culture-dependent assimilation and differentiation of 
the self: Preferences for consumption symbols in the United States and China", 
Journal of Cross-Cultural Psychology, Vol. 32, No.5, pp. 561-576. 

Aaker, J. L. and Lee, A. Y. (2001), ''''1'' seek pleasures and "We" avoid pains: The role 
of self-regulatory goals in information processing and persuasion", Journal (?f 
Consumer Research, Vol. 28, No. June, pp. 33-49. 

Abraham-Murali, L. and Littrell, M. A. (1995), "Consumers' Conceptualization of 
apparel attributes", Clothing and Textiles Research Journal Vol. 13, No. 65, pp. 
65-74. 

Adaval, R (2001), "Sometimes it just feel right: The differential weighting of affect­
consistent and affect-inconsistent product information", Journal of Consumer 
Research, Vol. 28, No. June, pp. 1-17. 

Adaval, R and Monroe, K. B. (2002), "Automatic construction and use of contextual 
information for product and price evaluations", Journal of Consumer Research, 
Vol. 28, No.4, pp. 572-578. 

Arkes, H. R, Hirshleifer, D., Jiang, D., et al. (2008), "Reference point adaptation: Test 
in the domain of security trading", Organization Behavior and Human Decision 
Process, Vol. 105, No.1, pp. 67-81. 

Aslanidis, T. (August, 2004), "Quick response, consistency and flexibility", Fashion 
Business Management, Vol., No. Aug/Sept, pp. 42-43. 

Aulonitis, G., Mpaltas, R, and Pilidou, R (2008), An investigation of consumers' 
attitudes and beliefs for Greek retail chain stores[online),Available at: 
http://www.datarc.grlPortalsiO/datarc-filesIRA MAIN FINDINGS.pdf, 
accessed [26th March 2010]. 

Aruma, N. and Fernie, J. (2003), "Fashion in the globalized world and the role of virtual 
networks in intrinsic fashion design", Journal of Fashion Marketing and 
Management, Vol. 7, No.4, pp. 413-427. 

Babutsidze, Z. (2007), How Do Consumers Make Choices?: A Summary of Evidence 
from Marketing and Psychology. Working Paper, United Nations University, 
Maastricht Economic and social Research and training centre on Innovation and 
Technology, February, pp. 1-24. Available at: 
http://ideas.repec.org/p/dgr/unumerl2007005.html. 

Bagozzi, R P. (1994), Advanced Methods of Marketing Research, USA: Basil 
Blackwell Ltd. 

BakewelL C. and Mitchell, V. W. (2006), "Male versus female consumer-decision 
making styles", Journal of Business Research, Vol. 59, pp. 1297-1300. 

Baoku, L., Cuixia, Z., and Weimin, B. (2010), "An empirical study of the decision­
making styles of the Chinese peasant consumers", Journal of Consumer 
Marketing, Vol. 27, No.7, pp. 629-637. 

Barbour, R S. and Kitzinger, 1. (1999), Developing focus group research: Politics, 
theory, and practice, London and Thousand Oaks: Sage Publications. 

Barkan, R, Danziger, S., Ben-Bashat, G., et a1. (2005), "Framing reference points: the 
effect of integration and segregation on dynamic inconsistency", Journal of 
Behavioral Decision Making, Vol. 18, No.3, pp. 213-226. 



217 

Barone, M. 1. and Miniard, P. W. (2002), "Mood and Brand Extension Judgments: 
Asymmetric Effects for Desirable versus Undesirable Brands", Journal of 
Consumer Psychology, Vol. 12, No.4, pp. 283-290. 

Batra, R. and Ahtola, O. T. (1990), "Measuring the Hedonic and Utilitarian Sources of 
Consumer Attitudes", Marketing Letters, Vol. 2, No.2, pp. 159-170. 

Bauer, H. H., Sauer, N. E., and Becker, C. (2006), "Investigating the relationship 
between product involvement and consumer decision-making styles", Journal of 
Consumer Behaviour, Vol. 5, pp. 342-354. 

Bearden, W. O. and Etzel, M. 1. (1982), "Reference group influence on product and 
brand purchase decision", Journal of Consumer Research, Vol. 9, No.2, pp. 
183-194. 

Beatty, S. E. and Ferrell, E. M. (1998), "Impulse buying: modeling its precursors", 
Journal of Retailing, Vol. 74, No.2, pp. 169-191. 

Beggan, 1. K. and Manelli, L. (1994), "Estimating the credibility of social influence 
contingencies framed as threats or promises", Journal of Social Behavior and 
Personality, Vol. 9, pp. 163-170. 

Beggan, J. K. (1994), "The preference for gains in consumer decision making", Journal 
of Applied Social Psychology, Vol. 24, No. 16, pp. 1407-1427. 

Bell, D. R and Bucklin, R E. (1999), "The role of internal reference points in the 
category purchase decision", Journal of Consumer Research, Vol. 26, No.2, pp. 
128-143. 

Bennett, R (2005), "Compettive environment, market orientation, and the use of 
relational approaches to the marketing of charity beneficiary services", Journal 
of Services Marketing, Vol. 19, No.7, pp. 453-469. 

Bennison, D. and Boutsouk~ C. (1995), "Greek Retailing in transition", International 
Journal of Retail Distribution Management, Vol. 23, No.1, pp. 24-31. 

Bentler, P. M. (2007), "On tests and indices for evaluating structural models", 
Personality and Individual Differences, Vol. 42, No.5, pp. 825-829. 

Bettman, J. R. (1971), "The Structure of Consumer Choice Processes", Journal of 
Marketing Research, Vol. 8, pp. 465-471. 

Bettman, J. R. and Zins, M. A. (1977), "Constructive Processes in Consumer Choice", 
Journal of Consumer Research, Vol. 4, pp. 75-85. 

Bettman, J. R and Park, W. C. (1980), "Effects of Prior knowledge and Experience and 
Phase of the Choice Process on Consumer Decision Processes: A Protocol 
Analysis", Journal of Consumer Research, Vol. 7, pp. 234-248. 

Bettman, 1. R, Luce, M. F., and Payne, 1. W. (1998), "Constructive consumer choice 
processes", Journal of Consumer Research, Vol. 25, No.3, pp. 187-217. 

Betts, S. C. and Taran, Z. (2005), "Brand as reliability reference point: a test of prospect 
theory in the used car market", Journal of academy of business and economics, 
Vol. 5, No.1, pp. 34-38. 

Biehal, G. and Chakravarti, D. (1982), "Information-Presentation Format and Learning 
Goals as Determinants of Consumers' Memory Retrieval and Choice Processes", 
Journal o/Consumer Research, Vol. 8, No.4, pp. 431-441. 

Biehal, G. and Chakravarti, D. (1983), "Information Accessibility as a Moderator of 
Consumer Choice", Journal o/Consumer Research, Vol. 10, No.1, pp. 1-14. 

Bohm, P. and Lind, H. (1992), "A note on the robustness ofa classical framing result", 
Journal of Economic Psychology, Vol. 13, No.2, pp. 355-361. 

Bourne, F. S. (I957), Group influence in marketing and public relations. In Likert, R. 
and Hayes, D. P., (Eds.). Some applications o/behavioral research, Switzerland, 
Basel: UNESCO. 



218 

Brace, N., Kemp, R, and Snelgar, R (2003), SPSS for Psychologists: A guide to data 
analysis using SPSS for Windows, Manwah, NJ: Lawrence Erlbaum Associates. 

Brickman, P., Coates, D., and Janoff-Bulman, R (1978), "Lottery winners and accident 
victims: Is happiness relative?", Journal of Personality and Social Psychology, 
Vol. 37, pp. 917-927. 

Briesch, R. A., Krishnamurthi, L., Mazumbdar, T., et al. (1997), "A comparative 
analysis of reference price models", Journal of Consumer Research, Vol. 24, 
No. September, pp. 202-214. 

Bryman, A and Bell, E. (2007), Business research methods, 2nd edition, New York: 
Oxford University Press. 

Busemeyer, 1. R and Johnson, 1. G. (2003), Comparing Models of Preferential Choice: 
Technical Report[online),Available at: 
http://www.cogs.indiana.edulPublications/techreps2003/253/index.html. 
accessed [19th December 2008]. 

Byrne, B. M. (2001), Structural equation modeling with Amos: Basic concepts, 
applications, and programming, Nahwah, New Jersey: Lawrence Elbaum 
Associates. 

Campbell, C. (1997), Shopping, pleasure and the sex war. In Falk, P. and Campbell, c., 
(Eds.). The Shopping Experience? ,London: Sage. 

Campbell, D. T. and Fiske, D. W. (1959), "Convergent and discriminant validation by 
the multitrait multimethod matrix", Psychological Bulletin, Vol. 56, No.2, pp. 
81 -105. 

Cardoso, P., Sando, J., and Tsourvakas, G. (2005), Information sources and clothing 
brands consumption in Mediterranean countries[online),Available at: 
http://www.bocc.ubi.pt/paglcardoso-tsourvakas-santos-information-sources.pd( 
accessed [14th October 2009]. 

Carmon, Z. and Simonson, I. (1998), "Price-Quality Tradeoffs in Choice versus 
Matching: New Insights into the Prominence Effect", Journal of Consumer 
Psychology, Vol. 7 No.4, pp. 323-343. 

Cassell, C. and Symon, G. (2004), Essential guide to qualitative methods in 
organizational Research, London: Sage. 

Chaiken, S. (1980), "Heuristic versus systematic information processing and use of 
source versus message cues in persuasion", Journal of Personality and Social 
Psychology, Vol. 39, pp. 752-766. 

Chandrashekaran, R. and Jagpal, H. (1995), "Is There a Well-Defined Internal 
Reference Price", Advances in Consumer Research, Vol. 22, pp. 230-235. 

Chandrashekaran, R (2001), "The implications of individual differences in reference 
price utilization for designing effective price communications", Journal of 
Business Research, Vol. 53, pp. 85-91. 

Chartrand, T. L. and Bargh, 1. A. (2002), Nonconscious motivations: Their activation, 
operation, and consequences. In Tesser, A, Stapel, D., and Wood, J. , (Eds.). 
Self-Motivation: Emerging Psychological Perspectives, 2, Washington, D.C: 
American Psychological Association Press, pp. 13 -41. 

Cheng, E. W. L. (2001), "SEM being more effective than multiple regression in 
parsimonioys models testing for management development research", Journal of 
Management Development, Vol. 20, No.7, pp. 550-667. 

Chernev, A (2003), "When more is less and less is more: The role of ideal point 
availability and assortment in consumer choice", Journal of Consumer Research, 
Vol. 30, No. September, pp. 170-183. 



219 

Chernev, A. (2006), "Decision Focus and Consumer choice among Assortments", 
Journal of Consumer Research, Vol. 33, No.1, pp. 50-59. 

Chi, M. T. H., Feltovich, P. 1., and Glaiser, R. (1981), "Categorization and 
Representation of Physics Problems by Experts and Novices", Cognitive 
Science: A MultidisciplinaryJournal, Vol. 5, No.2, pp. 121-152. 

Childers, T. R. and Rao, A. R. (1992), "The influence of familial and peer-based 
reference groups on consumer decisions", Journal of Consumer Research, Vol. 
19, No.2, pp. 198-211. 

Chisnall, P. M. (1997), Marketing Research, 5th edition, Berkshire, England: McGraw­
Hill. 

Cho, J. and Trend, A. (2006), "Validity in qualitative research revisited", Qualitative 
Research, Vol. 6, No.3, pp. 319-340. 

Chung-Hoon, P. and Young-GuL K. (2003), "Identifying key factors affecting consumer 
purchase behavior in an online shopping context", International Journal ~l 
Retail and Distribution Management, Vol. 31, No.1, pp. 16-29. 

ChurchilL G. A. (1995), Marketing research, Methodological/oundalions, 6th Edition 
edition, London: The Dryden Press. 

Cieslak, T. J. (2004), Describing and measuring the athletic identity construct: Scale 
development and validation. Unpublished PhD dissertation, The Ohio State 
University,Graduate SchooL pp. 1-242. Available at: 
http://etd.ohiolink.edulsend-pdf,cgi?osuI091219903, accessed [29 June 2010]. 

Coleman, R. (1983), "The continuing significance of social class to marketing", Journal 
o/Consumer Research, Vol. 10, pp. 265-280. 

Corbetta, M., Miezin, F. M., Dobmeyer, S., et al. (1991), " Selective attention during 
visual discriminations of shape, color, and speed: Functional anatomy by 
Positron Emission Tomography", The Journal of Neuroscience, Vol. 11, No.8, 
pp. 2382-2402. 

Costello, A. B. and Osborne, 1. W. (2005), "Best Practice in Exploratory Factor 
Analysis: For recommendations for getting the most from your analysis", 
Practical Assessment, Research & Evaluations, Vol. 10, No.7, pp. 1-9. 

Coupey, E. (1994), "Restructuring: Constructive Processing of Information Displays in 
Consumer Choice", Journal o/Consumer Research, Vol. 21, pp. 83-99. 

Coupey, E. (1994», "Restructuring: Constructive Processing ofInformation Displays in 
Consumer Choice", Journal o/Consumer Research, Vol. 21, pp. 83-99. 

Coward, K. O. and Goldsmith, R. E. (2007), liThe influence of consumer decision­
making styles on online apparel consumption by college students", International 
Journal o/Consumer Studies, Vol 31, pp. 639-647. 

Cox, 1. and Helga, D. (1995), liThe functions of clothes and clothing (dis)satisfaction: A 
gender analysis among British students", Journal 0/ Consumer Policy, Vol. 18, 
pp. 235-265. 

Cross, S. E., Hardin, E. E., and Gercek-Swing, B. (2011), "The What, How, Why, and 
Where of Self-Construal", Personality and Social Psychology Review, Vol. 15, 
No.2, pp. 142-179. 

Curry, L. (1983, April), An organization of learning styles theory and constructs., 
Proceedings of: 67th Annual meeting 0/ the American Educational research 
Assiociation, Montreal, Quebec. 

Dabholkar, P. A. (1994), "Does Customer Satisfaction Predict Postpurchase Intentions? 
", Journal 0/ Consumer Satisfaction, Dissatis/action, and Complaining 
Behavior, Vol. 7, pp. 161-171. 



220 

Dadakas, D. and Katranidis, S. D. (2010), "The effects of Trade Liberalization in 
Textiles and Clothing on the Greek Market fro Cotton Yarn: A Multi-Market 
Analysis", Review of International Economics, Vol. 18, No.1, pp. 138-152. 

De Chernatory, L. and Riley, F. D. (1998), "Defining a brand: Beyond the literature 
with experts' interpretations", Journal of Marketing Management, Vol. 14, No. 
4/5, pp. 417-443. 

De Klerk, H. M. and Stephna, L. (2008), "Female consumers' evaluation of apparel 
quality: exploring the importance of aesthetics", Journal of Fashion Marketing 
and Management, Vol. 12, No. I, pp. 36-50. 

Denzin, N. K. (1978), The Research Act, 2nd edition, New York: McGraw-Hill. 
Denzin, N. K. (2000), Case Studies. In Denzin, Norman K. and Lincoln, Yvonna S., 

(Eds.). Handbook of Qualitative Research 2nd edition., Thousand Oaks, CA: 
Sage, pp. 435-454. 

Denzin, N. K. (2003), Peiformance Ethnography: Critical Pedagogy and the Politics of 
Culture, Thousand Oaks, CA Sage. 

Deutch, M. and Gerald, H. B. (1955), "A study of normative and informational social 
influences upon individual judgments", Journal of Abnormal and Social 
Psychology, Vol. 51, No.3, pp. 629-636. 

DeVaus, D. A (1991), Surveys in social research, 3rd edition, London: Allen and 
Unwin. 

DeVellis, R. F. (2003), Scale development:theory and application, 2nd edition, London: 
Sage Publications. 

Devetag, G. M. (1999), "From utilities to mental models: A critical survey on decision 
rules and cognition in consumer choice", Industrial and Corporate Change Vol. 
8, No.2, pp. 289-351. 

DeVon, H. A, Block, M. E., Moyle-Wright, P., et al. (2007), "A psychology Toolbox 
for testing Validity and Reliability", Journal of Nursing scholarship, Vol. 39, 
No.2, pp. 155-164. 

Dhar, R. (1997), "Consumer Preference for a No-Choice Option", Journal of Consumer 
Research, Vol. 24, No. September, pp. 215-231. 

Dholakia, U. M. and Simonson, I. (2005), "The effect of explicit reference points on 
consumer choice and online bidding behavior", Marketing Science, Vol. 24, No. 
2, pp. 206-217. 

Dholokia, R. R. (1999), "Going Shopping: key determinants of shopping behaviours and 
motivations", International Journal of Retail Distribution Management, Vol. 27, 
No.4, pp. 154-165. 

Diamantopoulos, A and Siguaw, J. A (2007), Introducing LISREL, London: Sage 
Publications Inc. 

Dickerson, K. (1982), "Imported versus US produced apparel: consumer views and 
buying patterns", Home Economics Research Journal, Vol. 10, pp. 241-252. 

Dickerson, K. G. (2003), Inside the fashion business, Upper Saddle River, New Jersey: 
Prentice Hall. 

Digman, 1. M. (1990), "Personality structure: Emergence of the five factor model", 
Annual Review of Psychology, Vol. 41, pp. 417-440. 

Dowling, G. R. and Uncles, M. (1997), "Do Customer Loyalty Programs Really 
Work?", Sloan Management Review, Vol. 38 No. Summer, pp. 71-82. 

Driver, M. 1. (1979), Individual decision making and creativity. In Kerr, S., (Eds.). 
Organi=ational Behavior, Columbus,OH: Grid Publishing. 



221 

Dunegan, K. J. (1996), "Fines, frames and images: Examining formulation effects on 
punishment decisions", Organizational Behavior and Human Decision 
Processes, Vol 68, No.5, pp. 8-67. 

Durvasula, S., Lysonsk~ S., and Andrews, C. J. (1993), "Cross-Cultural Generalizability 
of a scale for Profiling Consumers' Decision Making Styles", The Journal of 
Consumer Affairs, Vol. 27, No.1, pp. 55-65. 

Eckman, M., Damhorst, M. L., and Kadolph, S. G. (1985), "Towards a model of the in­
store purchase decision process: Consumer use of criteria for evaluating 
women's apparel", Clothing and Textiles Research Journal, Vol. 8, No.2, pp. 
12-22. 

Ekman, P. and Friesen, W. V. (1969), ''Nonverbal leakage and clues to deception", 
Psychiatry, Vol. 32, No.1, pp. 88-106. 

Epstein, S., Pacini, R., Denes-Raj, V., et al. (1996), "Individual differences intuitive­
experiential and analytical-rational thinking styles", Journal of Personality and 
Social Psychology, Vol. 71, No.2, pp. 390-405. 

Erevelles, S. and Leavitt, C. (1992), "A comparison of current models of consumer 
satisfaction/dissatisfaction", Journal of Consumer Satisfaction, Dissatisfaction, 
and Complaining Behavior, Vol. S, pp. 104-114. 

Escalas, J. E. (2004), "Imagine your self in the product", Journal of Advertising, Vol. 
33, No. 22, pp. 37-48. 

Eurostat (2009), Consumer in Europe: Statistical Books [online] , Luxembourg, Brussels: 
European Communities, Eurostat. A vailable at: 
http://epp.eurostat.ec.europaeu/portaVpage/portaVeurostat/home/, accessed 
[15th October 2009]. 

Fabrigar, L., Wegener, D., MacCallum, R., et at (1999), "Evaluating the issue of 
exploratory factor analysis in psychological research", Psychological Methods, 
Vol. 4, No.3, pp. 272-299. 

Fagley, N. S. and Miller, P. M. (1997), "Framing effects and arena of choice: Your 
money or your life?", Organizational Behavior and Human Decision Processes, 
Vol. 71, No.3, pp. 355-373. 

Fan, J. X. and Xiao, J. J. (1998), "Consumer decision-making Styles of Young-Adult 
Chinese", The Journal of Consumer Affairs, VoL 32, No.2, pp. 275-294. 

Field, A. (2005), Discovering statistics using SPSS, 2nd edition, London: Sage 
Publications Ltd. 

