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ABSTRACT  
 
 This research verifies and determines the factors related to purchase and its relation to deciding style of 
consumers of local and imported wears based on Sprols and Kendal models in Alborz province. In this case after 
determining the goals and purposes of research, due to unlimited statistical society, sample volume is 300 
persons. Required data about factors related to purchase and deciding style of consumers of wears are calculated 
and gathered by two questionnaires with determination of narration and permanency and before using Spearman  
and Pearson test to define relation between variables of subjects, normality of variables are confirmed by 
Kolmogrof- Smirnof unique sample test. The result of data analysis shows positive relationship between verified 
variables. Results of Frideman test shows that, the highest rank is related to cultural factors with average of 
3.5% and the highest rank related to deciding style is sensitive to price. According to result of this research, 
some suggestions are presented.    © 2013 Published by JBASR 
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Introduction  
 
 The importance of understanding customers' 
behavior in today's world in which competition is 
growing is undeniable and all organizations and 
companies must take their needs and expectations 
into consideration and satisfy them, because 
customers' are the center of national and international 
commerce and direct organizations. Customer 
behavior science discusses individuals and their ways 
of life. This field of knowledge deals with 
consumers' purchases behavior and marketers' selling 
points and also considers the benefits that consumer 
receives and satisfaction achieved. Therefore, 
development of this field can have many economic 
impacts on our society, because all of us are involved 
with this field of knowledge [5]. New marketing tries 
to satisfy customers' needs and expectations and 
consumer behavior field investigates customers' 
choice, purchase, products usage, service and ideas 
presented by individuals, organizations and other 
groups for satisfying their needs. 
 Understanding customers' purchase behavior and 
knowing about customers is not very easy. 
Customers might state their needs in a particular way 
but they may act the other way round, because they 
may not be aware of their in-depth motivations or 

they may react to factors that affect their opinions at 
the time of purchase. The importance of consumer 
behavior quality is embedded in marketing 
definition" a human activity that addresses needs and 
expectations satisfaction through transaction". In 
fact, consumer priority principle is a principle on 
which marketing is based. In other words, consumer 
is at the center of any marketing activity [4]. There 
are many reasons for studying consumer behavior.  
 One of them is that marketer's study consumer 
behavior and they not only can predict consumers' 
responses to different advertising messages but also 
they can judge consumers' decision-making reasons. 
Marketers believe that if they know all issues 
concerning consumers' purchase decision they will 
be able to design marketing strategies in a way that 
they will have favorable impacts on 
consumers[5].Consumer behavior includes all 
psychological and social processes that form before, 
during and after purchase and finally results in 
purchase or failure to buy a particular service of 
product. Purchase process includes many stages that 
start from feeling to need (formation) and after 
gathering data and evaluation of solutions (options), 
it leads to product purchase. One of the main 
processes of purchase process is making decision 
about a product. In this stage, the consumer selects 
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an option considering his/her criteria and also 
available solutions. In other words, a consumer's 
decision-making indicates his/her intentions and 
his/her cognitive and mental methods that are used at 
the time of selection. Therefore, understanding the 
consumers' decision-making style is very important 
for managers and commercial organizations' 
decision-makers [5]. 
 Traditionally, retailers pay attention to 
demographic factors like age, income, job and other 
factors in order to identify consumers' and study their 
purchase inclinations. These kinds of variables are 
valuable but they are not enough for identification of 
consumers who have different consumption 
inclinations and behaviors [1]. The impact of 
imported products must also be considered. 
Consumers have different interpretations of internal 
and imported products. Each customer has his/her 
own reason for buying or not buying internal and 
imported products. In many developing countries, 
individuals prefer imported products to internal 
products. This can be attributed to the perceived 
quality of imported products or social impact of 
using imported products [3]. In this research, 
consumer styles index (CSI) which was presented by 
Sproles & Kendall (1986) was used to study clothing 
consumers' purchase decision-making and also 
identify internal and imported clothing consumers' 
decision-making styles. 
  This index has been used to investigate 
consumers' decision-making style in different 
countries. This index realizes 8 styles as different 
consumer decision-making styles at the time of 
purchase. These include: attention to quality, 
attention to brand, attention to purchase enjoyment, 
attention to innovative and novel products, attention 
to price, immediate and careless purchases, 
formation of ambiguity due to presence of various 
options and loyalty to brand. In this research, factors 
related to purchase including cultural, social, 
psychological and personal factors have been 
considered. These factors have been verified by 
Kotler (2010) and Davar Venous (2004) as purchase-
related factors. A consumer is defined as a person 
who buys a product or uses that product in order to 
satisfy his/her needs and expectations. Many factors 
influence consumers' purchase behavior. 
 The most effective factors include: 1) cultural, 
social and group factors (culture, social class, 
reference groups, family) 2) psychological and 
personal factors (motivation, perception, learning, 
personality) 3) factors related to marketing mix 
(product, price, place) 4) situation factors (time of 