Fitzsimons, G. 1., Hutchinson, W. 1., Williams, P., et al. (2002), "Non-conscious 
influences on consumer choice", Marketing Letters, Vol. 13, No.3, pp. 269-279. 

Forney, J. F., Park, E. J., and Brandon, L. (2005), "Effects of evaluative criteria on 
fashion brand extension", Journal of Fashion Marketing and Management, Vol. 
9, No.2, pp. 156-165. 

Forsythe, S. M. (1991), "Effect of private, designer, and national brand names on 
shopper's perceptions of apparel quality and price", Clothing and Textiles 
Research Journal, Vol. 9, No.2, pp. 1-6. 

Fossey, E., Harvey, c., McDermott, F., et al. (2002), "Understanding and evaluating 
qualitative research", Australian and New Zealand Journal of P~ychiatry, Vol. 
36, No.6, pp. 717-732. 

Fournier, S. and Mick, D. G. (1999), "Rediscovering satisfaction", Journal of Marketing 
Research, Vol. 65, No.4, pp. 5-19. 

Frederick, S. (2005), "Cognitive Reflection and Decision Making", Journal of Economic 
Perspectives, Vol. 19, No.4, pp. 25-42. 



222 

Friedman, M. and Savage, L. J. (1948), "The Utility Analysis of Choices Involving Risk 
", Journal of Political Economy, Vo156, No.4, pp. 279-304. 

Friedman, M. and Savage, L. 1. (1952), "The expected-utility hypothesis and the 
measurability of utility", Journal of Political Economy, Vol. 60, No.6, pp. 463-
474. 

Frisch, D. (1993), "Reasons for framing effects", Organizational Behavior and Human 
Decision Processes, Vol. 54, No.3, pp. 399-429. 

Galott~ K. M., Ciner, E., Altenbaumer, Hope E., et al. (2006), "Decision-making styles 
in a real-life decision: Choosing a college major", Personality and Individual 
Differences, Vol. 41, No. May, pp. 629-639. 

Gardial, S. F., Clemons, D. S., Woodruff, B. R, et al. (1994), "Comparing Consumers' 
Recall of Prepurchase and Postpurchase Product Evaluation Experiences", 
Journal of Consumer Research Vol. 20, No. March. 

Gonul, F. F. and Popkowski Leszczyc, P. T. L. (2011), "Snipe bidding behavior in eBay 
auctions", International Journal of Electronic Marketing and Retailing, Vol. 4, 
No.1, pp. 16-29. 

Gordon, M. E., Slade, A., and Schmitt, N. (1986), "Science of the Sophomore Revisited: 
From Conjecture to Empiricism", Academy of Management Review, Vol. 11, pp. 
191-207. 

Gorsuch, R L. (1997), "Exploratory factor analysis: its role in item analysis", Journal of 
Personality Assessment, Vol. 68, No.3, pp. 532-560. 

Greek Ministry of Development (2008), The profile of Greek 
Consumer[online),Available at: 
http://www.emolis.gr/content/content.asp?catid= 164, accessed [14th October 
2009]. 

Greenbaum, T. L. (1998), The Handbook for focus group research, 2nd edition, 
London: Sage Publications Ltd. 

Greenwald, A. G. and Banaji, M. R (1995), "Implicit Social Cognition: Attitudes, Self­
Esteem and Stereotypes", Psychological Review, Vol. 102, No. I, pp. 4-27. 

Grewal, D., Gotlieb, 1., and Marmorstein, H. (1994), "The moderating effects of 
message framing and source credibility on the price-perceived risk relationship", 
Journal of Consumer Research, Vol. 21, pp. 145-153. 

Guadagno Ii, E. and Velicer, W. F. (1988), "Relation of sample size to the stability of 
component patterns", Psychological Bulletin, Vol. 103, pp. 265-275. 

Hafstrom. 1. L., lung, S. C., and lung, S. C. (1992), "Consumer Decision Making 
Styles: Comparison Between Unites States and Korean Young Consumers", The 
Journal of Consumer Affairs, Vol. 26, No.1, pp. 146-158. 

Hair,1. F., Anderson, R E., Tatham, R. L., et al. (1998), Multivariate data analysis, 5th 
edition, New Jersey: Prentice-Hall. 

Hair, 1. F., Black, W. c., Babin, B. 1., et al. (2006), Multivariate data analysis, 6th 
edition, New Jersey: Prentice-Hall. 

Hamilton, R W. and Koukova, N. T. (2006), "The effects of mixed bundling on 
consumers' inferences and choices", Advances in Consumer Research, Vol. 33, 
No.1, pp. 564-565. 

Hammersley, M. and Atkinson, P. (1995), Ethnography: Principles in Practice, 2nd 
Edition, London: Routledge. 

Han, S.-P. and Shavitt, S. (1994), "Persuasion and culture: Advertising appeals in 
individualistic and collectivistic societies", Journal ~f Experimental Social 
Psychology, Vol. 30, pp. 326-350. 



223 

Hankinson, G. (2005), "Destination brand images: a business tourism perspective", 
Journal oJServices Marketing, Vol. 19, No.1, pp. 24-32. 

Hardie, B. G. S., Johnson, E. 1., and Fader, P. S. (1993), "Modeling Loss Aversion and 
Reference Dependence Effects on Brand Choice", Marketing Science, Vol. 12 
No. Fall pp. 378-394. 

Hatcher, L. (2003), A step-by-step approach to using SAS for Jactor analysis and 
structural equation modeling, Cary, NC: SAS Publishing. 

Heath, C., Larrick, R. P., and Wu, G. (1999), "Goals as reference points", Cognitive 
Psychology, Vol. 38, pp. 79-109. 

Heisey, F. L. (1990), "Perceived quality and predicted price: use of the minimum 
information environment in evaluating apparel", Clothing and Textiles Research 
Journal, Vol. 8, pp. 22-28. 

Helson, H. (1964), Adaptation level theory: An experimental and systematic approach 
to behavior New York: Harper. 

Heyman ,1. E., Mellers, B. A., Tishcenko, S., et a1. (2005), "Shifting reference points & 
fleeting pleasures", Advances in Consumer Research, Vol. 32, pp. 116-118. 

Highhouse, S. and Paese, P. W. (1996), "Problem domain and prospect frame: Choice 
under opportunity versus threat", Personality and Social Psychology Bulletin, 
Vol. 22, No.2, pp. 124-132. 

Hinkin, T. R. (1995), "A review of scale development practices in the study of 
organizations", Journal oj Management, Vol. 21, No.5, pp. 967-988. 

Hiu, A. S. Y., Sill, N. Y. M., Wang, C. C. L., et al. (2001), "An investigation of 
Decision-Making Styles of Consumers in China", The Journal of Consumer 
Affairs, Vol. 35, No.2, pp. 326-345. 

Hoch, S. J. and Ha, Y. W. (1986), "Consumer Learning: Advertising and the Ambiguity 
of Product Experience", Journal of Consumer Research, Vol. 13, pp. 221-233. 

Hoch, S. 1. and Loewenstein, G. F. (1991), "Time-inconsistent preferences and 
consumer self-control", Journal of Consumer Research, Vol. 17, No.4, pp. 492-
507. 

Hofstede, G. H. (1980), Culture's consequences: International differences in work­
related value, Beverly Hills, CA: Sage Publications. 

Hofstede, G. H. (1984), "The cultural relativity of the quality oflife concept", Academy 
oj Management Review, Vol. 9, No.3, pp. 389-398. 

Hofstede, G. H. (2001), Culture's consequences: Comparing values behaviours, 
institutions and organi=ations across nations, London: Sage Publications. 

Holbrook, M. B. and Hirschman, E. C. (1982), "The experiential aspects of 
consumption: Consumer fantasies, feelings, and fun", Journal of Consumer 
Research, Vol. 9, No. September, pp. 132-140. 

Holbrook, M. B. (1999), Introduction to consumer value. In Holbrook, Morris B., 
(Eds.). Consumer Value: A Framework for Analysis and Research, London, 
New York: Routledge, pp. 1-28. 

Holloway, I. (1997), Basic concepts for qualitative research, London: Blackwell. 
Holstein, 1. A. and Gubrium, 1. F. (1995), The active interview, London: Sage. 
Holt, D. B. (1995), "How Consumers Consume: A Typology of Consumption 

Practices", Journal oj Consumer Research, Vol. 22, No.1, pp. 1-16. 
Hong Y oun Hahrn, K. and Kean, R. (2009), "The influence of self-construals on young 

Korean consumers' decision-making styles", Journal of Fashion Marketing and 
Management, Vol. 13, No. I, pp. 6-19. 



224 

Hsu, 1. L. and Hsien-Chen, R. M. (2009), "Consumer responses to incomplete 
information in print apparel advertising", Journal of Fashion Marketing and 
Management, Vol. 13, No. I, pp. 66-68. 

Hu, L. and Bentler, P. M. (1999), "Cutoff criteria for fit indexes in covariance structure 
analysis: Conventional criteria versus new alternatives.", Slroclural Equation 
Modeling, Vol. 8, No.3, pp. 200-217. 

Hu, W., Adamowicz, W. L., and Vee man, M. M. (2006), "Labeling context and 
reference point effects in models of food attribute demand", American Journal (?f 
Agricultural Economics, Vol. 88, No.4, pp. 1034-1049. 

Hui, C. H. (1988), "Measurement of individualism-collectivism", Journal of Research in 
Personality, Vol. 22, No.1, pp. 7-36. 

Hyman, H. H. (1947), "The psychology of status", Archives of Psychology, Vol. 269, pp. 
94-102. 

ICAP (2007), Analysis of the Greek Clothing Market: Chain-retail 
outlets[online],Available at: www.icap.gr. accessed [2nd September 2009]. 

Innak, c., Vallen, B., and Sen, S. (2010), "You Like What I Like, but I dont Like What 
You Like: Uniqueness Motivations in Product Preferences", Journal (?f 
Consumer Research, Vol. 37, No.3, pp. 443-445. 

Jacoby, J., Jaccard, 1. J., Currim, I., et at (1994), "Tracing the Impact of Item-by-Item 
Information Accessing on Uncertainty Reduction", Journal of Consumer 
Research, Vol. 21, No.2, pp. 291-303. 

Jagdish, N. S. and Parvatiyar, A (2000), Relationship Marketing, London: Sage 
publications. 

Jankowicz, A. D. (2000), Business Research Project, 3rd edition, London: Thompson 
Learning. 

Jick, T. D. (1979), "Mixing Qualitative and Quantitative Methods: Triangulation in 
Action", Administrative Science Quarterly, Vol. 24, No.4, pp. 602-611. 

Johnson, M. D., Hermann, A., and Bauer, H. H. (1999), "The effects of price bundling 
on consumer evaluations of product offerings", International Journal f?f 
Research in Marketing, Vol. 16, pp. 129-142. 

Jonassen, D. H. and Grabowski, B. L. (1993), Handbook of individual differences, 
learning, insruction, Hillsdale, NJ: Lawrence Erlbaum Associates. 

Joreskog, K. G. and Sorbom, D. (1993), LISREL 8:Structural equation modeling with 
the SIMPUS command language 

Chicago, USA: Scientific software international. 
Joreskog, K. G. and Sorbom, D. (2006), LISREL 8.8for Windows :Computer software, 

Lincolnwood: Scientific Software International. 
Kacen, 1. 1. and Lee, 1. A. (2002), "The influence of culture in consumer impulsive 

buying behavior", Journal of Consumer Research, Vol. 12, No.2, pp. 163-176. 
Kahn, B. E. and Schmittlein, D. (1989), "Shopping Trip Behavior: An Empirical 

Investigation", Marketing Letters, Vol I, No.1, pp. 55-70. 
Kahneman, D. and Tversky, A. (1973), "Availability: a heuristic for judging frequency 

and probability", Cognitive Psychology, Vol. 5, No.2, pp. 207-232. 
Kahneman, D. and Tversky, A. (1979), "Prospect theory: An analysis of decision under 

risk", Econometrica, Vol. 47, No.1, pp. 263-291. 
Kahneman, D. and Tversky, A. (1984), "Choices, values, and frames", American 

Psychologist, Vol. 39, No.4, pp. 341-350. 
Kahneman, D. (1992), "Reference Points, anchors norms and mixed feelings", 

Organi=ational Behavior and Human Decision Processes, Vol. 51, No.2, pp. 
296-312. 



225 

Kahneman, D. (2003), "Maps of Bounded Rationality: Psychology for Behavioral 
Economics", American Economic Review, Vol. 93, No.5, pp. 1449-1475. 

Kalwani, M. 0., Vim, C. K., Rinne, H. 1., et al (1990), "A Price Expectations Model of 
Customer Brand Choice", Journal of Marketing Research, Vol. 27, No. August, 
pp. 251-262. 

Kalwani, M. U. and Vim, C. K. (1992), "Consumer Price and Promotion Expectations: 
An Experimental Study", Journal of Marketing Research, Vol. 29, No. February, 
pp.90-100. 

Kalyanaram, G. K. and Little, 1. D. C. (1994), "An Empirical Analysis of the Latitude of 
Price Acceptance in Consumer Packaged Goods", Journal of Consumer 
Research, Vol. 21 No. December, pp. 408-418. 

Kamaruddin, A and Mokhlis, S. (2003), "Consumer socialization, social structural 
factors and decision-making styles: a case study of adolescents in Malaysia", 
International Journal of Consumer Studies, Vol. 27, No.2, pp. 146-156. 

Kamenidou, 1., Mylonakis, 1., and Nikolouli, K. (2007), "An exploratory study of the 
reasons for purchasing imported high fashion apparels: The case of Greece", 
Journal o/Fashion Marketing and Management, Vol. 11, No. I, pp. 148-160. 

Karpova, E., Nelson-Hodges, N., and Tullar, W. (2007), "Making sense of the market: 
An exloration of apparel consumption practices of the Russian consumer", 
Journal of Fashion Marketing and Management, Vol. 11, No.1, pp. 106-121. 

Kassarjian, H. H. (1977), "Content analysis in consumer research", Journal of Consumer 
Research, Vol. 4, No. I, pp. 8-18. 

Keller, P. A and McGill, A L. (1994), "Differences in the relative influence of product 
attributes under alternative processing conditions: Attribute importance versus 
attribute ease of imagebility", Journal of Consumer Psychology, Vol. 3, No.1, 
pp.29-49. 

Keller, P. A and Block, L. G. (1997), "Vividness effects: A resource matching 
perspective", Journal of Consumer Psychology, Vol. 24, No. December, pp. 295-
304. 

Kelley, H. H. (1947), Two functions of reference groups. In Swanson, G.E., Newcomb, 
T.M. ,and Hartley, E.L., (Eds.). Readings in Social Psychology, New York Holt, 
Rinehart and Winston, pp. 410-414. 

Kim, Y. M. and Shim, K. Y. (2002), "The influence of Internet Shopping mall 
characteristics and user trait on purchase intent", Irish Marketing Review, Vol. 
15, No.2, pp. 25-34. 

Kinley, T. L., Conrad, C. A, and Brown, G. (2000), "Personal versus non-personal 
sources of information used in the purchase of men's apparel", Journal of 
Consumer Studies and Home Economics, Vol. 24, No.1, pp. 67-73. 

Kivets, R. and Strahilevitz, M. (200 1), "Factors affecting consumer choices between 
hedonic and utilitarian options", Advances in consumer research, Vol. 28, No.1, 
pp. 1/2. 

Kivetz, R. and Simonson, I. (2002), ''Earning the right to Indulge: Effort as a 
determinant of customer preferences toward frequency programs rewards", 
Journal of Marketing Research, Vol 39, No.2, pp. 155-170. 

Kivetz, R. (2003), "The effects of effort and intrinsic motivation on risky choice", 
Marketing Science, Vol. 22, No.4, pp. 477-502. 

Kivetz, R. and Simonson, I. (2003), "The idiosyncratic fit heuristic: Effort advantage as 
a determinant of consumer response to loyalty programs", Journal qf Marketing 
Research, Vol. 40, No.4, pp. 455-467. 



226 

Klein, G. S. (1951), A personal world through perception. In Blake, R. R. and Ramsey, 
G. V., (Eds.). Perception: an approach to personality, New York: The Ronald 
Press Company, pp. 320-355. 

Klein, N. M. and Oglethorpe, I. E. (1987), "Cognitive reference points in consumer 
decision making", Journal of Consumer Research, Vol.14,No.l,pp. 183-187. 

Kolbe, R. H. and Burnet, M. S. (1991), "Content analysis research: an examination of 
applications with directions for improving research reliability and objectivity", 
Journal of Consumer Research, Vol. 18, No.2, pp. 242-250. 

Kongsompong, K. (2006), "Cultural diversities between Singapore and Australia: An 
analysis of consumption behavior", The Journal of American academy of 
Business, Vol. 9, No.2, pp. 87-92. 

Kopalle, P. K. and Neslin, S. A. (2003), "The Economic Viability of Frequency Reward 
Programs in a Strategic Competitive Environment", Review of Marketing 
Science, Vol. 1, pp. 1-39 

Kotler, P., Wong, V., Saunders, J., et al. (2005), Principles of Marketing, Fourth 
European edition, England: Pearson Eucation Limited. 

Kozhevnikov, M. (2007), "Cognitive styles in the context of modem psychology: 
toward an integrated framework of cognitive style", Psychological Bulletin, Vol. 
133, No.3, pp. 464-481. 

Krishnamurthi, L., Mazumdar, T., and Raj, S. P. (1992), "Asymmetric Response to 
Price in Consumer Brand Choice and Purchase Quantity Decisions", Journal of 
Consumer Research, Vol. 19, No. December, pp. 387-400. 

Krueger, R. and Casey, M. A. (2000), Focus groups: A practical guide for applied 
research, 3rd edition, California, USA: Sage Publications. 

Lageat, T., Czellar, S., and Laurent, G. (2003), "Engineering hedonic attributes to 
generate perceptions of luxury: Consumer perception of an everyday sound", 
Marketing Letters, Vol. 14, No.2, pp. 97-109. 

Laibson, D. and Zeckhauser, R. (1998), "Amos Tversky and Ascent of Behavioral 
Economics", Journal of Risk and Uncertainty, VoL 16, pp. 27-47. 

Lastovicka, J. L. (1982), "On the validation of lifestyle traits: a review and illustration", 
Journal of Marketing Research, Vol. 19, pp. 126-138. 

Lattin, J. M. and Bucklin, R. E. (1989), "Reference Effects of Price and Promotion on 
Brand Choice Behavior", Journal of Marketing Research, VoL 26, No. August, 
pp. 299-310. 

Lee, I. A. and Kacen, J. J. (2008), "Cultural influences on consumer satisfaction with 
impulse and planned purchase decisions", Journal of Business Research, Vol. 
61, pp. 265-272. 

Lee, T. W. (1999), Using qualitative methods in organizational research, London: 
Sage. 

Lehmann, D. R. and Winer, R. S. (1997), Product Management, 2nd edition, Sydney: 
Irwin. 

Leo, c., Bennett, R., and Hartel, C. E. I. (2005), "Cross-cultural differences in consumer 
decision-making styles", Cross-Cultural Management, Vol. 12, No.3, pp. 31. 

Leonard, N. H., Scholl, R. W., and Kowalsk~ K. B. (1999), "Information processing 
style and decision making", Journal of Organizational Behavior, Vol. 20, pp. 
407-420. 

Levin, I. P. and Gaeth, G. J. (1988), "How consumers are affected by the framing of 
attribute information before and after consuming the product", Journal of 
Consumer Research, Vol. 15, No.3, pp. 374-378. 



227 

Levin, I. P., Schnittjer, S. K., and Thee, S. L. (1988), "Information framing effects in 
social and personal decisions", Journal of Experimental Social Psychology, Vol. 
24, No.6, pp. 520-529. 

Levin, I. P. and Chapman, D. P. (1990), "Risk taking, frame of reference, and 
characterization of victim groups in AIDS treatment decisions ", Journal of 
Experimental Social Psychology, Vol. 26, No.5, pp. 421-434. 

Levin, I. P. and Chapman, D. P. (1993), "Risky decision making and allocation of 
resources for leukemia and AIDS programs", Health Psychology, Vol. 12, No.2, 
pp. 110-117. 

Levin, I. P., Gaeth, G. 1., Schreiber, J., et a1. (2002), "A new look at framing effects: 
distribution of effect sizes, Individual differences, and interdependence of types 
of effects", Organizational Behavior and Human Decision Processes, Vol. 88, 
No.1, pp. 411-429. 

Lewis, M. (2004), "The influence of loyalty programs and short term promotion on 
customer retention", Journal of Marketing Research, Vol. 41, No.3, pp. 281-
292. 

Lichbach, M. I. (2003), Is rational choice theory all of social science? , Chicago: 
University of Michigan Press. 

Lichtenstein, D. R. and Bearden, W. B. (1989), "Contextual Influences on Perceptions 
of Merchant-Supplied Reference Prices", Journal of Consumer Research, Vol. 
16, No. June, pp. 55-66. 

Locke, E. A. and Latham, G. P. (1991), "Self-regulation through goal setting", 
Organi=ational Behavior and Human Decision Processes, Vol. 50, pp. 212-247. 

Loewenstein, G. F., Thompson, L., and Bazerman, M. H. (1989), "Social utility and 
decision making in interpersonal contexts", Journal of Personality and Social 
Psychology, Vol. 57, No.3, pp. 426-441. 

Loewenstein, G. F., Weber, E. U., and Hsee, C. K. (2001), "Risk as feelings", 
Psychological Bulletin, Vol 127, No.2, pp. 267-286. 

Luo, X. (2005), "How does shopping with others influence impulse purchasing?", 
Journal of Consumer Psychology, Vol. 15, No.4, pp. 288-294. 

Lysonski, S., Durvasula, S., and Zotos, Y. (1996), "Consumer decision-making styles: a 
multi-country investigation", European Journal of Marketing, Vol. 30, No. 12, 
pp. 10-21. 

Maheswaran, D., StemthaL B., and Gurhan, Z. (1996), "Aquisition and Impact of 
Consumer Expertise", Journal of Consumer Psychology, Vol. 5, pp. 115-133. 

Stanford. 
Maimaran, M. and Simonson, I. (2007), The Bold -Timid Divide in Consumer 

Choice[online], Stanford: Graduate School of Business, Stanford University, 
May 8: WORK IN PROGRESS. Available at: 
http://www.gsb.stanford.edu/facseminars/pdfsl2007 05-
09 Maimaran update. pdf, accessed [20th April 2010]. 

Maktoba, 0., Williams, R. L., and Lingelbach, D. (2009), "Global brand-entry strategy 
to manage corporate reputation", Journal of Product and Brand Management, 
Vol. 18, No.3, pp. 177-187. 

Mano, H. and Oliver, R. L. (1993), "Assessing the Dimensionality and Structure of the 
Consumption Experience: Evaluation, Feeling and Satisfaction", Journal of 
Consumer Research, Vol 20, No.3, pp. 451-446. 

Markus, H. and Ruvolo, A. (1989), Possible selves: Personalized representations of 
goals. In Pervin, A. , (Eds.). Goal concepts in personality and social p~ychology 
HiIlsdale,NJ: Erlbaum, pp. 211-242. 



228 

Maslow, A. H. (1943), "A Theory of Human Motivation", Psychological Review, Vol. 
50, No. July, pp. 370-396. 

Maslow, A. H. (1954), Motivation and Personality, New York: Harper and Brothers. 
Maslow, A. H. (1970), Motivation and Personality, 2nd edition, New York: Harper and 

Row. 
Maule, A. J. (1989), Positive and negative decision frames: A verbal protocol analysis 

of the Asian disease problem of Kahneman and Tversky. In Montgomery, H. 
and Svenson, 0., (Eds.). Process and strncture in human decision making New 
York: Wiley, pp. 163-180. 

Mayfield, 1., Mayfield, M., and Kopt: 1. (1995), "Motivating Language: Exploring 
Theory with scale development", Journal qf Business Communication, Vol. 32, 
No.4, pp. 330-344. 

Mayhew, G. E. and Winer, R. S. (1992), "An empirical analysis of internal and external 
reference prices using scanner data", Journal of Consumer Research, Vol. 19, 
No.1, pp. 62-70. 

Mazumdar, T. and Papatia, P. (1995), "Loyalty Differences in the Use of Internal and 
External Reference Prices", Marketing Letters, Vol. 6, No. March, pp. 111-122. 

McDaniels, T. L. (1992), "Reference Points, Loss Aversion, and Contingent Values for 
Auto Safety", Joumal of Risk and Uncertainty, Vol. 5, No.2, pp. 187-200. 

McDonald, W. J. (1994), "Psychological Associations with Shopping: A Moderator 
Variable Perspective", Psychology and Marketing, Vol. 11, No.6, pp. 549-568. 

McGuire, W. J. (1976), "Some internal psychological factors influencing consumer 
choice", Journal of Consumer Research, Vol. 2, No. March, pp. 302-319. 

McKenzie, C., Nelson, R. M., and Jonathan, D. (2003), "What speaker's choice offi-ame 
reveals: Reference points, frame selection and framing effects", Psychonomic 
Bulletin and Review, Vol. 10, No.3, pp. 506-602. 

McKenzie, C. R. M. and Nelson, 1. D. (2003), "What a speaker's choice of frame 
reveals: Reference points, framing selection and framing effects", Psychonomic 
Bulletin and Review, Vol. 10, No.2, pp. 596-602. 

Millan, A. and Esteban, A. (2004), "Development of a multiple-item scale for measuring 
customer satisfaction in travel agencies services", Tourism Management, Vol. 
25, pp. 533-546. 

Mitchell, R. E. (1967), "The use of content analysis for explanatory studies", The Public 
Opinion Quarterly, Vol. 31, No.2, pp. 230-241. 

Mitchell, V. W. and Bates, L. (1998), "United Kingdom Consumer Decision-Making 
Styles", Journal of Marketing Management, Vol. 14, pp. 199-225. 

MNEC (2009), The Greek Economy at a glance[online], Athens: Hellenic Republic, 
Ministry of Economic and Finance. Available at: 
http://www.mnec.gr/export/siteslmnecienieconomics/greek economy prospectsiFactShcct Grcc 
kEconomy May2 08.pdt: accessed [20th July 2009]. 

Morgan, D. (1997), Focus Groups as Qualitative Research, 2nd edition, London: Sage 
Publications. 

Morgan, D. L. (1998), Planning Focus Groups, Thousands Oaks, CA: Sage 
Publications. 

Moschis, G. P. and Moore, R. L. (1979), "Decision Making among the young: A 
socialization perspective", Journal of Consumer Research, Vol. 6, pp. 101-112. 

Mulhern, F. 1. and Leone, R. P. (1991), "Implicit Price Bundling of Retail Products - A 
Multiproduct Approach to maximizing store profitability", Journal of Marketing 
Research, Vol. 55, No.4, pp. 73-76. 



229 

Munro, A and Sugden, R. (2003), "On the theory of reference dependent preferences", 
Journal o/Economic Behavior and Organization, Vol. 50, No.4, pp. 407-428. 

Mussweiler, T. (2003), "Comparison processes in social judgment: Mechanisms and 
consequences ", Psychological Review, Vol. 110, No.3, pp. 472-489. 

Neale, M. A. and Bazerman, M. H. (1985), "The effects of framing and negotiator 
overconfidence on bargaining behaviors and outcomes", Academy of 
Management Journal, Vol. 28, No.3, pp. 4-49. 

Neale, M. A, Huber, V. L., and Northcraft, G. B. (1987), "The framing of negotiations: 
Contextual versus task frames", Organizational Behavior and Human Decision 
Processes, Vol. 39, No.2, pp. 228-241. 

Nielsen, A C. (1993), Greece:Nielsen Census, Athens, Hellas. 
Novemsky, N., Dhar, R, Schwarz, N., et a1. (2007), "Preference fluency in choice", 

Journal 0/ Marketing Research, Vol. 44, No.3, pp. 347-356. 
NSSG (2008), Greece in Figures[online], National Statistical Service of Greece: 

Statistical information and publication division. Available at: 
http://www.statistics.gr/eng tableslheUas in numbers EN.pdf, accessed [18th 
May 2009]. 

Nunnally, J. C. (1970), Introduction to psychological measurement, New York: 
McGraw-Hill Book Company. 

Nunnally, J. C. and Bernstein, I. H. (1994), Psychometric Theory, 3rd edition, New 
York: McGraw-Hill 

O'brien, L. and Jones, C. (1995), "Do Rewards Really Create Loyalty?", Harvard 
Business Review Vol. 73, No.3, pp. 75-82. 

O'Gass, A (2000), "A Psychometric evaluation of a revised revision of the Lennox & 
Wolfe revised self-monitoring scale", Psychology and Marketing, Vol. 17, No. 
5, pp. 397-419. 

O'NeaL G. S., Hines, 1. D., and Jackson, H. O. (1990), Interpreting the meaning of 
consumer perceptions of clothing quality. In Horridge, P., (Eds.). ACPTC 
Proceedings (p. 88), Monument, CO: The association of College Professors of 
Textiles and Clothing. 

o 'Curry, S. and Strahilevitz, M. (2001), "Probability and Mode of Acquisition Effects 
on Choices Between Hedonic and Utilitarian Options", Marketing Letters, Vol. 
12, No.1, pp. 37-50. 

Ob, 1. and Fiorito, S. S. (2002), "Korean women's clothing brand loyalty", Journal of 
Fashion Marketing and Management, Vol. 6, No.3, pp. 206-222. 

Olson,1. C. and Jacoby, 1. (1972), Cue utilization in the quality perception process. In 
Venkatesan, M., (Eds.). Proceedings: Third Annual Conference of the 
Association for Consumer Research, pp. 167-179. 

Oppewal, H. and Koelemeijer, K. (2005), "More choice is better: Effects of assorment 
size and composition on assortment evaluation", International Journal of 
Research in Marketing, Vol. 22, No.1, pp. 45-60. 

Ordonez, L. D., Connolly, T., and Coughlan, R. (2000), "Multiple reference points in 
satisfaction and fair assessment", Journal l?i Behavioral Decision Making, Vol. 
13, pp. 329-344. 

Parasuraman, A, Zeithaml, V. A, and Berry, L. (1988), "A multi item scale for 
measuring consumer perception of service quality", Journal of Retailing, Vol. 
64, No.1, pp. 12-40. 

Parasuraman, A, Zeithaml, V. A, and Malhotra, A. (2005), "E-S-Qual: A Multiple-Item 
Scale for assessing Electronic Service Qua;ity", Journal of Service Research, 
Vol. 7, pp. 213-233. 



230 

Park, C. W., Iyer, E. S., and Smith, D. C. (1989), "The Effects of Situational Factors on 
In-Store Grocery Shopping Behavior: The Role of Store Environment and Time 
Available for Shopping", Journal of Consumer Research, Vol. 15, No. March, 
pp. 422-433. 

Park, F. E., Yu, F., and Zhou, F. X. (2010), "Consumer innovativeness and shopping 
styles", Journal of Consumer Marketing, Vol. 27, No.5, pp. 437-446. 

Payne, J. W. (1976), "Task Complexity and Contingent Processing in Decision Making: 
An Information Search and Protocol Analysis", Organizational Behavior and 
Human Performance, Vol 16, pp. 366-387. 

Payne, J. W. (1982), "Contingent Decision Behavior", Psychological Bulletin, Vol. 92, 
pp. 382-402. 

Payne, J. W., Bettman, J. R., and Johnson, E. J. (1992), "Behavioral Decision Research: 
A Constructive Processing Perspective", Annual Review of Psychology, Vol. 43, 
pp.87-131. 

Pervin, L. A (1989), Goal concepts in personality and social psychology: A historical 
perspective. In Pervin, L. A. , (Eds.). Goal concepts in personality and social 
psychology, Hillsdale, NJ: Erlbaum, pp. 1-17. 

Peter, J. P., Olson, J. C., and Grunert, K. G. (1999), Consumer Behaviour and 
marketing strategy: European edition, London: McGraw-Hill. 

Petrova, P. and Cialdini, R. (2005), "Fluency of consumption imagery generation and 
the reversed affect of imagery appeals", Advances in consumer research, Vol. 
32, No.1, pp. 33-33. 

Piron, F. (2000), "Consumers perceptions of the country-of-origin effect on the 
purchasing intentions of (in)conspicuous products", Journal of Consumer 
Research, Vol. 17, No.4, pp. 308-321. 

Price, L. (2004), "Individual differences in learning: cognitive control, cognitive style, 
and learning style ", Educational Phychology, Vol. 25, No.5, pp. 682-698. 

Prince, M. (1993), "Women, Men and Money Styles", Journal of Economic Psychology, 
Vol. 14, pp. 175-182. 

Proctor, T. (2005), Essentials for marketing research, 4th edition, Essex, England: 
Pearson Educational Limited. 

Punch, K. F. (2006), Developing effective research proposals, 2nd edition, London: 
Sage Publications. 

Puntoni, S. and Tavassol~ N. T. (2004), Social Context and Message Reception, 
Working paper, London. 

Puto, C. P. (1987), "The framing of buying decisions", Journal ~f Consumer Research, 
Vol. 14, pp. 301-315. 

Qualls, W. J. and Puto, C. P. (1989), "Organizational climate and decision framing: An 
integrated approach to analyzing industrial buying decisions", Journal of 
Marketing Research, Vol. 26, No.2, pp. 179-192. 

Radder, L., Li, Y., and Pietersen, J. (2006), "Decision-Making Styles of Young Chinese, 
Motswana, and Caucasian Consumers in South Africa: An exploratory Study", 
Journal of Family Ecology and Consumer Sciences, Vol. 34, pp. 20-31. 

Rajagopal, A. (2009), "Cognitive factors affecting buying decision of young consumers: 
role of arousal and merriment", International Journal of Economics and 
Business Research, Vol. 1, No.4, pp. 454-466. 

Rajendran, K. N. and Tellis, G. J. (1994), "Contextual and Temporal Components of 
Reference Price", Journal of Marketing Research, Vol. 58, No. January, pp. 22-
34. 



231 

Raju, P. S., Subhash. L. c., and Mangold, G. W. (1995), "Differential Effects of 
Subjective Knowledge, Objective knowledge and Usage Experience on Decision 
making: An Explanatory Investigation", Journal of Consumer Psychology, Vol. 
4, pp. 153-180. 

Rayner, S. and Riding, R 1. (1997), '"Towards a categorization of cognitive styles and 
learning styles", Educational Phychology, Vol. 17, pp. 5-27. 

Reise, S. P., Waller, N. G., and Comrey, A. L. (2000), "Factor analysis and scale 
revision", Psychological Assessment, Vol. 12, No.3, pp. 287-297. 

Reyna, V. F. and Brainerd, C. 1. (1991), "Fuzzy-trace theory and framing effects in 
choice: Gist extraction, truncation, and conversion", Journal of Behavioral 
Decision Making, Vol. 4, No.4, pp. 249-262. 

Riding, R. and Cheema, I. (1991), "Cognitive styles - an overview and integration", 
Educational Phychology, Vol. 11, No.3, pp. 193-215. 

Riding, R. and Cheema, I. (1991), "Cognitive styles - an overview and integration", 
Educational Psychology, Vol. 11, No.3, pp. 193-215. 

Roman, S. (2006), "The Ethics of Online Retailing: A scale development and validation 
from the consumers' perspective", Journal of Business EthiCS, Vol. 72, No. 131-
148. 

Rosch. E. (1975), "Cognitive Reference Points", Cognitive Psychology, Vol. 7, No.4, 
pp. 532-547. 

Roszkowsk~ M. 1. and Snelbecker, G. E. (1990), "Effects of framing on measures of 
risk: Financial planners are not immune", The Journal of Behavioral Economics, 
Vol. 19, No.3, pp. 237-246. 

Rowan, N. and Wulff, D. (2007), "Using qualitative methods to inform scale 
development", The Qualitative Report, Vol 12, No.3, pp. 450-466. 

Rowe, A. 1. and Boulgarides, 1. D. (1992), Managerial Decision Making, New York, 
NY: Macmillan, Publishing Company. 

Rowe, D. and Pulo, C. P. (1987), "00 consumers' reference points affect their buying 
decisions", Journal of Consumer Research, Vol. 14, No.1, pp. 188-192. 

Samiee, S. and Jeong, I. (1994), "Cross-Cultural Research in Advertising: An 
Assessment of Methodologies", Journal of the Academy of Marketing Science, 
Vol. 22, No.3, pp. 205-217. 

Schaninger, C. M. and Sciglimpaglia, D. (1981), "The Influence of Cognitive 
Personality Traits and Demographics on Consumer information Acquisition", 
The Journal of Consumer Research, VolS, No.2, pp. 208-216. 

Schiffman, L. G. and Kanuk, L. L. (2004), Consumer Behavior, 8th edition, USA: 
Prentice Hall. 

Schkade, D. A. and Johnson, E. J. (1989), "Cognitive Processes in Preference 
Reversals", Organi=ational Behavior and Human Decision Processes, Vol. 44, 
No.2, pp. 203-231. 

Schneider, B., Wheeler, J. K., and Cox, J. F. (1992), "A passion for service using 
content analysis to explicate service climate themes", Journal of Applied 
Psychology, Vol. 77, No.5, pp. 705-716. 

Schurr, P. H. (1987), "Effects of gain and loss decision frames on risky purchase 
negotiations", Journal of Applied Psychology, Vol. 72, No.3, pp. 351-358. 

Seale, C. (1999), The Quality of Qualitative Research, London: Sage. 
Seock, Y.-K. and Bailey, L. R. (2009), "Fashion promotions in the Hispanic Market: 

Hispanic consumers' use of information sources in apparel shopping", 
International Journal of Retail and Distribution Management, Vol. 37, No.2, 
pp. 1-21. 



232 

ShafIf, E. and Thaler, R. H. (2006), "Invest now, drink later, spend never: On the mental 
accounting of delayed consumption", Journal 0/ Economic Psychology, Vol. 27, 
No.5, pp. 694-712. 

Sheth, J. N. (1974), A Field Study of Attitude Structure and the Attitude-Behavior 
Relationship. In Sheth, Jagdish N., (Eds.). Models of Buyer Behavior: 
Conceptual, Quantitative, and Empirical, New York: Harper and Row, pp. 242-
268. 

Sheth, J. N., Newman, B. I., and Gross, B. L. (1990), Why We Buy What We Buy: A 
Theory o/Consumption Values, Cincinnati, Ohio: South-Western Publishing Co. 

Sheth, 1. N., Newman, B. I., and Gross, B. L. (1991), "Why we buy what we buy: A 
theory of consumption values", Journal of Business Research, Vol. 22, No.2, 
pp. 159-170. 

Shim, S. (1996), "Adolescent Consumer Decision Making Styles: The Consumer 
Socialization Perspective", Psychology and Marketing, Vol. 13, No.6, pp. 547-
569. 

Shim, S. and Gehrt, K. C. (1996), "Hispanic and Native American Adolescents: An 
Exploratory Study of Their Approach to Shopping", Journal of Retailing, Vol. 
72, No.3, pp. 307-324. 

Shim, S. and Koh, A. (1997), "Profiling Adolescent Consumer Decision Making Styles: 
Effects of Socialization Agents and Social-Structural Variables", Clothing and 
Textiles Research Journal, Vol. 15, No. I, pp. 50-59. 

Shirai, M. and Meyer, R. (1997), "Learning and the Cognitive Algebra of Price 
Expectations", Journal o/Consumer Psychology, Vol. 6, No.4, pp. 365-388. 

Shiv, B. and Huber, J. (2000), "The impact of anticipating satisfaction on consumer 
choice", Journal o/Consumer Research, Vol. 27, No.2, pp. 202-216. 

Silverman, D. (2000), Doing a qualitative research: A practical handbook, London: 
Sage. 

Simon, H. A. (1958), Models of Man, New York: Wiley and Sons. 
Simonson, I. (1989), "Choice based on reasons: the case of attraction and compromise 

effects", Journal o/Consumer Research, Vol. 162, No.2, pp. 158-174. 
Simonson, I. and Tversky, A. (1992), "Choice in Context: Tradeoff Contrast and 

Extremeness Aversion", Journal 0/ Marketing Research, Vol. 29, No.3, pp. 
281-295. 

Simonson, I., Carmon, Z., and o 'Curry, S. (1994). "Experimental evidence on the 
negative effect of product features and sales promotions on brand choice", 
Marketing Science, Vol. 13, No. Winter, pp. 23-40. 