purchase, place of purchase, purchase reason and 
purchase conditions) [2] Considering the explanation 
of variables under study, the main question of the 
research is: whether there is any relationship between 
factors related to purchase and decision-making 
styles of consumers of internal and imported clothing 
based on Sproles& Kendall model in Alborz 
Province, Iran? 
 
Research methodology: 
 
 This research is a descriptive and correlation 
research and from research goal point of view, it is 
an applied research; data was gathered through field 
method. Statistical population of the research 
includes all Alborz Province cities (Savojbolagh, 
Karaj, Nazar Abad, Eshtehard and Taleghan). 
Sampling was conducted by means of random 
categorical sampling method corresponding to 
population size. Because sample size was 300, 63 
people were selected as sample size in each city 
(Karaj, Savojbolagh, Nazar Abad, Eshtehard and 
Taleghan). 
 
Demographic results: 
 
 All population members (300 people) answered 
the questionnaires.- 117 people (39.0%) were male 
and 181 people (60.3%) were female. 2 people did 
not specify their gender.- 121 people (40.3%) were 
under 30 years old, 65 people (21.7%) were 30-34 
years old, 42 people (14%) were 35-39 and 72 people 
were aged 40 and higher than 40 (24.0%). Most of 
the respondents were aged below 30. 
 
Hypotheses test: 
 
Main hypothesis: 
 
 There is relationship between purchase-related 
factors and consumers of internal and imported 
clothing decision-making styles. 
H0: there is not any relationship between purchase-
related factors and decision-making styles of 
consumers of internal and imported clothing. 
H1: There is relationship between purchase-related 
factors and decision-making styles of consumers of 
internal and imported clothing. 
 Pearson and Spearman correlation coefficients 
were used (quantitative variables) to investigate 
relationship between purchase-related factors and 
consumers decision-making styles. The results of this 
test have been summarized in table 1. 

 
Table 1: Pearson and Spearman correlation coefficients between purchase-related factors and consumers' decision-making styles. 

correlation statistic Correlation coefficient 
value 

Significance (p-value) number Presence of 
relationship 

Type of 
relationship 

Pearson 
Spearman 

0.222 **<0.001 300 verified direct 
0.226 **<0.001 300 verified direct 

*significant at 0.05, ** significant at 0.01 
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 As table 1 show, Pearson coefficient is 0.222 
and Spearman coefficient is 0.226. This shows that 
there is relationship between purchase-related factors 
and consumers' decision-making styles (p<0.05) and 
this relationship is direct.  
 
 First subsidiary hypothesis 
 
 There is relationship between psychological 
factors related o purchase and decision-making styles 
of consumers of internal and imported clothing. 

H0: There is no relationship between psychological 
factors related o purchase and decision-making styles 
of consumers of internal and imported clothing. 
H1: There is relationship between psychological 
factors related o purchase and decision-making styles 
of consumers of internal and imported clothing. 
 Pearson and Spearman correlation coefficients 
were used (quantitative variables) to investigate 
relationship between purchase-related psychological 
factors and consumers decision-making styles. The 
results of this test have been summarized in table 2.

 
 
Table 2: Pearson and Spearman correlation coefficients between purchase-related psychological factors and consumers' decision-making 

styles 
Correlation statistic Correlation 

coefficient 
Significance (p-

value) 
number Presence of 

relationship 
Type of relationship 

Pearson 
Spearman 

0.133 *0.021 300 verified direct 
0.120 **0.032 300 verified direct 

*significant at 0.05, ** significant at 0.01 
 
 Results show that Pearson correlation coefficient 
is equal to 0.133 and Spearman correlation 
coefficient is 0.120. This means there is relationship 
between purchase-related psychological factors and 
consumers' decision-making styles (p<0.05) and this 
relationship is direct. 
 