Singelis, T. M. (1994), "The measurement of independent and interdependent self­
construals", Personality and Social Psychology Bulletin, Vol. 20, No.5, pp. 580-
591. 

Siu, N. Y. M., Wang, C. C. L., and Chang, L. M. K. (2001), "Adapting Consumer Style 
Inventory to Chinese Consumers: A Confirmatory Factor Analysis Approach", 
Journal of International Consumer Marketing, Vol. 13, No.2, pp. 29-47. 

Smallbone, D., Piasecki, B., Venesaar, u., et al. (1999), "Internationalisation and SME 
development in transition economies: An international comparison", Journal of 
Small Business and Enterprise Development, Vol. 5, No.4, pp. 363-375. 

Smith, H. W. (1975), Strategies 0/ Social Research: The Methodological Imagination 
Englewood Cliffs, NJ: Prentice Hall. 
Solomon, M., Bamossy, G., Askegaard, S., et al. (2006), Consumer Behaviour: A 

European perspective, 3rd Edition, USA, New Jersey: Prentice Hall. 



233 

Sparks, B., Butcher, K., and Brandley, G. (2008), "Dimensions and correlates of 
consumer value: An application to the timeshare industry", International Journal 
of Hospitality and Management, Vol. 27, pp. 98-108. 

Spector, P. E. (1992), Summated rating scale constroc/ion: An Introduction, London: 
Sage Publications. 

Sproles, G. B. (1985), From perfectionism to faddism: measuring consumers' decision­
making styles, Proceedings of: Proceedings American Council on Consumer 
Interests, USA, pp. 79-85. 

Sproles, G. B. and Kendall, E. L. (1986), "A methodology for profiling consumers' 
decision-making styles", Journal of Consumer Affairs, Vol. 20, pp. 267-279. 

Staddon,1. E. R (1992), "Rationality, melioration, and law of effect models for choice", 
American Psychological Society, Vol. 3, No.2, pp. 136-141. 

Stampfl, R. W. (1978), "Perceived risk and consumer decision making", Journal of 
Consumer and Home Economics, Vol 2, pp. 231-245. 

Sternberg, R J. (1997), Thinking Styles, New York: Cambridge University Press. 
Tabachnick, B. G. and Fidell, L. S. (2001), Using multivariate statistics, Boston: Allyn 

and Bacon. 
Tamanidis, T. K. and Owusu-Frimpong, N. (2009), Reference Points: Consumer 

Buying Decision Process, Proceedings of: Academy of Marketing Conference, 
6-9 July, Leeds. 

Tamanidis, T. K. and Owusu-Frimpong, N. (2009), Reference Points: Consumer 
Buying Decision Process, Proceedings of: Academy Qf Marketing Annual 
Conference, 6-9 July, 2009, Leeds Metropolitan Business School, Leeds, pp. 1-
9. 

Tarnanidis, T. K., Owusu-Frimpong, N., and Marciniak, R. (2010), "Consumer Choice: 
Between Explicit and Implicit Referents", Journal of the Marketing Review, Vol. 
10, No.3, pp. 269-286. 

Thaler, R. H. (1980), "Toward a Positive Theory of Consumer Choice", Journal of 
Economic Behavior and Organization, Vol. 1, pp. 39-60. 

Thaler, R. H. (1985), "Mental accounting and consumer choice", Marketing Science, 
Vol. 4, No.3, pp. 199-214. 

Thaler, R. H. (2008), "Mental accounting and consumer choice", Marketing Science, 
Vol. 27, No.1, pp. 15-25. 

Thaler, R. H. (2008a), "Mental accounting and consumer choice: Anatomy of a failure", 
Marketing Science, Vol 27, No.1, pp. 12-14. 

Thibaut,1. W. and Kelley, H. H. (1959), The social psychology of groups, New York: 
John Wiley & Sons. 

Thunholm, P. (2004), "Decision-making style: habit, style of both?", Personality and 
Individual Differences Vol. 36, No.4, pp. 931-944. 

Tolman, E. C. (1959), Principles of purposive behavior. In Koch, S. , (Eds.). 
Psychology: A study of science New York: McGraw-HilL pp. 92-157. 

Triandis, H. C. (1995), Individualism and collectivism, Boulder, CO: Westview. 
Tversky, A and Sattath, S. (1979), "Preference Trees", Psychological Review, Vol. 86, 

No.6, pp. 542-573. 
Tversky, A and Kahneman, D. (1981), "The framing of decisions and the psychology of 

choice", Science, Vol. 211, No. 4481, pp. 453-458. 
Tversky, A and Kahneman, D. (1986), "Rational choice and the framing of decisions", 

Journal of Business, Vol. 59, No.4, pp. 251-278. 
Tversky, A, Sattath, S., and PauL S. (1988), "Contingent Weighting in Judgment and 

Choice", Psychological Review, Vol. 95, No. July, pp. 371-384. 



234 

Tversky, A. and Kahneman, D. (1991), "Loss aversion in riskless Choice: A reference­
dependent model", Quarterly Journal of Economics. Vol. 106, No.4, pp. 1039-
1061. 

Ulgado, F. M. and Lee, M. (1998), "The Korean versus American Marketplace: 
Consumer Reactions to Foreign Products", Psychology and Marketing. Vol. 15, 
No.6, pp. 595-614. 

Van de Ven, A. H. (2007), Engaged Scholarship: A guideJor organizational and social 
research, Oxford: University Press. 

Van Ittersum, K, Pennings, J. M. E., Wansink, 8., et al. (2005), "The effect of primed 
reference points and framed reference points on product attribute importance", 
Advances in consumer research, Vol. 32, pp. 113-115. 

Van Osseiaer, S. M. J., Ramanathan, S., Campbell, M. G., et al. (2005), "Choice based 
on goals", Marketing Letters, Vol. 16, No. 3/4, pp. 335-346. 

Visa Europe (2007), Greek Consumers: Generation gap between consumption 
behaviour and Finances[online),Available at: 
http://www.visa.gr/pressandmedialnewsreleaseslpress37 .jsp, accessed [15th May 
2009]. 

Walsh, G., Mitchell, V. W., and Hennig-Thurau, T. (2001), "Gennan Consumer 
Decision-Making Styles", The Journal oj Consumer Affairs, Vol. 35, No.1, pp. 
73-95. 

Wang, C.-L., Siu, N. Y. M., and Hui, A. S. Y. (2004), "Consumer decision-making 
styles on domestic and imported brand clothing", European Journal of 
Marketing, Vol. 38, No. 1/2, pp. 239-252. 

Wertenbroch, K and Dhar, R. (2000), "Consumer choice between hedonic and 
utilitarian goods", Joumal of Marketing Research, Vol. 37, No. I, pp. 60-71. 

Wertenbroch, K, Soman, D., and Chattopadhyay, A. (2007), "On the perceived value of 
money: The reference dependence of currency numerosity effects", Journal of 
Consumer Research" Vol. 34, No. June, pp. 1-10. 

Wesley, S., LeHew, M., and Woodside, A. G. (2006), "Consumer decision-making 
styles and mall shopping behavior: Building theory using exploratory data 
analysis and the comparative method", Journal oj Business Research, Vol. 59, 
pp. 535-548. 

Westbrook, R. A. and Black, W. C. (1985), "A Motivation-Based Shopper Typology", 
JournaloJRetailing, Vol 61, No. Spring, pp. 78-103. 

White, K and McFarland, C. (2006), "When do mood influence consumer preferences?: 
Moderators of mood congruency", Advances in consumer research, Vol. 33, No. 
1, pp. 266-267. 

Wigley, S. and Moore, M. C. (2007), "The operationalization of international fashion 
retailer success", Journal oj Fashion Marketing and Management, Vol. 11, No. 
2, pp. 281-296. 

Winer, R. S. (1986), "A Reference Price Model of Brand Choice for Frequently 
Purchased Products", Journal oj Consumer Research. Vol. 13, No. Spring, pp. 
250-256. 

Witkin, H. A. and Goodenough, D. R. (1981), Cognitive style: essence and origins, 
New York: International University Press. 

Yi, Y. (1990), "The Effects of Contextual Priming in Print Advertisements", Journal qf 
Consumer Research, Vol 17, No. September, pp. 215-222. 

Yin, T. and Paswan, A. K. (2007), "Antecedents to consumer reference price 
orientation: an exploratory investigation", Journal of product and brand 
management, Vol. 16, pp. 269-279. 



235 

Zaichkowsky, J. L. (1985), "Measuring the involvement construct", Journal of 
Consumer Research, Votu, No.3, pp. 341-353. 

Zemborain, M. R. and Johar, G. V. (2007), "Attitudinal ambivalence and openness to 
persuasion: A framework for interpersonal influence", Journal of Consumer 
Research, Vol. 33, No. March, pp. 506-514. 

Zhang, F. Y. N. (2004), Role of reference points in consumer choice and product 
design: Bayesian methods and empirical tests, PhD Dissertation, Cornell 
University, AAT 3140873. 

PUBLICATIONS 

As a result of this thesis the following papers have been published: 

l. Tarnanidis, T., Owusu-Frimpong, N., and Ruth Marciniak (2010) Consumer 
Choice: Between Explicit and Implicit Reference Points, Journal of the Marketing 
Review, Vol. 10, No.3, pp. 269-286: Westburn Publishers Ltd: Scotland. 

2. Tarnanidis, T., Owusu-Frimpong, N., and Marciniak R. (2010) Consumer Choice 
of Reference Points: A Hierarchical Categorization, European Academy of 
Marketing Conference, Copenhagen University Business School, 1-4 June 2010, 
Copenhagen. 

3. Tamanidis, T., and Owusu-Frimpong, N., and Marciniak R. (2010) An exploratory 
study on the selection of apparel clothing reference points for important shopping 
occasions, Academy of Marketing Conference, Coventry University Business 
School, 6-8 July 2010, Coventry. 

4. Tarnanidis, T., and Owusu-Frimpong, N., and Marciniak R. (2010) Consumer 
Choice: Apparel Clothing Reference Points, Annual International Conference on 
Small and Medium Sized Enterprises: Management-Marketing-Economic and 
Social Aspects, Athens Institute for Education and Research (ATINER), 2-5 
August 2010, Athens. 

5. Tamanidis, T., and Owusu-Frimpong, N. (2009) The World of Reference Points: 
Consumer Buying Decision Process, Academy of Marketing Conference, Leeds 
Metropolitan University, 6-9 July 2009, Leeds. 

6. Tarnanidis, T. (2009) An Exploratory Study on the Selection of Apparel Clothing 
Reference Points for Important Shopping Occasions and an Investigation of 
Decision-Making Styles of Greek College Students, Annual Research Conference, 
1-2 July 2009, London Metropolitan University, London. 

7. Tamanidis, T. (2008) Consumer Choice of Reference Points: Personality styles, 
Thinking styles, Decision Making styles, University of Manchester, Manchester 
Business School Annual Doctoral Conference, Manchester. 



236 

APPENDICES 

Appendix A: Data Collection Approval of TEl 

Data collection approval from Technological Educational Institution ofThessaloniki 

HELLENIK REPUBLIK 

OREEK MINISTRY OF NATIONAL EDUCATION AND RELIGIOU AFFAIRS 

ALEXANDREIO 
TECHNOLOOICAL EDUCATIONAL INSTITUTION (A.T.E.L) 
of THE S SAL 0 N 1 K I 

MANAGEMENT AND ECONOMICS SCHOOL 

DEPART. OF TRADE & ADVERT. (MARKETING) 

Address : C.P. 57400. Sindos. TbessaJoniki 
P.O.Box 141 

Information M'rs Katerina Kosmidou 
Telephone Center: 2310.791.111 
Telephone: 2310.791.563 
Fax: 2310.791.563 

CERTIFICATION 

ThessaJoniki 09/ 612009 
Reference Number: M 11 S/1287 

We certify that a1l:er the application of Mr. TARNANJDIS THEOD ROS with 
reference nmnber MF15/1 085128-4-09. the Board of our deportment with th.e decision 
Dumber 6/6-5-09 approved the coUection of data from the students of our department 
for his PhD thesis at the U.niversity of London MetropoUtan. Department Marketina 
and CODlJDuoications. with the title <<An Exploratory Study on the Selection 
of Reference PQints .for App'w"cl ~nsumption. An Investigation of Decision MaJdna 
Styles of Gieck APparel Shoppers» 

• 
:1 . . ... • • 

"l1li' t 

., " . .. . '. t .. ~ .. :- .. 

....... .. .. 

, . . ~ 

.- . 

The Head of the School 
• Signanue 

'. .. Professor Di.mitrios Karapistolis 
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Appendix B: English Version Focus Group Discussions 

B1. Consent Form 

I am a research student at the London Metropolitan Business School. My thesis is on the 

selection of apparel clothing reference points for important shopping occasions and an 

investigation of decision-making styles of Greek college students. This study will 

collect data from college students, whose major is in Business Administration and 

Marketing and study at the Technological Education Institution in Thessaloniki. 

The focus group session will last a maximum of one-and-a-half hours. Your 

participation in this study is voluntary. If you choose not to participate or to withdraw 

from the study at any time, there will be no penalty. The answers that you give will 

remain confidential and you will not be individually identified in any analysis of the 

results of this questionnaire. All information you provide will be anonymous and will be 

used for research purposes only. If you have no objections, tape recording will be used 

during the discussions, only for the purposes of analysing the data. 

Despite the fact that there may be no direct benefit to you, your participation in focus 

group discussions will expand our knowledge by categorizing consumer reference 

points for apparel clothing shopping occasions. If you have any questions concerning 

the purpose of this research study or any other questions about the subject's validity and 

ethical issues you can discuss them directly with me. 

Sincerely, 

Theodoros Tamanidis 
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B2. Qualitative Questionnaire 

Guidelines: 

The main purpose of this research is to categorize consumers' apparel clothing reference 
points for important shopping occasions (i.e. weddings, social parties, anniversaries, 
celebrations and work). A reference point is an indicator or neutral point of comparison 
that orients consumers to form their choices. This indicator originates from two sources. 
The first one comes from the marketing programme of a selier, and can be named as an 
"explicit reference point". The second one comes from your perspective as consumers, 
and can be named as an "implicit reference point". Therefore this session aims to 
identify the possible indicants that act as reference points, by trying to categorize them 
in a meaningful and constructive way. 

Opening: 

QI: So in order for everybody to become familiar with each other, I would like you to 
tell me your name, which year of study you are in, where you come from, and where 
you currently live while you are studying. 

Introductions: 
Q2: Think back to the last time you purchased a clothing item for an important shopping 
event or occasion. What was the occasion and what clothing item did you buy? 

Key Discussions: 

Q3: For that important shopping occasion that you answered on question two please 
consider answering the following sub-questions: 

Q3,): What criteria or attachments did you consider as important when evaluating the 
clothing item that you bought? 

Q3.2: What benefits did you expect to satisfy through the purchase of an apparel clothing 
item for that important shopping occasion that you had? 

Q3,3: What kind of rewards did you anticipate when purchasing clothing items for that 
specified event? 

Q3.4: How did you evaluate the rewards or the different offers of the product? 

Q3,S. What kind of comparisons did you make in order to structure your final 
preferences? 

Q3.S: Did the level of assortment (i.e. large versus small variety) have an impact on 
distinguishing your ideal choice among alternatives? 
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Q3,9. What sources of information did you use in order to make your fInal selections, in 
that respect? 

Q3,lO. What personal goals did you have in your apparel purchases? 

Q3,ll. How did your emotional conditions (i.e. moods) affect your selections? 

Q3,12. What aesthetics were you trying to satisfy? 

Q3,13: Did you sacrifice enough of your time to structure your preferences? 

Q3,14. How did social referents (i.e. family, friends, colleagues, etc) influence you? 

Q3,IS. How did cultural referents (i.e. norms, values) influence you? 

Q3,16. What economic referents do you usually have? 

Closing: 

Q4. Finally, is there anything else that acts as an important source of potential reference 

points or referents that we haven't discussed? 

Thank you for your participation 



Appendix C: Greek Version Focus Group Discussions 

Ct. Consent form 

I:l)VaiVECJ1) KaTonav EV11J1£POOCJ1)<; 
(Informed Consent Form) 
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Ei~at otOaKl"OptKO~ <POtTI)ti)~ crtO 1taVe7t\crrit~10 tOl) London Metropolitan, 1t0l) COpCUEt 
crro Aovoivo TI)~ AyyAi~. To O£).la 'tll~ tpeuva~ ).lou EiVat 0 ICaOoptcr~o<; nov 
eVOU).laroAoytKrov crTJ).lEirov ava<poptl<; 'tOlV EUi)vcov CP01't11'trov OX; KataVaArotE<; otav 
1tPOKEltat 'Y1a tOlal'tEpE<; 1tEPlcrto:crEt~, KaOro<; Kat aVaAUcrTJ tOU tP01tOU ~E tOV 01toio 
Aa~pO:vouv MOq>O:crE~. H EPEUVOJ.1EVTl ).lOvo:oa 1tA119ucr).lOU Eiva1 01 'Ell11VE<; <P01t11TE<;, 01 
o1toiOt cr1tOuOO:~ouv crto T~itJ.la J.lO:pKEnvyK TOU AAE~O:VOPE10U TEXVOAo'YtICOU 
EK1tatOEUnKou IOpu).latO~ 'tll~ 9EcrcraAoViKf1<;, 11A1Kiac; 18-25 EtroV. 

H cru~it'tllcrTJ nov o).l<iOcov EcrnO:cr11~ Oa tXEl ~tytcrt11 OltlpICEla J.lia ropa. H crUJ.l).lETOXit cra<; 
cr'tllv 1tapoucra tpEUva Elval E9EAoVnKT), Ka1 ~1tOPEitE va a1tOxcopitcrETE 01tOtO:Oit1tOTE 
crnY).lit KaTtl 'tllv olO:pKEta tCOV cru~l1nlcrErov. 01 a1tavti)crE~ 01 01tOie<; Oa oroaere, ea 
1tapaJ.lE1VOUv E~7t\atEUnKt<; , ICal aa TflP119Ei a1tOA,UTfl EXE~UOela. 'OAc<; 011tA,l1PO<Popie<; 
1tOU Oa orocrere Oa elvat avroVU).lE<;, Kat ea XP11at~01tOt11aOUV J.lOVO 'Y1a T11V tpcuva au'tll. 
Av oev exere avripP11crf1, 11 cru~it't1lcrf1 9a Kata'Ypa<pEi ~a'YV11T\ICO:. ~ovo 'Yta A.6you~ 
aVO:Aucrf1<; rcov OeOO).l£VCOV. 

TIapoAo 1tOU O:~Ecra OEV 9a MOKOJ.licrEtE Ktl1tOtO 1tAcOVeKTfl~a, 11 cru~J.lETOxit cra<;. crT~ 
OJ.laotK~ cru~l1ti)crEt~, 9a cruvetcr<pSpEt crto va 1tpoaX9Ei 11 e1ttcrnU.l.11 tOU Mo:pICEnVYK, Ka1 
1t010 cru'YKEKptJ.l£Va crt11v aVO:Aucr11 t11<; cru).l1tEP1<POp~ TroV EUitvrov ICaraVaAcotrov. 
TEActOOVOVta<;, J.l1t0PElrE va a1tEu9uv9EltE crE EJ.lSVa ym 1tEpattEpro OteUICptvitcrE1<; 'Yla 
TOU~ crT6xou~ 't1l<; 1tapoucra<; epEuva<; Ka9~ Kal 'Y1a t11V nlP11cr11 rou KroolKa 1191KT)<; 
OEovToAoyta<;. 

Tapvavio11<; 8eooropo<; 
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C2. Qualitative questionnaire 

"OIOTIKH EPEYNA: OMAAEl: l:YZHTHl:EilN (Focus Groups) 

OdHnE~: LTU.lEio avucpopru; EivUl £Va<; OUOEtf:pO~ <ruYKPtnKO~ OEiKt1l~, 0 onoio~ 
KU'teu9Uvel Tl~ uyOpUcr'tlKEc,; <ruvi]gelE~ 'to)v KU'tUVUAro'tC.oV. Au'to~ 0 KU'tUVUArottKOc,; 
<ruyKP1't1KO~ OeilcrTt~ 7t1ly~el roto 0'60 7t1lyEe,;. H np<OtTt 7t1ly~ npoEpxE'tUl uno t1lv nAeupa 
'to)v ncoA:rrrcOv KUl ucpopa 'to crUvoAo 'tou npoypaIlJ.W:tOC; 'tOU lliYIlU'tOc,; llapKEnVYK KUl 
ovoJ.la~e'tat oeiKtTJC; 'ellcpuvou~ <JT)J.lEiou uvucpopa~'. H OeU'tEPTJ 7t1l~ npoEXE'tUt uno 'tTtv 
7tAeopa'tcov KU'tUVaAro'tcOV KUl oVOIl~€'tUl o~;iKtTJ~ 'J.lTt EIlCPUVOU~ UTJJ.lEiou uvucpopru;'. 

o clptoc,; cr'tOxoc,; 'tT)c,; nupoucruc,; EPeuVUc,; eiVat 0 Ku90PIOJ.lOC; 'tcov evouIlU'tOAoYIKcOV 
<JT)J.1sirov uvucpopcic; nov KU'tUVaArotcOV o'tuv 7tpOKSl'tat YIU tOluin:pec,; nEpt<J'taOEte,;, 01tCOc,; 
uppu~rovE~, JC01VCJ)VIJCE~ eKOTJAcOcre~, E1t€'teiou~, YIOP'tE~ KUl Epyucriu. 

EvomIU "prom: 'Evgp9J 

npOOCOnlKE~ <ruo'tacrElc,; (7t.X. Ov0J.1u, EtO~ cr1tOUOcOV, 't01tO~ KU'tUyCO~C;, KU1't07t0c,; 
Olullovi]~) 

EvOm'TU AEV'TEpn: EuruyroyD 

euJ.1TJgehe 'tT)v 'tEAeu'tuiu cpopa 7tOU uyopacrute £VU 7tp0'lov tvOUUTJC; YIU Ilia tOlui'tEPll 
7tEpicr'tu<JT) (7t.X.<JT)IlUVTlKO yeyovo~). 

- Ti Eioouc,; nepio'tu<JT) ~'tuv; ...................................................................... . 

Kal 

- Tl tvoullU uYopaou'te; ......................................................................... . 

Evom'Tu TpiTn: l:l)U)mgn 

Me 7tOlU KPltTtPlU ~tOAo~cru'te to 7tPO'lov 'to 07t010 uyopacru'te; 
ncOc,; 'tU U~tOAo~crU"[f: 'tU KP1tTtpta uU'ta; 
Ti 7tAeOVEKtTtIlU'tU 9iAU'tE vu U1tOKOIl~u'te uno 'tT)v uyopa OU~ uutTt; 



Ano n EWOl><; Ka'taOn1J.la nponJ.l~oa'tE va Kclv€'tE Tllv ayopa oac; au't~ Kal Ylati; (n.x. 
<ruVOlKlaKO, KEVtPIKO, noA:UKa'taClTllJ.la, K'tA) Kal Ylan; 
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Ti EioouC; npOOQ>OpEC; oac; evol£cpEpav Kalnooc; n<; a~lOAorfloa'tE; ( n.x. EKn'tooOEIC;, J.lEAOC;. 
KounOVla, ooopa, fJJJ..a KiVll'tpa KtA) 
I:E ti EioouC; auyKpiOEtc; npO~~Ka'tE npOKEIJ.lEvOU va oXl1J.latioE'tE Tllv 'tEAI~ oac; 
npOnJ.lll<rr) ; 
nOl€C; ittav Ol1tl1yec; nAllPo<p6Pll<rr)<; yta Tllv npotiJ.lll<rr) oac; aUn1; 
nOIOU<; npoOOO1t1KOUC; OtOXOUC; 9EAa'tE va EK1tAllPoovaTE ano Tllv ayopa oac; aUn1; 
nooo xpovo acpl€pcOOaTB npoKBIJ.lEvOU va KavE'tB tllv ayopa oac; aUn1; 
ME nolOV rpOno oac; E1t11PEaOaV ta <rr)J.lEla avaq>opac; 'ta onoia 1tl1ya~ouv ano to 

KOIVOOVIKO O'ac; nEpI~allov (onooc; OlKoYEVEia. cpU.OI, O'UvaOEAcpOl); 
ME nOlOV tpono O'n<; B1tl1PEaO'av ta O'l1J.lEia avacpopac; ta onOla 1tl1ya~ouv ano 'tllv 
VOOtponia tOU Ka9Evoc; (KOUAtOUpa, a~iEC;, Kavovec; O'UJ.lnEplcpopac;, 9pllO'KEia, 
npoA~\lfEtc; KalnpOKataA~",etc;); 
Ti OlKOVOJ.lIKa <rr)J.lEia avacpopac; Eixate; 

Evornta TEtapm; KMimuo 

TBAelOOvovrac;, 1t10'teUEtE on unapxet KtlnOla tlllll1tl1y~, EJ.lcpavouc; ~ J.lll EJ.lcpavouc; 
<rr)J.lE1ou avacpopac; Kat to ono1o OEV 'to £XOUJ.lB <ru~l1n1O'Et? 

~ , , 
... as E1>laplCfTCO na mv CJUUU§101D cras 
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Appendix D: English Version Quantitative Questionnaire 

Dl. Consent Form 

I am a research student at the London Metropolitan Business School. My thesis is on the 

selection of apparel clothing reference points for important shopping occasions and an 

investigation of decision-making styles of Greek college students. This study will 

collect data from college students, who are all majoring in Business Administration and 

Marketing and who study at the Technological Education Institution in Thessaloniki. 

Your participation involves filling out the paper questionnaire that is divided into three 

parts. It will take you approximately 10-15 minutes to complete the survey. Part one 

includes, questions about different shopping orientations consumers exhibit during their 

purchases. Part two includes questions about the use of selected reference points for 

apparel clothing purchases in important shopping occasions. Lastly, Part three includes 

questions about demographic variables. 

Your participation is this study is voluntary. If you choose not to participate or to 

withdraw from the study at any time, there will be no penalty. The answers that you 

give will remain confidential and you will not be individually identified in any analysis 

of the results of this questionnaire. All information you provide will be anonymous and 

will be used for research purposes only. 

Despite the fact that there may be no direct benefit to you, your participation in this 

survey will expand our knowledge by profIling Greek college students' shopping 

orientations and by categorizing consumer reference points for apparel for important 

clothing shopping occasions. If you have any questions concerning the purposes of this 

research study or any other questions about the subject's validity and ethical issues you 

can discuss them directly with me. 

Sincerely, 

Theodoros Tarnanidis 
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D2. Questionnaire 

Part one: Decision-;\laliing Styles 

Instructions: This Consumer Decision-Making Styles Inventory contains statement on 
different shopping orientations some consumers have. Please read each statement and circle 
the box next to the response indicating how much you agree or disagree with the statement a 
a description of you. Agreement response choices follow the format of the five-point ikert 
scale. You should only check one box per statement. There are a tota l of 40 tat ment . 

2 3 4 5 

2 3 4 5 

1 2 3 4 5 

2 3 4 5 

2 3 4 5 

1 2 3 4 5 

2 3 4 5 

2 3 4 5 

The most expensive brands are 1 2 3 4 5 
usual choice 
The higher the price of the product, 2 3 4 5 
the better its 
Nice department and speciality 1 2 3 4 5 
stores offer me the best 
I prefer buying the best-selling 2 3 4 5 

brands 
The most advertised brands are 2 3 4 5 
usuall choices 
I usually have one or more outfits of 2 3 4 5 
the latest Ie 
I keep my wardrobe up to date with 2 3 4 5 
the c fashions 
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t to me 
L8 To get a variety I shop at 1 2 3 4 5 

stores 
19 It is fun to buy something new and 2 3 4 5 

excitin 
20 Shopping is not a pleasant activity 2 3 4 5 

for me 
2L Going shopping is one of the 1 2 3 4 5 

en ble activities of m life 
22 Shopping at different stores wastes 2 3 4 5 

time 
23 I enjoy shopping just for the fun of 2 3 4 5 

24 5 
25 2 3 4 5 

26 1 2 3 4 5 

27 I look carefully to fmd the best I 2 3 4 5 
value-for-mo 

28 I should plan my shopping more 2 3 4 5 
carefu than I do 

29 I am impulsive when purchasing 1 2 3 4 5 
cloth" 

30 Often I make careless purchases I 2 3 4 5 
later wish I had not 

31 I take time to shop carefully for the 1 2 3 4 5 
best bu 

32 I carefully watch how much I spend 1 2 3 4 5 
on c 

33 There are so many brands to choose 1 2 3 4 5 
from that often I feel confused 

34 Sometimes it is bard to choose 2 3 4 5 
which stores to In 

35 The more I learn about clothing 2 3 4 5 
products, the harder it seems 
to choose the best 

36 All the information I get on different 2 3 4 5 
confuses me 

37 I have favourite brands I buy over 1 2 3 4 5 
and over 

38 Once I fmd a brand I like, I stick 1 2 3 4 5 
with it 

39 2 3 4 5 

40 5 
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Part Tno: Selected categorization of reference points 

Instructions: This Reference Points Inventory contains statements about the use of se lected 
reference points for apparel clothing purchase decisions . Please read each statement and circle 
the box next to the response indicating how much you agree or disagree with the statement as 
a description of your purchase decisions for important shopping occasions. Agreement 
response choices follow the format of the five-point Likert sca le. The range i from 
I =strongly disagree to 5=strongly agree. You should only check one box per tatement. here 
are a total of 54 statements. 

Stakments Strongly I)isagrel' In Agll'l' Strongly 
Dlsagrl'e Bet \\l!l' 11 Agrcl' 

I selected an outfit which was simple 1 2 3 4 5 
and elegant 
I selected an outfit which offered to me 
high durability and easy of care 

The fabric of the cloth that I liked felt 1 2 3 4 5 
soft against my skin 

I bought high-fashion designer apparel 1 2 3 4 5 

I selected clothes that were always in 1 2 3 4 5 
fashion 

I selected clothes that are made from I 2 3 4 5 
good or higher quality textiles 

J evaluated product attributes according 1 2 3 4 5 
to the information that I have acquired 
from my previous experiences 
I evaluated product attributes based 011 1 2 3 4 5 
the brand 

J f the clothe that I liked comes from a 1 2 3 4 5 
strong brand retailer then I am 100% 
that it wi U have a good quality 

Strong brands will minimize the risk of I 2 3 4 5 
making an unworthy purchase 
I extensively made comparisons with 1 2 3 4 5 
alternative brands 
I evaluated clothes according to the 1 2 3 4 5 
price so ld 

Fair-priced clothes were driven my I 2 3 4 5 
final choices 
[ compared prices of all other brands by I 2 3 4 5 
randomly selecting a brand available on 



14 

15 

16 

17 
18 
19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

30 

31 

32 

33 
34 

35 

Statements 

the current purchase 
I formed my price judgements based on 
the currentprice of my reference brand 
I compared the price of the clothe that I 
bought based on the price that I have 
paid on my previous purchases 
I compared prices according to the 
frequency of purchasing each brand 
I preferred certain rewards 
I preferred small rewards 
I evaluated rewards according to the 
level of contingent efforts on acquiring 
the clothe that I bought 
Because I had articulated preferences 
discounted clothes didn't exert any 
impact on my final choices 
I didn't select to buy apparel clothes 
tbat were common and everybody can 
wear it 
Because I had articulated preferences I 
distinguished my ideal choice among 
alternatives more easily 
I was compromised with less strong 
preferences when I got exposed to 
small assortments 
I preferred to do my shopping's from 
familiar well branded apparel stores 
I went to stores that I have used in the 
past 
I evaluated product attributes according 
to the information presented on the 
store 
I preferred to visit stores that had 
friendly environment 
I preferred to visit stores that had 
friendly personnel, who were willing to 
help me structure my preferences 
I borrowed reference points from the 
sales personnel 
Positive information on product tags 
made me focus on positive 
characteristics 
I bought an outfit which was vigorously 
advertised by image makers 
I borrowed reference points from 
fashion magazines regarding the clothes 
that J liked 
I bought clothes that fitted well on me 
J bought clothes that had more 
aesthetics 
The outfit of the clothe that I liked, 

Strongly 
Disagree 

I 

I 

1 

I 
I 
1 

1 

1 

1 

1 

1 

I 

1 

1 

1 

1 

1 

1 

1 

1 
1 

1 
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Disaglee III Agree S t J() ng I~ ' 

Bet\\ecn "glee 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 
2 3 4 5 
2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 

2 3 4 5 
2 3 4 5 

2 3 4 5 
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Statcments Strongly Disagree In Agree Stlollglv 
Disagree Bet\\ ecn Aglee 

fitted well on me and provided me 
comfort 

36 I evaluated the clothe I bought based on 1 2 3 4 5 
my previous purchases 

37 My previous purchases drove my 1 2 3 4 5 
shopping motives and likes 

38 The season on which we were running 1 2 3 4 5 
a fTected the selection of my final 
purchases 

39 The outfit of the clothe fitted my I 2 3 4 5 
personal tastes 

40 1 selected clothes that fit well on my 1 2 3 4 5 
personal appearance and lill my image 
up 

41 I compared the clothe that I bought will 1 2 3 4 5 
less favorable brands 

42 I selected an outfit according to the 1 2 3 4 5 
price that I would like to pay 

43 I had as reference point my own 1 2 3 4 5 
available budget 

44 I selected buying clothes that bad better 1 2 3 4 5 
credit terms 

45 J evaluated products with the help of 1 2 3 4 5 
my friends 

46 I borrowed reference points from my 1 2 3 4 5 
close friends 

47 J borrowed reference points from 1 2 3 4 5 
celebrities 

48 I bought clothes that satisfied the J 2 3 4 5 
people around me 

49 With the clothe that J bought I was 1 2 3 4 5 
easily accepted by others 

50 J preferred to go shopping with my 1 2 3 4 5 
friends 
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Part Three: Socio-Ecol1omic characteristics 

Please mark with an X the answer that best describes your situation. 

rmll",!"."" Full-tIme Part-tune 

Have you left any question unanswered? 

Thank you very much for your participation! 
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Appendix E: Greek Version of Quantitative Questionnaire 

El. Consent Form and Quantitative Questionnaire 

To St/J.a TIl~ 1tapou(m~ tpeuv~ eivat 0 1tpouOtOPtu/J.o~ tOlV evou/J.atOAoyU(ooV crrll.leirov 
ava<pop~ tOlV Ell~vrov cpotTIltcOV ro~ KataVaAo)'tt~ Otav 1tpOKEltal Yla WtaitEPE~ 
1tEp1U't(lcrE~ KaS~ Kat 11 aVaAUCJ1l LOU tp61tOU J..lE tOV o1toio Aa/J.pavouv a1to<pacrE~. 

o J.ltYlcrtO~ xp6vo~ 1tOU a1tattEitat yta TIlV cruJ.l1tA~proCJ1l tou Eprot1llla"WAoyiou Eivat 
10-15 Ae1t'ta. 'OAe~ 01. 1tAllPO<POpie~ 1tOU Sa ooocrEtE Sa Eivat aVooVUJ..lE~, Kat Sa 
XPllutJ..101t01.11S0Uv J..lOVO yta tllV tpeuva aU'tll.01 a7ta~crEt~ 01. 01toie~ ea OcOcrEtE, ea 
1tapaJ..lEivouv EJ..l1tlUtEUnK~, Kat Sa TIlPllSEi a1tOAUtll EXEJ..lUeEla. 

H cruJ..lJ..letoxil u~ Sa cruVEtU<ptPEt UtO va 1tpoaxSei 11 emut~J.lll tOU MapKenvyK, Kal 
UTIlV avw..uCJ1l tll~ uuJ..l1tept<popa~ trov EU"vrov KataVaArotcOv. M1tOpeitE va 
a1teuSuVSEltE UE EJ..leva ym 1tEpal"ttpro Ot£UKPtV"uEt~ OUOV a<papa tOU~ UtOXouc; TIl~ 
1tapouua~ tpEUV~ KaSooc;; Kat yta tllV tTJPllUll tOU Koo01Ka l1StKiJ~ OEovToAoyiac;. 

API9MOl: EPnTHMATOAOrIOY I I I I I 
SPSS CODE (nav£maTllluarit XPTtart j.lOvo 
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E OTHTA DPUTH: KATAAOrOl: KATANAAUTIKOY llPOC;()1A 

O~Tl"fiEC;: 0 KalaAoYOe; KamVaAroLtKOU 1£pocpiA nEptA.a~paVEt Epon~OEIe;-npOlaOEte; nou E~El6.s0UV 
10V Tpono ~S tOY onoio Aa~pavouv a1£0cp6.osle; Ot Ka'tavaAro'tEe; OOOV acpopa Ta 1£pot:ovTa pOUxtO~ou, 
rrapaKaA.oU~ va OtapaOEU: 1£pOOEKLlKa TTJv KUOE EPW'tll0l1-1£PO'taOll Kat va EKcppaoE'te 'tOY paO~o 
cru~cproviac; ~ Omcproviae; oae;, KUKAroVOV"CUe; TO VOU~EPO 1£0U UVTlOWtXEi Otl]V an6.VTlloll 0U<; 

TIporuoEle; -... '8 '8 :> 
'8 ~ '8 ~ 8 ,8 ,8 C::I 
:> ... :> 9-9- :> :> ... 
8~ 8 d ::1.. ~ ~~ §'g 9- c-O 6 S:l ::1.. ::1..'0 

w w ~ ~ a <] ~ <] ... ... 
00 

H anoKTllOll KaA~e; nototl]'ta.c; civat 1£OAU Oll~avnKo ym E~sva 1 2 3 4 5 
'O-tav npOKettat va ayopaoro pouxa 1£po01£aOw va ayopaoro 'W 1 2 3 4 5 
KaAtlTepa ~ va Kavro TTJV 'tsA.eta ayopa 
Iu~Oroe; npoonaOw va ayopaoro POUXa IlE tl]v KaAUU:Pll ouvaTll 1 2 3 4 5 
nototl]ta 
I1poo1£aSw, El01Ka va EmA£~ro ta KaAu'tEpa 1£OtotUca pouxa I 2 3 4 5 
LTl]V 1£paYllanKOtl]ta oev oivro one; ayopte; pOUX10~OU 1£OAU OKt~/ll Kat I 2 3 4 5 
npoooxn 
Ta OTuvmpV"Ce; Kat ot 1£pooooKiEe; ~tOU Yla 1£pot:ovm pouxrov Eivat I 2 3 4 5 
U'I'l1A.a. 
'I'rovi~ro yp~yopa, ayopa~OVtae; to npono npo'Lov ~ TTJV npwtl] llapKa 1 2 3 4 5 
n01) cpatVEtal KaA~ 
!:lev npEnEI anapaitl]troc; va Em.U~ro 'to tEA.elO ~ 'to KaAu'tEpo npo'iov 1 2 3 4 5 
yta va tKUV01£Ot1l0w 
ITponllw va ayopa~ro llapKEe; e1£rovU/-lwv 1£gotOV"Crov 1 2 3 4 5 
Ot 1[tO aKptpee; llapKec; EivUl cruv~Oroc; Ot e1£tAoye<; 1l0U I 2 3 4 5 
'000 1[tO UKptpO eivat to 1£POlOV TOOO 1£tO KaAil1£otOtl]TU eXEt 1 2 3 4 5 
Ta KaAu'tEpa npo'(ovTa m PpiOKro OE E~StOtKEUlleva KataoT~~taTa I 2 3 4 5 
EVOU Jlaoiuc; 
I1POTlIlW va ayopa~ro nc; KaAuTepec; llapKEe; tl]C; ayopa<; 1 2 3 4 5 