Second subsidiary hypothesis: 
 
 There is relationship between social factors 
related to purchase and decision-making of 
consumers of internal and imported clothing 

H0: There is not any relationship between social 
factors related to purchase and decision-making of 
consumers of internal and imported clothing 
H1: There is relationship between social factors 
related to purchase and decision-making of 
consumers of internal and imported clothing 
Pearson and Spearman correlation coefficients were 
used (quantitative variables) to investigate 
relationship between purchase-related social factors 
and consumers decision-making styles. The results of 
this test have been summarized in table 3. 

 
Table 3: Pearson and Spearman correlation coefficients between purchase-related social factors and consumers' decision-making styles. 

Correlation statistic Correlation 
coefficient 

Significance (p-
value) 

number Presence of 
relationship 

Type of relationship 

Pearson 
Spearman 

0.292 **<0.001 300 verified direct 
0.303 **<0.001 300 verified direct 

*significant at 0.05, ** significant at 0.01 
 
 Results show that Pearson correlation coefficient 
is equal to 0.292 and Spearman correlation 
coefficient is 0.303. This means there is relationship 
between purchase-related social factors and 
consumers' decision-making styles (p<0.05) and this 
relationship is direct. 
 
Third subsidiary hypothesis: 
 
 There is relationship between cultural factors 
related to purchase and decision-making of 
consumers of internal and imported clothing 

H0: There is not any relationship between cultural 
factors related to purchase and decision-making of 
consumers of internal and imported clothing 
H1: There is relationship between cultural factors 
related to purchase and decision-making of 
consumers of internal and imported clothing 
 Pearson and Spearman correlation coefficients 
were used (quantitative variables) to investigate 
relationship between purchase-related cultural factors 
and consumers decision-making styles. The results of 
this test have been summarized in table 4. 

 
Table 4: Pearson and Spearman correlation coefficients between purchase-related cultural factors and consumers' decision-making styles. 

Correlation statistic Correlation 
coefficient 

Significance (p-
value) 

number Presence of 
relationship 

Type of relationship 

Pearson 
Spearman 

0.139 *0.016 300 verified direct 
0.115 *0.046 300 verified direct 

*significant at 0.05, ** significant at 0.01 
 
 Results show that Pearson correlation coefficient 
is equal to 0.139 and Spearman correlation 

coefficient is 0.115. This means there is relationship 
between purchase-related cultural factors and 
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consumers' decision-making styles (p<0.05) and this 
relationship is direct. 
 
Fourth subsidiary hypothesis: 
 
 There is relationship between personal factors 
related to purchase and decision-making of 
consumers of internal and imported clothing 
H0: There is not any relationship between personal 
factors related to purchase and decision-making of 
consumers of internal and imported clothing 

H1: There is relationship between personal factors 
related to purchase and decision-making of 
consumers of internal and imported clothing 
 Pearson and Spearman correlation coefficients 
were used (quantitative variables) to investigate 
relationship between purchase-related personal 
factors and consumers decision-making styles. The 
results of this test have been summarized in table 5. 

 
Table 5: Pearson and Spearman correlation coefficients between purchase-related personal factors and consumers' decision-making styles. 

Correlation statistic Correlation 
coefficient 

Significance (p-
value) 

number Presence of 
relationship 

Type of relationship 

Pearson 
Spearman 

0.152 **0.009 300 verified direct 
0.160 **0.006 300 verified direct 

 
 Results show that Pearson correlation coefficient 
is equal to 0.152 and Spearman correlation 
coefficient is 0.160. This means there is relationship 
between purchase-related personal factors and 
consumers' decision-making styles (p<0.05) and this 
relationship is direct. 
 
Prioritization of purchase-related factors: 
 

 Friedman test was used to compare ranks 
average or to prioritize components of purchase-
related factors (psychological factors, social factors, 
cultural factors and personal factors) (qualitative 
variables). The results of this test have been 
summarized in table 6. 
H0: average of the ranks of the variable components 
of purchase-related factors is similar. 
H1: average of the ranks of the variable components 
of purchase-related factors is not similar. 