Ot 1£eplOOOtEPO olacpllIl1~OIlEVec; llapKec; Elvat cruv~Sroe; Ot KaAUTepEe; 1 2 3 4 5 
e1[1Aoyte; 
Lu~Sroe; txro Eva ~ 8U0 pouxa Ta 01£oia anoTeAouv tl]v teA.eu'taia 1 2 3 4 5 
A.t~1l 'tl]C; Jlooac; 
AvavErovro Tl,v YKapVtapOj..l7ra Ile Tllv TeAEUtaia AE~l1 'tl1C; ~ooac; 1 2 3 4 5 
Eivat 1£oAu OllllavnKo yta EIl€va va aKoAouOro t111l0oa Kat va E1[tAEYW I 2 3 4 5 
ropaia pouxa 
'Provi~ro a1£0 Otucpopa Kata~llaTa yta va exro 7tOtKtAtU one; ayopE<; 1 2 3 4 5 
1l0U 
Eivat OtaOKEouonKo va ayopaoetC; K6.Tt KatvOU1~lO Kat evotacpepov 1 2 3 4 5 
To va \j!rov«.:ro oeY sivat J.lta euxaplOTll OPUOTllPtOtl]Ta yta ellEva I 2 3 4 5 
To va 'l'rovisro eivat 111[10 EuxaptoTTJ OpaoTllPt0't11m tl]<; sro~ 1l0U I 2 3 4 5 
'Orav Kavro ne; ayopEe; 1l0U ano otacpopeTtK<l KaTaO~llaTa Xavw TOV I 2 3 4 5 
WOVO 1l0U 
EuxaptOnEllat va 'l'rovi~w , e1£eto~ het nAaKa I 2 3 4 5 
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00 

H blabllcaoia nov ayoprov 1l0U sivat YP11YOP'l I 2 3 4 
Ayopu~ro ooa mo noun pouxa , . .mopro os nspiobo SK1['[roO€roV I 2 3 4 
LUviJSroC; €mAZyro x,allllAllC; nll~C; npolovra I 2 3 4 
Koml~ro npOOSKTlKa va ~pro npolovw, trov o1toirov 11 a~ia LOObUVaJl€i I 2 3 4 
Jl€ tljv a~ia TrovzpllJlaTrov nou bivro 
ea Enpc.1[.g va oxsbla~ro ne; ayopEe; lloU mo npOOeKTlKa ano on KUVro 1 2 3 4 
O1}vti8roC; 
Eillat auSoPJ..llrCOe; omv \jfrovi~ro pouxa 1 2 3 4 
LuvilSroc; Kavro anpooc.Ktc.C; ayopEe;, ne; onoice; JlETa EUXOJlat va Jl11v 1 2 3 4 
sixa KaV€l 
AcptEProvro x.povo, Elot roOt€ va \jfrovioro npoOeKnKa JlE OtOXO ne; 1 2 3 4 
KaAuTEpE<;bUvaTEC;ayopEC; 
I1apaAou8cO npooEKTIKa 1tooa XPTJJla'w ~ObS\jfa yta 'w; ayopee; trov I 2 3 4 
pouxrov Jlou 
Y mlpx,ouv tooE<; nOAAEC; JlapKSC; nou JlnopcO va EmAt~ro OT11v ayopa ~lE 1 2 3 4 
anOTEAsoJla va Jl1tEPbEUOJlat 
MSPlKEC; cpo pEe; €ivat noAU bUOKOAO va S1ttAt~ro '[a Kataot11llata a1to 1 2 3 4 
6nou ea Kavro ,[le; ayop&; JlOU 
'000 mo noUci Ilaeaivro yta Ta npolovta POUX10JlOU, '[000 1ttO MOKOAo 1 2 3 4 
£ival va btuAt~ro to KaAUtSpO 
Ms Jl1tEpbEUOUV OAse; Ot nAllpocpopiEC;, Ot 07roise; anoKTcO yta btacpopa 1 2 3 4 
npolovta 
'Ex,ro aya1t1lIlEvEC; ~lUPKE~, ne; o1toiEe; ayopa~ro ODVEX,Sta 1 2 3 4 
MOAle; ~pcO Ilia llapKa, 11 onoia 1l0U apeOEl, IlEta 't11V ayopa~ro J 2 3 4 
O1}VEXEla 
I111yaivro ota ibtu KamOtTJJlaTa KUSE <popa 1tOU ayopa~ro pouxa I 2 3 4 
LUVTJeroe; aUa~ro ne; JlapKSC; TroV pouxrov Jlou I 2 3 4 

ENOTHT A AEYTEPH: EV01>J.lClTOA.OytKic; ayopiC; yt« dimh£p£c; 7r£punCt(J£lC; 

0011Y1E<;: 0W1118Et-rS t11v TEAsumia <popa nou ayopaoatE Eva npolov EVbUOl]C; yta Ilia tblaitEp'l 
n€pioTaoT) (1t.X.Ol]JlavT1KO ycyovoe;). 

EproT11a11 A: Ti EioouC; 1tEpiaTaCJl1llTaVj (X J.lOVO iva) 

252 

w.J 
-8 ~ Cl 
:> I"' 0 
~~ U 
::1. -0 C/J 
;:J ~ C/) 

W ~ 0... 
C/) 

5 OR24 
5 OV25 
5 OV26 
5 OV27 

5 0128 

5 Dl29 
5 Dl30 

5 ODI 

5 OB2 

5 
OC33 

5 o 34 

5 o 35 

5 OC36 

5 OH37 
5 oms 

5 01139 
5 DII40 



I 
2 
3 
4 
5 
6 
7 
8 

2 
3 
4 
5 
6 
7 
8 
9 
10 

253 

IOtUhepec; ITept(m1aet9 LllJ.lUVtlKU reyov6ra AnaVtll cr11 
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Appa~rov~ 
Bumicrta 
KOlV(tJV1Ki] eKOiJA.ro<J11 
LUV£OPIO 
TEA.ct11 opK(tJJ..lOoiUC; 
Epyaoia 
Kanolo ilio Kat nOLO; 

Epcb~'lO''l B: Tl EvbUJ.lU uyopaauu; (X JaixPl 3) 

ITpO'iOVtU 'EVbUcr11C; AmlVtll°'l 
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OTHTA AEYTEPH: KATAAOrOl: l:HMEHlN ANAcJ»OPA1: 

Ob'lyl£C;: 0 Ka'taA.oyoc; cr11~l£iO)v ava<popac; eiVat aVE~ap'tll'tOC; anO 'tOY KaTaAoYO KaTaVaAroTIKOU 
npo<piA. nou unuvnioare 0Tl1V nprorll EVOTl1La Kat nEptAaJ..lpaVf:t EproTiJoEtc;-npOTaOEIC; nou E~E'ta~ouv 
La EVOUJ.la'toAoYlKa cr11J.leia avacpopac; yta 'tllv tOlal'tEPll 1tEpio'taOl1, 0Tl1V onoia <YUJ..lJ..lETeixaTE onm<; 
anuVTijoure nupanavO). nUpaKaAoUJ..lE va OlapaoE'tE npOOeK'tlKa 'tllV KaeE EproTlloll-npOTaoll Kat va 
EKcppaOetE TOV paeJ.lO <YUJ..l<P(tJvi~ ~ ol«<p(tJviac; oae;, KUdWvovrac; 'to VOUJ..lEPO nou avnoTOtxei OT11V 
anaVTTJ<J11 aa . 
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I1po'taaEl~ 

ErrEA£~a pouxa av9EKtlKa rrou OEY arranouv tOtalTEPll CPPov'rioa 
To ucpacr~a "trov pouxrov ~"tavq>tA.tKO rrpq£To oEp~a ~ou 
Ayopacra POUXa yvroO"TcOV crXEOtacr"tcOv ~ooac; 
ErrEA£~a pouxa, "to. onoia iJtav <J'tll ~ooa 
EnEAE~a pouxa nOAu KaATJe; nOlO1"llmc; 
A~toAoYll<Ja m xapaK"tllPt01"lKU POUX(J)v ~E ~aoll nc; YVcOOEtC; ano ne; 
npollyou~£VEe; ayopE<; ~ou 
A~toA.6Ylloa "to. xapaK"tllPlO1"lKU "trov pouxrov ~E Paoll Tll ~apKa 
ErrEtoli to. pouxa nou ~ou apE<Jav litav ErrcOvu~a, ll~ouv 100% 
criyoupo<;lll on 80. eivat Kat KaA~C; nOtotllTae; 
Ayopa<Ja EncOvu~a pouXa ytati ~Ei(J)vav "tOV KlVOUVO va KUV(J) ~ia 
Aav8a<J~tvTt ayopa 
~0KptVa m pouxa nou ~ou apecrav ~E avmyrovtcrttKEC; ~lapKEe; 
A~lOAOYll<Ja m pouXa ~e pa<Yll 11lV n~li ncOAllcrlle; 
~iKatEC; n~~ P01)X(J)V ~E ooiJYll<Jav <In; 'tEAtKEC; ~ou npon~fJ<JEt<; 
LUyKptVa TIe; TI~t£C; ano nc; ~tlPKEC; tlAAroV pouxrov EXOvtaC; roc; crll~eio 
avacpopac; tTl ~apKa rrou ~lOU UPEcrE 
H 1"t~1l11le; J..lapKaC;, IllC; onome; EiXa roC; <Yll~do avacpopaC; e1tllpeacrE 
TIe; TEAtKEe; £mAoYE<; J..lou 
IUYKptVa TIC; nJ..lEe; T(J)V rrpot:oVTrov rrou ayopaoa, AaJ..lpavovme; urro\jlll 
arro TIC; npollyoU~EVEe; ayopec; ~ou 
LtllV a~tOAoYll<Yll T(J)V n~cOv eAapa unO'Vll on OEV ayopa~a cruX,Vu 
'tETOtOU £i8oue; POUXa 
I1pori~llcra npocrcpopee; nou npay~aTonOl1l811Kav T'lV cruYK£KptJ..leVll 
O"TtYJl1l11le; ayopac; Kat 0XI 0"1"0 ~eUov 
A~lOAOYllcra nc; npocrcpopEc; pacrll T11C; npoorra9£lac; arroKT11OTJ<; aUTcOv 
Ot npoo<popec; TroV POUxrov OEY J..l£ EVOtecpEpav 
~£V ayopa<Ja pouxa, TO. onota 80. ~nopou<JE va cpopeoEI 0 Ka8eva<; 
~leKptVa 1ttO EUKOAa "to tOaVIKo pouxo,Ka8cOC; YVcOptsa TI i]8EAa va 
mxp(J) 
I1£ptoptcra nc; E7ttAoyec; ~ou , otav mlyatva <JE Kam<JtiJ~a'ta rrou eixav 
~tKP~ rrotruia POUX(J)v 
I1poTI~lloa va Kavro nc; ayopec; ~ou ano YV(J)oTa, E7tcOvuJ..la 
KaTaO~J..lata 
I111ya 0"1"0. Kamcr-riJJ..lata, m onola dXa E1tt<YKEq>9ei crne; npollyou~EVEC; 
ayope<; ~ou 
A~toA.6Yllcra m xapmCT'lPtOttKa TroV npot:ovT(J)V ~a0"111"(J)v 
rrAllPOcpoptcOV rrou aVTAouoa ~ecra arro to KaTacr"tllJ..la 
IJpoTi~11cra yla n c; ayopec; ~ou Kam<J~~aTa, 1"0. onoia EiXav q>lAtKO 
rreptpaAAOV 
I1pon~llcra yta n c; ayopeC; ~ou Katacr~~aTa, Tn onoia dXav cptAtKO 
npocr(J)1ttKO nOD limv 0laTe8et~evo va J..lE p0118iJcrEl 
LnC; E1ttAOYEC; ~ou, crTI}2ixOllKa crnc; KaTcuOUV<JW:; nou ~tOU np<JecpEpav 
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Ot 7tCOArrrE~ tCOV Kama111fla't(uv 
8£ltKE<; 7tAllPOcpopi£<; crn<; tal-.l1tEA.£<; rrpolov"(cov <rUYKEv"(pcovav "CO 
£vDtacp£pov floU flOVO crm 8£nKa xapaKTllQlcrTtKU tOU np01OV'T0e; 
Ayopacra pouxa, ra onoia EiXav DtaCPllfllcr'T£i Evrova 
~avEicr111Ka <J1lfl£ia avacpopac; ano m n£ptoDIKU floDae; 
Ayopaaa poula, 'Ta o1toia raipta~av a1tOAUra crtO crCO!-larOtU1rD !-lot) 
Ayopaaa POUXa, 'Ta o1toia dXav KaA~ atcr8TrCl1c~ 
Ta pouxa, ta o1toia floU ap£cruv floU 7tapEixav aVE<J1l 
Ol1tPorlYOUflEV~ ayopee; Ka8opI~av ta KiVlltpa ayopae; flou Kat ne; 
£mAaYEe; 
H £1tOXll , 11 onoia 8tawaJl§_ £1tT}pEacr£ nc; E1tlAoyec; !-lOU 
Ta pouxa nOt) ayopacra ~rav ap!-lOVIKU fl£ tIe; 1tpocrC01tlKee; ~LOU 
npoTI!-lTtcr€le; 
I1pOrl!-lllcra pouxa, m onoia mipla~av cr111v npocrco7tl~ !-lou 
£!-lCPUV1<JT) Kat £vicrxuav Tllv £tKOVa !-lOU 
LUylCplva m POUXa, ra onoia ayopacra !-l£ AlyO'tEpO EUV01KE<; 11 
Xa ,..t!lAOT£P11C; aE,iac; IlUPK£C; 
fIponflllcra va ayopaaco pouxa fl£ pa<JT) 111v nfl~ nou 118£Aa va 
nAllPoocrco 
Elxa coc; <J1WEio ava<POpac; ro Dta8Ecrlllo 1tpocrconllco EtcroDll~la floU 
I1pOn!-lllaa va ayopuacu pouxa 7tOU EiXav KaAu'tEp£<; Duvat0111Tce; 
7tAllPCO!-l TtC; 
A~tOAO'Yllcra m pouxa fl£ 111 po~8£la "(cov cpiA.cov floU 
~av£icr111Ka <J1lIlEia avacpopue; ano TOUe; crTEVOUC; floU cplAoUe; 
~avEiaTllKa <J1lflEia ava.cpopac; ano OwcrllflO111'TEe; 
Ayopacra pouxa, 'Ta o7tOia tKavonoillcrav "COue; av8pronouc; yiJpco !-lOU 
Ayopacra pouxa, m onoia evtUncoaiacrav "(OU<; av8poo1touC; yiJpco !-lOU 
AnEq>uya va ayopucrco aKpaia POtlXa 
AnE<puya va ayopa.crco npoKAllHlCu POUXa 
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Appendix F: Reference Point Inventory Correlation Matrix 

Reference Point Inventory RPIOI RPI02 RPI03 RPI04 RPI05 RPI06 
Correlation Matrix 

Correlation RPIOI 1.000 .192 .134 .085 .096 .106 
RPI02 .192 1.000 .224 -.084 .210 -.111 
RPI03 .134 .224 1.000 .134 .242 .284 
RPI04 .085 -.084 .134 1.000 .285 .440 
RPI05 .096 .110 .242 .285 1.000 .448 
RPI06 .106 -.111 .284 .440 .448 1.000 
RPI07 .046 .066 .173 .055 .132 .205 
RPI08 -.126 -.103 .053 .504 .133 .243 
RPI09 -.077 -.060 .095 .487 .160 .266 
RPIIO -.080 .212 .121 .480 .208 .213 
RPI II .147 .116 .205 .131 .217 .280 
RPII2 .329 .077 .437 -.137 .243 .095 
RPI 13 .166 .219 .154 -.086 .105 .083 
RPII4 -.128 .119 .172 .120 .114 .209 
RPII5 .088 .165 .135 .194 .227 .224 
RPII6 .072 .093 .283 .230 .188 .185 
RPII7 .130 -.068 .203 -.056 .135 .230 
RPII8 .140 .208 .224 -.128 -.235 .101 
RPII9 .148 .190 .139 -.039 .130 .107 
RPI20 .079 .066 -.on .188 -.045 .045 
RPI21 .060 -.130 .083 .252 .210 .232 
RPI22 .096 .095 .089 -.131 .218 .141 
RPI23 .136 .122 .178 .087 .164 .146 
RPI24 -.064 -.135 .167 .549 .242 .383 
RPI25 .162 .068 .147 .173 .247 .289 
RPI26 -.203 .076 .151 .169 .129 .230 
RPI27 .344 .142 .158 .203 .117 .255 
RPI28 .041 .100 .223 .062 .178 .241 
RPI29 -.088 .083 -.321 .226 -.051 .105 
RPI30 .049 .114 .089 .143 .118 .152 
RPI31 -.129 .133 .072 .339 .174 .294 
RPI32 .085 .124 .184 .382 .350 .282 
RPI33 .167 -.104 .262 .083 .258 .219 
RPI34 .222 -.338 .234 .113 .293 .269 
RPI35 .326 .121 .222 .111 .142 .262 
RPI36 .132 .202 .267 .418 .167 .164 
RPI37 .082 -.060 .065 -.109 .284 .139 
RPI38 .129 -.155 .104 .049 .190 .197 
RPI39 .130 -.099 .194 -.203 .323 .278 

RPI40 .086 .154 .199 .055 .186 .083 
RPI41 .102 .160 .137 -.084 .236 .090 

RPI42 .157 .116 .307 -.050 .223 -.119 
RPI43 -.206 .245 .160 -.095 .316 .073 
RPI44 -.137 .072 .101 -.220 .174 .412 
RPI45 .203 .160 .176 -.069 .073 .114 
RPI46 -.084 .087 .222 .250 .218 .223 
RPI47 -.113 -.137 .116 .138 .294 .247 
RPI48 .433 -.127 .168 .129 .347 .255 
RPI49 .142 -.125 .434 -.116 -.073 .051 
RPI50 .266 .154 -.091 -.238 .082 .068 
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Reference Point Inventory RPI07 RPI08 RPI09 RPII0 RPI II RPI12 
Correlation Matrix 

Correlation RPIOI .246 -.126 -.077 -.OBO .147 .429 
RPI02 .066 -.103 -.oeo .212 .116 .077 
RPI03 .173 .053 .095 .121 .205 .037 
RPI04 .055 .504 .487 .480 .131 -.237 
RPI05 .132 .133 .160 .208 .217 .043 
RPI06 .205 .243 .266 .213 .280 .075 
RPI07 1.000 .214 .097 .089 .206 -.057 
RPI08 .214 1.000 .643 .602 .181 .096 
RPI09 .097 .643 1.000 .718 .090 .055 
RPIIO .089 .602 .718 1.000 .200 .055 
RPI II .206 .181 .090 .200 1.000 .232 
RPI12 -.057 .096 .055 .055 .232 1.000 
RPI 13 .086 -.219 .115 .301 .332 .558 
RPII4 .131 .264 .220 .235 .377 .343 
RPI15 .129 .187 .299 .274 .319 .316 
RPI16 .218 .072 .058 .140 .253 .171 
RPI17 .097 .064 .058 .055 .132 .061 
RPII8 .049 .137 -.064 .073 .211 .214 
RPII9 .122 .231 -.123 .216 .195 .087 
RPI20 -.054 .150 .130 .147 -.086 .306 
RPI21 .084 .243 .346 .317 .049 -.227 
RPI22 .093 .078 .068 -.127 .355 .434 
RPI23 .292 -.093 .058 .075 .062 .078 
RPI24 .071 .444 .366 .464 .164 .093 
RPI25 .096 .264 -.431 .326 .156 .109 
RPI26 .095 .187 .184 .228 .144 .086 
RPI27 .094 .101 .073 .420 .111 .081 
RPI28 .242 .050 -.035 -.102 .424 .413 
RPI29 .110 .233 .192 .270 -.078 -.066 
RPI30 .129 .220 .254 .257 .175 .157 
RPI31 .118 .399 .366 .375 .141 -.410 
RPI32 .231 .238 .218 .196 .109 -.107 
RPI33 -.088 -.083 -.060 -.248 .069 .138 
RPI34 .115 .232 -.424 -.223 .070 .122 
RPI35 .063 -.058 -.078 -.074 .110 .143 
RPI36 .189 -.056 .325 .054 .181 .057 
RPI37 .115 -.083 -.067 -.448 .282 .169 
RPI38 .054 .348 -.053 -.097 .187 .138 
RPI39 .114 -.067 -.117 -.082 .120 .218 
RPI40 .320 .130 .129 .192 .221 .061 
RPI41 .325 -.092 -.087 -.105 .091 .215 
RPI42 -.080 -.114 .234 -.054 .182 .256 
RPI43 -.051 -.364 .050 .077 .130 .231 
RPI44 -.253 .112 .143 .091 .246 .310 
RPI45 .092 .143 .332 .108 .143 .434 
RPI46 .163 .278 .208 .261 .148 .091 
RPI47 .335 .130 .116 .151 .110 -.209 
RPI48 .425 .241 .076 .097 .109 .118 
RPI49 .111 .086 .428 -.312 -.056 .098 
RPI50 -.089 .325 -.339 -.054 .104 .059 
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Reference Point Inventory RPI 13 RPI 14 RPI15 RPII6 RPI 17 RPI 18 
Correlation Matrix 

Correlation RPIOI .166 -.328 .248 .072 .130 .140 
RPI02 .219 .119 .165 .093 -.068 .208 
RPI03 .154 .172 .135 .283 .203 .224 
RPI04 -.086 .120 .194 .330 -.106 -.128 
RPI05 .105 .114 .227 .188 .135 -.035 
RPI06 .083 .209 .224 .185 .230 .201 
RPI07 .086 .131 .129 .218 .217 .247 
RPI08 -.119 .264 .187 .212 .094 .137 
RPI09 .115 .220 .299 .058 .358 -.244 
RPIIO .301 .235 .274 .140 .325 .073 
RPI II .332 .377 .319 .253 .132 .211 
RPII2 .558 .343 .316 .171 .061 .214 
RPII3 1.000 .458 .373 .149 .329 .252 
RPII4 .458 1.000 .603 .149 .118 .176 
RPII5 .373 .603 1.000 .244 .076 .094 
RPII6 .149 .149 .244 1.000 .181 .252 
RPII7 .329 .118 .076 .181 1.000 .181 
RPII8 .252 .176 .094 .252 .181 1.000 
RPII9 .170 .191 .136 .177 .241 .458 
RPI20 -.072 .057 .054 -.114 -.081 -.138 
RPI21 -.130 .098 .107 -.333 .163 -.114 
RPI22 .121 .217 .067 .228 .041 .326 
RPI23 .107 .191 .288 .124 .154 .132 
RPI24 -.086 .172 .179 .080 .307 -.123 
RPI25 .199 .112 .171 .239 -.136 .194 
RPI26 -.148 .105 .052 .096 .150 .174 
RPI27 .151 .175 .167 .094 .093 .199 
RPI28 .091 .127 .077 .093 .143 .142 
RPI29 -.117 .083 .124 .062 .069 -.209 
RPI30 .096 .079 .190 .138 -.241 .371 
RPI31 -.156 .494 .088 .134 .166 -.218 
RPI32 .246 .086 .142 .345 -.101 -.107 
RPI33 .181 .079 .110 .070 .157 .133 
RPI34 .091 .073 .341 .068 .199 .112 
RPI35 .225 .114 .109 .223 .110 .157 
RPI36 .192 .187 .158 .223 .329 .137 
RPI37 .187 .256 .204 .150 .187 .091 
RPI38 .142 .070 .069 -.088 .227 -.101 
RPI39 .135 .085 .087 -.127 .124 .058 
RPI40 .132 .263 .200 .214 .220 -.108 
RPI41 .194 .089 .105 .258 .134 .167 
RPI42 .242 .104 .205 .255 .111 .164 
RPl43 .197 .147 .187 .236 .091 .151 
RPl44 -.072 .099 .120 .191 .151 .085 
RPI45 -.153 .117 .143 .305 .141 .139 
RPl46 .075 .087 .217 .119 .246 .088 
RPl47 -.238 .325 .089 .160 .232 .070 
RPI48 -.064 -.164 .086 .164 .122 .406 
RPI49 -.054 -.074 -.242 .095 .101 .325 
RPI50 .433 -.086 -.253 .342 .134 .413 
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Reference Point Inventory RPI25 RPI26 RPI27 RPI28 RPI29 RPI30 
Correlation Matrix 

Correlation RPIOI .162 -.203 .444 .241 -.088 .349 
RPI02 .268 .076 .142 .100 .083 .114 
RPI03 .147 .151 .158 .223 -.321 .219 
RPI04 .473 .169 .203 .362 .226 .243 
RPI05 .247 .429 .117 .178 -.351 .218 
RPI06 .289 .230 .255 .241 .105 .152 
RPI07 .496 .095 .094 .242 .110 .129 
RPI08 .214 .187 .101 .350 .233 .220 
RPI09 -.201 .184 .073 -.335 .192 .254 
RPII0 .326 .228 .320 -.202 .270 .257 
RPlll .156 .144 .111 .304 -.413 .175 
RPI12 .109 .326 .081 .313 -.066 .157 
RPI13 .199 -.348 .151 .091 -.117 .096 
RPIl4 .112 .105 .175 .127 .083 .079 
RPI15 .171 .352 .167 .077 .424 .190 
RPIl6 .339 .096 .094 .093 .062 .138 
RPI17 -.236 .150 .093 .143 .369 -.341 
RPI18 .194 .174 .199 .142 -.209 .371 
RPIl9 .335 .215 .082 .084 .078 .198 
RPI20 -.120 -.313 .414 -.101 .160 .405 
RPI21 -.104 .253 -.321 .043 .204 .159 
RPI22 .170 .387 .128 .151 -.138 .157 
RPI23 .152 .113 .159 .263 .242 .345 
RPI24 .151 .219 .154 .348 .149 .187 

RPI25 1.000 .162 .212 .139 -.161 .204 

RPI26 .162 1.000 .247 .277 .261 .278 
RPI27 .212 .247 1.000 .553 .182 .115 
RPI28 .139 .277 .553 1.000 .244 .099 
RPI29 -.161 .261 .182 .244 1.000 .318 
RPI30 .204 .278 .115 .099 .318 1.000 
RPI31 -.313 .186 .064 .057 .317 .277 
RPI32 .163 .307 .139 .183 .183 .197 
RPI33 .249 .277 .194 .272 -.200 -.137 
RPI34 .276 .297 .189 .286 -.310 -.358 
RPI35 .209 .353 .247 .246 -.289 -.250 
RPI36 .311 .139 .150 .097 -.250 .312 
RPI37 .363 .114 .127 .082 -.345 .415 
RPI38 .270 .291 .093 .204 -.096 -.314 
RPI39 .313 .346 .192 .316 -.134 -.219 
RPI40 .375 .188 -.271 -.102 .257 .113 

RPI41 .114 .132 .143 .105 .078 .136 

RPI42 .320 .329 .182 .304 .024 .103 
RPI43 .332 .287 .308 .109 -.312 .293 
RPI44 -.298 .318 432 .226 .150 .173 
RPI45 .213 .200 -.317 -.243 .473 .278 
RPI46 .119 .196 .355 .113 .202 .157 
RPI47 .347 .266 .152 .151 .145 .321 
RPI48 .379 .164 .367 .226 .302 .096 
RPI49 -.275 .449 -.069 .316 .400 .305 
RPI50 .365 .261 -.321 .337 -.320 -.255 
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Reference Point Inventory RPI31 RPI32 RPI33 RPI34 RPI35 RPI36 
Correlation Matrix 

Correlation RPIOI -.129 .085 .167 .222 .326 .132 
RPI02 .133 .124 -.104 -.238 .121 .202 
RPI03 .072 .184 .262 .234 .222 .267 
RPI04 .339 .382 .283 .113 .111 .338 
RPI05 .174 .350 .258 .293 .142 .167 
RPI06 .294 .282 .219 .269 .262 .164 
RPI07 .118 .231 -.058 .315 .243 .189 
RPI08 .399 .238 -.143 .062 -.068 -.256 
RPI09 .366 .218 -.230 -.204 -.078 .305 
RPIIO .375 .196 -.248 -.223 -.344 .244 
RPIII .141 .109 .269 .270 .110 .181 
RPI12 -.010 -.107 .138 .122 .143 .357 
RPI13 -.056 .346 .181 .091 .225 .192 
RPII4 .094 .086 .079 .073 .114 .187 
RPII5 .088 .142 .110 .341 .109 .158 
RPI16 .134 .145 .070 .368 .223 .223 
RPI17 .066 -.301 .157 .199 .110 .439 
RPII8 -.218 -.307 .133 .312 .157 .137 
RPII9 .118 .138 .332 .126 .215 .185 
RPI20 .193 .388 -.240 -.135 -.143 .208 
RPI21 .238 .244 -.057 -.217 -.162 .331 
RPI22 -.159 .452 .201 .179 .197 .330 
RPI23 .338 .290 .233 .446 .110 .252 
RPI24 .349 .246 -.132 .463 .451 .055 
RPI25 -.113 .163 .249 .276 .209 .311 
RPI26 .186 .307 .077 .197 .253 .139 
RPI27 .064 .139 .194 .189 .247 .150 
RPI28 .057 .183 .272 .286 .246 .097 
RPI29 .317 .183 -.200 -.110 -.089 -.150 
RPI30 .277 .197 -.237 -.158 -.050 .112 
RPI31 1.000 .386 -.202 -.116 -.207 -.134 
RPI32 .386 1.000 .227 .113 .054 .089 
RPI33 -.202 .227 1.000 .712 .499 .163 
RPI34 -.116 .113 .712 1.000 .525 .153 
RPI35 -.107 .054 .499 .525 1.000 .330 
RPI36 -.134 .089 .163 .153 .330 1.000 
RPI37 -.112 .317 .169 .242 .142 .211 
RPI38 -.140 -.220 .354 .405 .293 .202 
RPI39 -.115 .380 .437 .422 .314 .222 
RPI40 .229 .276 .441 .361 .082 .199 
RP141 -.104 .327 .151 .141 .277 .207 
RP142 -.160 -.347 .402 .172 .354 .199 
RPI43 .301 .110 .240 .331 .058 .115 
RPI44 .230 .233 -.155 -.143 -.139 -.109 
RP145 .209 .326 -.174 -.229 -.063 .164 
RPI46 .259 .480 -.051 .054 -.071 .436 
RPI47 .262 .183 .305 .085 .238 .335 
RP148 .116 .226 .118 .132 -.318 .313 
RPI49 -.135 -.126 .463 .119 .450 .333 
RPI50 -.368 -.107 .238 .327 .227 .211 
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Reference Point Inventory RPI37 RPI38 RPI39 RPI40 RPI41 RPI42 
Correlation Matrix 

Correlation RPIOI .282 .129 .130 .386 .402 .357 
RPI02 -.060 -.155 -.099 .254 .360 .416 
RPI03 .225 .404 .194 .299 .237 .307 
RPI04 -.309 .341 -.303 .455 -.084 -.250 
RPI05 .284 .190 .323 .186 .336 .523 
RPI06 .139 .197 .278 .083 .420 -.219 
RPI07 .115 .154 .114 .350 .305 -.OBO 
RPI08 -.083 .318 -.243 .330 -.092 -.114 
RPI09 -.067 -.053 -.117 .129 -.087 .504 
RPIIO -.308 -.097 -.082 .392 -.105 -.044 
RPI II .282 .187 .420 .221 .391 .182 
RPII2 .169 .138 .218 .061 .215 .256 
RPI13 .387 .142 .335 .132 .494 .242 
RPI14 .256 .070 .085 .263 .089 .404 
RPII5 .204 .269 .487 .200 .105 .205 
RPII6 .150 -.348 -.127 .214 .258 .355 
RPII7 .187 .327 .324 .420 .134 .311 
RPII8 .191 -.201 .458 -.108 .447 .164 
RPI19 .142 -.062 -.029 .057 .154 .203 
RPI20 -.130 -.OBO -.150 .316 -.097 -.108 
RPI21 -.039 .314 -.232 .480 -.130 -.205 
RPI22 .361 .284 .304 .361 .241 .234 
RPI23 .314 -.074 .354 .186 .360 .198 
RPI24 .238 .371 .348 .098 -.136 -.126 

RPI25 .163 .270 .313 .075 .114 .120 

RPI26 .114 .291 .046 .188 .332 .329 
RPI27 .127 .093 .192 -.071 .143 .182 
RPI28 .282 .204 .316 -.102 .105 .204 
RPI29 -.145 -.096 -.134 .157 .078 .324 
RPI30 .415 -.114 -.219 .113 .136 .103 
RPI31 -.112 -.140 -.115 .229 -.104 -.160 
RPI32 .517 -.220 .080 .276 .327 -.247 
RPI33 .169 .354 .437 .341 .331 .202 
RPI34 .242 .405 .422 .261 .141 .172 
RPI35 .142 .293 .314 .082 .277 .154 
RPI36 .211 .302 .222 .199 .207 .199 
RPI37 1.000 .387 .248 .149 .163 .188 
RPI38 .387 1.000 .629 .338 .126 .061 
RPI39 .248 .629 1.000 .211 .174 .160 
RPI40 .349 .238 .411 1.000 .235 .135 

RPI41 .163 .126 .174 .235 1.000 .445 

RPI42 .188 .061 .160 .135 .445 1.000 
RPI43 .116 -.076 -.332 .216 .362 .351 
RPI44 -.240 -.136 -.075 .139 .354 .254 
RPI45 .149 -.120 -.136 .218 .196 .132 
RPI46 -.054 .401 .053 .170 -.206 -.067 
RPI47 .259 .343 .095 .422 -.117 -.101 
RPI48 .230 .075 .264 .426 -.090 -.092 
RPI49 -.321 .117 -.318 -.372 .419 .174 
RPI50 .347 .142 .171 .402 .128 .354 
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Reference Point Inventory RPI43 RPI44 RPI45 RPI46 RPI47 RPI48 
Correlation Matrix 

Correlation RPIOI -.206 -.137 .303 -.084 -.113 .403 
RPI02 .245 .072 .160 .217 -.167 -.327 
RPI03 .160 .401 .376 .422 .216 .368 
RPI04 -.095 -.320 -.469 .250 .138 .129 
RPI05 .216 .174 .273 .318 .294 .347 
RPI06 .233 .312 .314 .223 .247 .255 
RPI07 -.341 -.053 .092 .163 .425 .245 
RPI08 -.044 .112 .243 .278 .130 .001 
RPI09 .350 .143 .232 .308 .116 .376 
RPIIO .277 .091 .108 .261 .351 .297 
RPI II .130 .336 .143 .148 .110 .109 
RPl12 .231 .310 .434 .321 -.209 .218 
RPI13 .197 -.on -.253 .475 -.238 -.064 
RPI 14 .147 .099 .117 .087 .025 -.064 
RPl15 .187 .120 .143 .217 .089 .086 
RPII6 .236 .191 .305 .119 .160 .164 
RPII7 .341 .551 .341 .246 .232 .122 
RPII8 .151 .085 .139 .088 .270 .306 
RPII9 .146 251 .290 .165 .228 .237 
RPI20 -.150 -.216 .347 .103 .174 .489 
RPI21 .315 .106 .302 .165 .108 .246 
RPI22 .252 .351 .307 -.245 .319 .087 
RPI23 .172 .153 .285 .323 .123 .264 
RPl24 -.170 .221 .309 .248 .229 .195 
RPI25 .232 -.198 .313 .119 .247 .479 
RPI26 .087 .118 .200 .196 .166 .164 
RPI27 .428 .232 -.117 .055 .152 .067 
RPI28 .109 .126 -.083 .313 .251 .326 
RPl29 -.092 .150 .173 .202 .145 .302 
RPI30 .393 .173 .078 .157 .321 .296 
RPI3I .101 .230 .209 .259 .362 .116 
RPI32 .410 .333 .126 .480 .283 .226 
RPI33 .440 -.055 -.074 -.051 .525 .318 
RPl34 .431 -.143 -.059 .054 .085 .332 
RPl35 .358 -.139 -.063 -.071 .538 -.218 
RPI36 .315 -.109 .164 .436 .225 .313 
RPI37 .216 -.240 .249 -.054 .259 .301 
RPI38 -.076 -.136 -.120 .201 .423 .275 
RPI39 -.132 -.175 -.236 .453 .295 .364 
RPI40 .216 .339 .218 .370 .322 .236 
RPI4I .362 .254 .196 -.106 -.117 -.090 
RPI42 .351 .254 .132 -.067 -.101 -.092 
RPI43 1.000 .170 .364 .211 -.080 -.148 
RPI44 .170 1..000 .503 .178 .244 .447 
RPI45 .264 .503 1.000 .306 .367 .498 
RPI46 .311 .378 .206 1.000 .424 .325 
RPI47 -.080 .244 .367 .424 1.000 .599 
RPI48 -.058 .247 .198 .325 .599 1.000 
RPI49 -.230 -.084 .310 -.142 .478 .249 
RPI50 -.185 -.134 .432 -.082 .452 .302 
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Reference Point Inventory RPI49 RPI50 
Correlation Matrix 

Correlation RPIOI .142 .266 
RPI02 -.125 .310 
RPI03 .234 -.121 
RPI04 -.116 -.338 
RPI05 -.173 .382 
RPI06 .351 .468 
RPI07 .301 -.329 
RPI08 .286 .435 
RPI09 .438 -.229 
RPI lO -.212 -.354 
RPI II -.356 .424 
RPII2 .308 .259 
RPII3 -.154 .433 
RPII4 -.074 -.386 
RPII5 -.242 -.353 
RPII6 .295 .321 
RPII7 .301 .134 
RPII8 .325 .213 
RPII9 .121 .279 
RPI20 .326 .311 
RPI21 -.083 -.063 
RPI22 .257 .241 
RPI23 .329 -.223 
RPI24 .201 -.218 
RPI25 -.175 .365 
RPI26 .079 .261 
RPI27 -.169 -.211 
RPI28 .316 .237 
RPI29 .320 -.090 
RPI30 .435 -.255 
RPI31 -.135 -.068 
RPI32 -.126 -.107 
RPI33 .063 .238 
RPI34 .219 .327 
RPI35 .350 .227 
RPI36 .313 .411 
RPI37 -.121 .247 
RPI38 .117 .142 
RPI39 -.098 .171 
RPI40 -.172 .602 
RPI41 .219 .128 
RPI42 .074 .154 
RPI43 -.330 -.085 
RPI44 -.084 -.234 
RPI45 .310 .232 

RPI46 -.242 -.082 
RPI47 .378 .252 
RPI48 .449 .302 
RPI49 1.000 .447 
RPI50 .447 1.000 
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Appendix G: Consumer Styles Inventory Correlation Matrix 

Consumer Styles CSIOI CSI02 CSI03 CSI04 CSI05 CSI06 
Inventory Correlation 
Matrix 
Correlation CSIOI 1.000 .244 .353 .492 -.159 .334 

CSI02 .244 1.000 .364 .347 -.336 .475 

CSI03 .353 .364 1.000 .594 -.206 .353 

CSI04 .492 .347 .594 1.000 -.216 .335 

CSI05 -.159 -.336 -.206 -.216 1.000 -.301 

CSI06 .334 .475 .353 .335 -.301 1.000 

CSI07 -.219 -.139 -.098 -.167 .519 -.118 

CSI08 -.148 -.370 -.211 -.189 .420 -.382 

CSI09 .350 .353 .237 .221 -.266 .436 

CSII0 .242 .270 .205 .186 -.162 .376 

CSlll .132 .094 .062 .235 -.107 .141 

CSI12 .234 .270 .236 .259 -.032 .297 

CSI13 .222 .337 .275 .231 -.166 .431 

CSI14 .148 .167 .200 .125 -.089 .212 

CSI15 .248 .257 .175 .201 -.104 .238 

CSI16 .056 .243 .180 .135 -.215 .296 

CSI17 .137 .294 .212 .187 -.260 .284 

CSI18 .328 .184 .257 .226 -.197 .183 

CSI19 .147 .166 .170 .144 -.352 .092 

CSI20 -.059 .314 -.146 -.055 .260 -.105 

CSI21 .076 .102 .155 .233 -.279 .153 

CSI22 .028 .005 -.113 -.056 .271 .058 

CSI23 .125 .120 .067 .108 -.182 .143 

CSI24 -.100 -.300 -.139 -.161 .423 -.190 

CSI25 -.204 .147 .259 .085 .210 .137 

CSI26 -.229 -.177 -.234 -.151 .174 -.331 

CSI27 .137 .150 .158 .159 -.148 .427 

CSI28 .076 .064 .099 .177 -.063 .205 

CSI29 .420 -.210 .077 .222 .319 .131 

CSI30 -.115 -.237 -.011 .020 .127 .228 

CSI3l .161 .250 .219 .225 -.317 .129 

CSI32 .208 .056 .058 -.124 -.126 -.105 

CSI33 .112 .098 .213 .254 .082 .349 

CSI34 .207 -.130 .140 .149 .147 -.225 

CSI35 -.137 .061 .246 .069 .125 -.139 

CSI36 -.107 -.212 .219 .102 .160 .058 

CSI37 .306 .231 .149 .184 -.150 .363 

CSI38 .339 .222 .255 .286 -.083 .275 

CSI39 .116 .234 -.133 .229 .409 .362 
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I CSI40 .0751 -.0881 .0631 .1321 .0341 -.1261 