 
Table 6: Friedman test for comparing average of variable components of purchase-related factors. 

variable Average of the ranks Kai-squared 
statistic 

Degree of 
freedom 

significance 

Psychological factors 2.92 265.392 3 **<0.001 
social factors 2.28 

cultural factors 3.14 
personal factors 1.65 

*significant at 0.05, ** significant at 0.01 
 
 Friedman test results showed that Kai-squared 
statistic is 265.392 and this shows that the averages 
of the investigated components are significantly 
different (p<0.05). The top rank goes to cultural 
factors (average equal to 3.14) and psychological, 
social and personal factors are situated at the next 
ranks, respectively. 
 
Prioritization of components of decision-making 
styles of consumers: 
 

 Friedman test (qualitative variables) was used to 
compare ranks average or to prioritize variable 
components of decision-making styles of consumers 
(quality-sensitive, brand-sensitive, price-sensitive, 
sensitive to new product, purchase as hobby, careless 
and pointless purchase, having many options and 
loyal to a particular brand). The results have been 
summarized in table 7. 
H0: average of the ranks of variable components of 
decision-making styles of consumers is similar. 
H1: average of the ranks of variable components of 
decision-making styles of consumers is not similar. 

 
Table 7: Friedman test for comparing the average of variable components of decision-making styles of consumers. 

variable Ranks average Kai-squared 
statistic 

Degree of 
freedom 

significance 

Quality sensitive 5.26 479.789 7 **<0.001 
Brand sensitive 5.32 
Price sensitive 5.55 

Sensitive to new product 5.32 
Purchase as hobby 3.99    

Careless and pointless purchase 3.60    
Having many options 2.55    

Loyal to brand 4.40    
*significant at 0.05, ** significant at 0.01 
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 Results of Friedman test shows that Kai-squared 
statistic is equal to 479.789 and this shows that the 
average of the investigated components is 
significantly different (p<0.05). The top rank is 
related to price with average 5.55 and sensitive to 
brand, sensitive to new product, sensitive to quality, 
loyal to brand, purchase as hobby, careless and 
pointless purchase and having many options are at 
the next ranks, respectively. 
 
Research recommendations: 
 
1) considering the main subject of the research which 
states that there is relationship between purchase-
related factors and decision-making styles of 
consumers of internal and imported clothing, it is 
advised to marketers to study consumers behavior 
carefully, because consumer's responses to different 
advertising messages will be predictable and also 
marketing strategies can be designed in a way that 
they will have favorable impact on consumers. 
2) It is advised to marketers to investigate their 
customers' expectations and mental perceptions and 
also their purchase behavior. This has many benefits 
including: helping managers with making decisions 
2) providing marketing researchers with a knowledge 
base in order to analyze consumer behavior 3) 
helping legislators with passing regulations related to 
product and service purchase. 
3) Advertisers can conduct effective advertisements 
and with spending optimal advertising budget, they 
can achieve their marketing and sales goals with 
recognizing products consumers and investigation of 
behavior capacities of consumers and realization of 
buyer decision-making models and consumer 
behavior models. 
4) a consumer has no alternative but to make 
purchase in order to meet his/her needs and his/her 
purchase involves recognition and evaluation of 
accessible options. Purchase might be affected by 
different factors. The first knowledge about purchase 
is formed in family but it is advised to consumers to 
purchase after thorough investigation and recognition 
of his/her needs and present resources and act 
carefully when choosing a brand and consider 
different factors like satisfaction of needs, quality, 
product durability and avoid careless purchases 
which results in energy, time and money waste and 
make much of their purchase. 
5) Because cultural factors have the most impact on 
consumer behavior, it is advised to marketers to 
become familiar with behavioral and cultural and 
social characteristics of their customers and therefore 
to become able to provide favorable products for 
each of cultural groups before their competitors. 
6) In today's competitive world, companies must pay 
great attention to customers and satisfaction of their 
needs in order to achieve competitive advantage. 
Customers have various tendencies in buying 
products which must be considered when 

formulating marketing strategies. If company's 
marketing mix is directed at customers needs, the 
company will have a suitable competitive place in 
comparison with market competitors and this point 
will result in earnings increase in the long run. 
7) It is advised to managers to evaluate their 
company's products place and impression in the 
market in comparison to their competitors' products 
so that they will be able to make appropriate 
decisions on improvement and promotion of their 
product's quality. 
8) It is recommended more studies be conducted in 
this field in other provinces so that reliability of the 
results is strengthened and the results become 
generalizable.  
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