Consumer Styles CSI07 CSI08 CSI09 CSII0 DeS II CSII2 
Inventory Correlation 
Matrix 
Correlation CSIOI -.219 -.148 .350 .242 .132 .234 

CSI02 -.139 -.370 .353 .270 .094 .270 

CSI03 -.098 -.211 .237 .205 .062 .238 

CSI04 -.167 -.189 .221 .186 .035 .259 

CSI05 .519 .420 -.266 -.162 -.107 -.232 

CSI06 -.118 -.382 .436 .376 .141 .297 

CSI07 1.000 .218 -.028 .061 .402 -.117 

CSI08 .218 1.000 -.319 -.253 -.095 -,111 

CSI09 -.028 -.319 1.000 .678 .398 ,467 

CSIIO .061 -.253 .678 1.000 .418 ,467 

CSIII .202 -.095 .398 .418 1.000 .422 

CSI12 -.217 -.111 .467 .467 .422 1.000 

CSI13 -.318 -.278 .649 .711 .455 ,502 

CSI14 .433 -.070 .382 .405 .458 .398 

CSI15 -.135 -.on .247 .174 .105 ,229 

CSI16 -.111 -.124 .219 .238 ,150 .218 

CSI17 -.127 -.188 .266 .165 .198 .238 

CSI18 -.137 -.148 .222 .123 -.103 .050 

CSI19 -.247 -.089 .079 -.048 .059 .123 

CSI20 .231 .149 -.420 .056 -.127 .323 

CSI21 -.260 -.210 .078 .117 .162 .190 

CSI22 .308 .115 .178 .196 .114 .138 

CSI23 -.152 -.052 .340 .051 .092 .068 

CSI24 .447 .310 -.164 -.167 -.212 -.129 

CSI25 -.224 -.312 -.109 -.093 -.222 -.117 

CSI26 -.074 .253 -.435 -.403 -.205 -.203 

CSI27 -.158 -.242 .321 -.063 -,090 .120 

CSI28 .093 -.136 .110 .062 -.338 .057 

CSI29 .168 .214 .104 .157 .330 .101 

CSI30 .142 .056 -.118 .231 -.305 .059 

CSI3I -.373 -.149 .329 .101 ,064 .082 

CSI32 -.209 .066 -.on -.159 -.213 -.128 

CSI33 .049 .314 .056 .144 .049 .166 

CSI34 .242 .120 .102 -.056 -.051 .235 

CSI35 .137 .on -.344 .343 .213 .089 

CSI36 .092 .128 -.057 -.211 .054 .248 

CSI37 .064 -.265 .500 .431 .331 .444 
CSI38 .114 -.121 .354 .366 .324 .459 

CSI39 .056 .141 .114 .122 ,082 .218 

CSI40 -.200 .145 -.169 -.106 -.077 -,242 
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Consumer Styles CSI13 CSI14 CSI15 CSI16 CSI17 CSII8 
Inventory Correlation 
Matrix 
Correlation CSIOI .222 .148 .048 .056 .137 .328 

CSI02 .337 .167 .257 .243 .294 .184 

CSI03 .275 .200 .175 .180 .212 .257 

CSI04 .231 .125 .201 .135 .187 .226 

CSI05 -.166 -.089 -.104 -.215 -.260 -.197 

CSI06 .431 .212 .238 .296 .284 .183 

CSI07 -.118 .233 -.135 -.111 -.127 -.131 

CSI08 -.278 -.010 -.077 -.124 -.188 -.148 

CSI09 .649 .382 .247 .219 .266 .022 

CSII0 .711 .405 .174 .238 .165 .123 

CSIl1 .455 .458 .105 .150 .198 -.103 

CSI12 .502 .398 .229 .218 .236 .050 

CSII3 1.000 .470 .256 .277 .279 .083 

CSII4 .470 1.000 .124 .230 .230 -.341 

CSI15 .256 .124 1.000 .568 .343 .109 

CSI16 .277 .230 .566 1.000 .615 .250 

CSI17 .279 .230 .343 .615 1.000 .243 

CSI18 .083 -.041 .109 .250 .243 1.000 

CSI19 .083 -.053 .142 .262 .288 .112 

CSI20 .086 .080 -.211 -.155 -.136 -.082 

CSI21 .147 .109 .239 .360 .385 .223 

CSI22 .183 .238 -.058 -.096 -.103 -.187 

CSI23 .067 -.087 .107 .154 .239 .121 

CSI24 -.198 -.063 -.237 -.283 -.245 -.143 

CSI25 -.424 -.535 .072 -.052 .116 .188 

CSI26 -.329 -.153 -.103 -.215 -.120 -.075 

CSI27 -.076 -.127 -.051 .315 .417 .207 

CSI28 .059 .066 -.085 -.097 .301 .112 

CSI29 .097 -.301 .136 .155 .096 .133 

CSI30 -.232 .089 -.093 .054 -.053 .139 

CSI31 .216 -.107 .119 .150 .176 .144 

CSI32 -.163 -.073 .056 -.063 .007 .070 

CSI33 .105 .043 -.078 .076 .210 .147 

CSI34 .090 .097 -.219 .048 .093 .084 

CSI35 .047 .243 -.132 .221 .046 .122 

CSI36 .208 .133 .305 .300 .061 .213 

CSI37 .506 .257 .197 .197 .272 .006 

CSI38 .373 .268 .193 .116 .258 .018 

CSI39 .149 .197 -.301 .335 .104 -.312 

CSI40 -.115 -.111 .160 .065 -.051 .135 
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Consumer Styles CSI19 CSI20 CSI21 CSI22 CSI23 CSI24 
Inventory Correlation 
Matrix 
Correlation CSIOI .147 -.449 .076 .328 .125 -.100 

CSI02 .166 .514 .102 .305 .120 -.300 
CSI03 .170 -.146 .155 -.113 .067 -.139 
CSI04 .144 -.055 .233 -.056 .108 -.161 
CSI05 -.352 .260 -.279 .271 -.182 .423 

CSI06 .092 -.105 .153 .058 .143 -.190 
CSI07 -.247 .231 -.260 .308 -.152 .447 

CSI08 -.089 .149 -.210 .115 -.052 .310 

CSI09 .079 -.520 .078 .178 .340 -.164 

CSIIO -.148 .056 .117 .196 .351 -.167 

CSIll .059 -.127 .162 .114 .092 -.212 

CSI12 .123 .223 .190 .138 .088 -.129 

CSI13 .413 .416 .147 .183 .067 -.198 

CSI14 -.053 .340 .109 .238 -.017 -.063 
CSI15 .142 -.211 .239 -.058 .107 -.237 

CSI16 .262 -.155 .360 -.096 .154 -.283 

CSI17 .288 -.136 .385 -.003 .239 -.245 

CSI18 .172 -.082 .223 -.187 .121 -.143 

CSI19 1.000 -.291 .374 -.312 .330 -.313 

CSI20 -.291 1.000 -.284 .281 -.339 .355 

CSI21 .374 -.284 1.000 -.139 .380 -.329 

CSI22 -.312 .281 -.139 1.000 -.133 .333 

CSI23 .330 -.339 .380 -.133 1.000 -.253 

CSI24 -.313 .355 -.329 .333 -.253 1.000 

CSI25 .093 -.119 .056 -.083 .187 -.319 

CSI26 -.081 .045 -.121 -.076 -.446 .076 

CSI27 .062 .301 -.347 -.176 .076 -.218 

CSI28 .102 .124 .135 .118 .081 .086 

CSI29 -.102 .240 .109 .226 -.078 .118 

CSI30 .072 .050 .083 .099 .117 .072 

CSI31 .219 -.176 .221 -.287 .146 -.358 

CSI32 .240 -.131 .120 -.148 .053 -.054 

CSI33 .047 .119 .068 .055 .107 .052 

CSI34 .012 .222 .035 .101 -.054 .057 

CSI35 .064 .057 .086 .420 .163 .047 

CSI36 -.041 .055 .058 .137 .117 .348 

CSI37 .077 -.135 .180 .103 .149 -.096 

CSI38 .090 -.066 .124 .060 .104 .403 

CSI39 .019 .203 .094 .097 -.001 -.213 

CSI40 .087 .050 .064 -.067 -.134 -.308 
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Consumer Styles CSI25 CSI26 CSI27 CSI28 CSI29 CSI30 
Inventory Correlation 
Matrix 
Correlation CSIOI -.204 -.229 .137 .076 .020 -.115 

CSI02 .147 -.177 .150 .064 -.010 -.137 

CSI03 .259 -.234 .158 .099 .077 -.111 

CSI04 .085 -.151 .159 .177 .222 .090 

CSI05 .060 .174 -.148 -.063 .119 .227 

CSI06 .137 -.331 .077 .205 .131 .128 

CSI07 -.084 -.074 -.158 .093 .168 .142 

CSI08 -.112 .253 -.142 -.236 .114 .056 

CSI09 -.109 -.435 .321 .110 .104 -.218 

CSII0 -.093 -.403 -.063 .062 .157 .231 

CSIll -.122 -.205 -.090 -.236 .130 -.305 

CSI12 -.117 -.203 .120 .057 .101 .059 

CSI13 -.224 -.329 -.076 .059 .097 -.092 

CSI14 -.135 -.153 -.127 .066 -.201 .089 

CSI15 .072 -.103 -.051 -.085 .136 -.093 

CSI16 -.052 -.215 .115 -.097 .155 .054 

CSI17 .116 -.120 .087 .401 .096 -.053 

CSI18 .188 -.075 .407 .112 .133 .139 

CSI19 .093 -.081 .062 .102 -.302 .072 

CSI20 -.119 .145 .221 .124 .080 .050 

CSI21 .056 -.121 -.147 .055 .109 .083 

CSI22 -.083 -.076 -.176 .118 .066 .099 

CSI23 .187 -.046 .076 .081 -.078 .117 

CSI24 -.119 .076 -.218 .066 .118 .072 

CSI25 1.000 .135 .122 .076 .095 .044 

CSI26 .135 1.000 .011 -.018 -.129 .094 

CSI27 .122 .111 1.000 -.141 -.083 -.074 

CSI28 .076 -.018 -.041 1.000 .289 .449 

CSI29 .095 -.099 -.083 .289 1.000 .382 

CSI30 .144 .204 -.074 .449 .382 1.000 

CSI31 .301 -.088 .153 -.130 -.115 -.249 

CSI32 .172 .097 .171 -.057 -.241 -.204 

CSI33 .139 .035 .194 .281 .100 .295 

CSI34 .201 -.122 .088 .224 .110 .226 

CSI35 .005 -.233 .220 .271 .138 .241 

CSI36 -.217 .066 -.103 .169 .118 .274 

CSI37 -.053 -.369 .037 .074 .126 -.024 

CSI38 .055 -.167 .249 .090 .227 .090 

CSI39 .020 -.084 .024 .197 .157 .220 

CSI40 -.019 .179 -.005 .008 .122 .106 
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Consumer Styles CSI31 CSI32 CSI33 CSI34 CSI35 CSI36 
Inventory Correlation 
Matrix 
Correlation CSIOI .161 .208 .112 .207 -.057 -.087 

CSI02 .250 .056 .098 -.130 .061 -.092 

CSI03 .219 .058 .213 .140 .096 .219 

CSI04 .225 -.024 .254 .149 .069 .102 

CSI05 -.317 -.076 .082 .147 .125 .160 

CSI06 .129 -.075 .149 -.075 -.039 .058 

CSI07 -.373 -.209 .249 .062 .137 .092 

CSI08 -.149 .066 .094 .120 .077 .028 

CSI09 .029 -.077 .056 .102 -.244 -.057 

CSII0 .101 -.159 .144 -.056 .043 -.091 

CSIll .064 -.013 .029 -.051 .083 .054 

CSI12 .082 -.028 .166 .035 .089 .088 
CSI13 .016 -.163 .105 .090 .047 .108 

CSI14 -.107 -.073 .043 .097 .083 .233 

CSI15 .119 .056 -.068 -.119 -.092 .105 

CSI16 .150 -.063 .076 .148 .071 .088 
CSI17 .176 .087 .210 .093 .246 .061 

CSI18 .144 .070 .147 .084 .122 .083 

CSI19 .219 .049 .057 .112 .064 -.091 

CSI20 -.176 -.131 .119 .222 .057 .055 

CSI21 .221 .120 .068 .035 .086 .058 

CSI22 -.287 -.148 .055 .101 .060 .137 

CSI23 .146 .053 .107 -.054 .163 .117 

CSI24 -.358 -.054 .052 .057 .047 .098 

CSI25 .101 .172 .139 .101 .205 -.097 

CSI26 -.088 .097 .055 -.052 -.233 .166 

CSI27 .153 .171 .194 .088 .120 -.103 

CSI28 -.130 -.057 .281 .224 .271 .169 

CSI29 -.115 -.241 .100 .010 .138 .118 

CSI30 -.249 -.204 .295 .226 .241 .274 

CSI31 1.000 .359 .037 -.005 -.075 -.081 

CSI32 .359 1.000 .051 .144 .097 .217 

CSI33 .237 .051 1.000 .401 .406 .369 

CSI34 -.105 .144 .401 1.000 .396 .391 

CSI35 -.075 .047 .406 .396 1.000 .553 

CSI36 -.081 .017 .369 .391 .553 1.000 

CSI37 .089 -.095 .081 -.093 .079 .088 

CSI38 .071 -.075 .142 -.099 .130 .127 

CSI39 -.066 -.097 .041 .065 .073 .137 

CSI40 .228 .158 .115 .235 -.133 .221 
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Consumer Styles CSI37 CSI38 CSI30 CSI40 
Inventory Correlation 
Matrix 
Correlation CSIOI .306 .339 .016 .075 

CSI02 .231 .222 .134 -.088 

CSI03 .149 .255 -.063 .063 . CSI04 .184 .286 .089 .132 

CSI05 -.150 -.083 .079 .124 

CSI06 .363 .275 .062 -.126 

CSI07 .064 .114 .056 -.200 

CSI08 -.265 -.121 .041 .145 

CSI09 .SOO .354 .114 -.169 

CSII0 .431 .366 .122 -.106 

CSIll .331 .324 .082 -.on 
CSI12 .444 .459 .218 -.042 

CSI13 .506 .373 .149 -.115 

CSI14 .257 .268 .197 -.111 

CSI15 .197 .193 -.001 .160 

CSI16 .197 .116 .035 .065 

CSI17 .272 .258 .104 -.051 

CSIl8 .062 .098 -.012 .135 

CSI19 .077 .090 .019 .087 

CSI20 -.135 -.066 .003 .050 

CSI21 .180 .124 .094 .064 

CSI22 .103 .060 .097 -.067 

CSI23 .149 .104 -.021 -.134 

CSI24 -.096 .003 -.083 -.008 

CSI25 -.053 .055 .OSO -.219 

CSI26 -.369 -.167 -.084 .179 

CSI27 .037 .049 .024 -.005 

CSI28 .074 .090 .197 .008 

CSI29 .126 .227 .157 .122 

CSI30 -.024 .090 .220 .060 

CSI31 .089 .071 -.066 .228 

CSI32 -.095 -.075 -.037 .158 

CSI33 .081 .142 .041 .115 

CSI34 -.023 -.099 .065 .235 

CSI35 .079 .030 .073 -.023 

CSI36 .088 .127 .137 .021 

CSI37 1.000 .614 .324 -.297 

CSI38 .614 1.000 .308 -.178 

CSI39 .324 .308 1.000 -.138 

CSI40 -.297 -.178 -.138 1.000 


	549561_001
	549561_002
	549561_003
	549561_004
	549561_005
	549561_006
	549561_007
	549561_008
	549561_009
	549561_010
	549561_011
	549561_012
	549561_013
	549561_014
	549561_015
	549561_016
	549561_017
	549561_018
	549561_019
	549561_020
	549561_021
	549561_022
	549561_023
	549561_024
	549561_025
	549561_026
	549561_027
	549561_028
	549561_029
	549561_030
	549561_031
	549561_032
	549561_033
	549561_034
	549561_035
	549561_036
	549561_037
	549561_038
	549561_039
	549561_040
	549561_041
	549561_042
	549561_043
	549561_044
	549561_045
	549561_046
	549561_047
	549561_048
	549561_049
	549561_050
	549561_051
	549561_052
	549561_053
	549561_054
	549561_055
	549561_056
	549561_057
	549561_058
	549561_059
	549561_060
	549561_061
	549561_062
	549561_063
	549561_064
	549561_065
	549561_066
	549561_067
	549561_068
	549561_069
	549561_070
	549561_071
	549561_072
	549561_073
	549561_074
	549561_075
	549561_076
	549561_077
	549561_078
	549561_079
	549561_080
	549561_081
	549561_082
	549561_083
	549561_084
	549561_085
	549561_086
	549561_087
	549561_088
	549561_089
	549561_090
	549561_091
	549561_092
	549561_093
	549561_094
	549561_095
	549561_096
	549561_097
	549561_098
	549561_099
	549561_100
	549561_101
	549561_102
	549561_103
	549561_104
	549561_105
	549561_106
	549561_107
	549561_108
	549561_109
	549561_110
	549561_111
	549561_112
	549561_113
	549561_114
	549561_115
	549561_116
	549561_117
	549561_118
	549561_119
	549561_120
	549561_121
	549561_122
	549561_123
	549561_124
	549561_125
	549561_126
	549561_127
	549561_128
	549561_129
	549561_130
	549561_131
	549561_132
	549561_133
	549561_134
	549561_135
	549561_136
	549561_137
	549561_138
	549561_139
	549561_140
	549561_141
	549561_142
	549561_143
	549561_144
	549561_145
	549561_146
	549561_147
	549561_148
	549561_149
	549561_150
	549561_151
	549561_152
	549561_153
	549561_154
	549561_155
	549561_156
	549561_157
	549561_158
	549561_159
	549561_160
	549561_161
	549561_162
	549561_163
	549561_164
	549561_165
	549561_166
	549561_167
	549561_168
	549561_169
	549561_170
	549561_171
	549561_172
	549561_173
	549561_174
	549561_175
	549561_176
	549561_177
	549561_178
	549561_179
	549561_180
	549561_181
	549561_182
	549561_183
	549561_184
	549561_185
	549561_186
	549561_187
	549561_188
	549561_189
	549561_190
	549561_191
	549561_192
	549561_193
	549561_194
	549561_195
	549561_196
	549561_197
	549561_198
	549561_199
	549561_200
	549561_201
	549561_202
	549561_203
	549561_204
	549561_205
	549561_206
	549561_207
	549561_208
	549561_209
	549561_210
	549561_211
	549561_212
	549561_213
	549561_214
	549561_215
	549561_216
	549561_217
	549561_218
	549561_219
	549561_220
	549561_221
	549561_222
	549561_223
	549561_224
	549561_225
	549561_226
	549561_227
	549561_228
	549561_229
	549561_230
	549561_231
	549561_232
	549561_233
	549561_234
	549561_235
	549561_236
	549561_237
	549561_238
	549561_239
	549561_240
	549561_241
	549561_242
	549561_243
	549561_244
	549561_245
	549561_246
	549561_247
	549561_248
	549561_249
	549561_250
	549561_251
	549561_252
	549561_253
	549561_254
	549561_255
	549561_256
	549561_257
	549561_258
	549561_259
	549561_260
	549561_261
	549561_262
	549561_263
	549561_264
	549561_265
	549561_266
	549561_267
	549561_268
	549561_269
	549561_270
	549561_271
	549561_272
	549561_273
	549561_274
	549561_275
	549561_276
	549561_277
	549561_278
	549561_279
	549561_280
	549561_281
	549561_282

