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The purpose of this research study was to compare and contrast the fashion
attitudes and buying behaviors of college students at a Midwestern university in the
United States and at a metropolitan university in China toward apparel products, and to
clarify the factors that contribute to differences and similarities among the two markets.
Data were obtained from 317 American and Chinese college students with an age range
of 18 to 24 years. The consumer decision-making characteristics related to fashion
attitudes were supported by the buying behavioral results in this study. Although
similarities overweighed differences overall, several subtle differences were identified in
buying characteristics by country. The study confirmed that globalization and cultural
background factors including demographics and psychographics have an impact on
characterizing fashion attitudes and buying behaviors between American and Chinese
college student consumers. Implications of the findings suggest to marketers of U.S.
apparel firms that several appropriate globalization and management strategies can be

implemented for gaining successful market presence in China.
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CHAPTER I

INTRODUCTION

Meeting multicultural consumer needs by providing the right products and
services in today’s global market is a great challenge for marketers, retailers, and
suppliers (Kim, Forsythe, Gu & Moon, 2002). Currently, many fashion apparel
industries under the influence of globalization have been eager to gain a larger market,
not only in their country of origin, but also in other markets with high potential (Kim,
Forsythe, Gu & Moon, 2002).

In the past two decades, global marketers have attempted to explore various
market opportunities in China. China, with one fourth of the world’s population, is the
world’s fastest rate of economic growth and ranks second in the world in gross domestic
product (GDP: The World Bank, 2010). China offers enormous market opportunities for
textile and apparel firms (Jin & Kang, 2010). On the other hand, the United States, with
the largest purchasing power, saw imports of apparel products double between 1992 and
2002 to $63.8 billion (Kunz & Garner, 2007). In the apparel and textile sector, U.S.
companies claim only six percent of the imported apparel market in China compared to
46 percent for France and 38 percent for Italy (Zhang, Dickson, & Lennon, 2002). Most

U.S. apparel firms historically have not effectively exploited the opportunity to sell their



brand in foreign market (Kunz & Garner, 2007), although numerous U.S. apparel
companies have actively sought overseas opportunities for business expansion. These
facts clearly denote that the United States should pursue more market opportunities in
China (Wu & Delong, 2006).

Consumers may choose particular products and brands, not only because these
products provide the functional reasons such as basic physical and survival needs, but
also because the products can be used to express consumers’ personality, social status or
to fulfill their internal psychological needs (Kim, Forsythe, Gu & Moon, 2002).
According to Yau (1994), consumers’ product choice and preference for a particular
product or brand are generally affected by complex social influences and environment.
Consumer’s preference also changes over time as their consumption situation and
environment change (Yau, 1994). The development of global markets has resulted in an
increase in product choices, retail channels (e.g., mail catalogues, television, Internet, and
stores) and promotional activities that provide an abundance of information. These
developments make consumers’ decisions more complex and even more important today

than in the past (Walsh, Mitchell & Hennig-Thurau, 2001).

Problem

Identifying and understanding cross-cultural consumers’ attitude and buying
behaviors toward apparel products is the primary task for successful global apparel firms.
To be successful, U.S. apparel firms should examine differences and similarities between
American and Chinese buying behaviors and decision making styles, and clarify factors

affected these differences and similarities. A comparison of these two markets will help



U.S. apparel firms make appropriate globalization strategies to appeal to their target

market and widen profit as a successful firm in the future.

Purpose
The purpose of this research study was to compare and contrast the fashion
attitudes and consumer buying behaviors of college students at a Midwestern university

and Chinese college students at a metropolitan university toward apparel products.

Research Questions

The following research questions were examined in this study:

1. What fashion attitudes do American college student and Chinese college student
consumers have based on consumer decision-making style toward apparel
products?

a. How does it similar and how is it different?
b. What factors influence their fashion attitudes?

2. What buying behaviors do American college student and Chinese college student
consumers have toward apparel products?

a. How does it similar and how is it different?
b. What factors influence their buying behaviors?
3. Is there any relationship between cross-national consumers’ fashion attitudes and

buying behaviors toward apparel products?



Rationale

Results of this study provides a better understanding of the cross-cultural fashion
attitudes and buying behaviors used by comparison between American college students
and Chinese college students. Although several cross-cultural consumer decision-making
styles toward apparel products research can be found, updating a comparison study of
cross-cultural consumer behavior is needed as consumers’ purchase behavior changes
over time following their consumption situation and environment change (Yau, 1994).
This is especially important among Chinese consumers, due to the rapid economic
growth that has occurred in recent years. Identifying the differences and similarities of
consumer behavior styles between American college students and Chinese college
students by using an established survey from previous studies would provide for the
factors affecting these results. This information will help U.S. apparel firms make

appropriate globalization strategies for gaining successful global market presence.

Assumptions
The researcher makes the following assumptions in the implementation of the
study and in the interpretation of the data:
1. The students at an American Midwestern university are representative of
American college student consumers in general;
2. The students at a Chinese metropolitan university are representative of

Chinese college student consumers in general;



3. The questions asked in the survey are an adequate proxy to measure
consumers’ fashion attitudes and buying behaviors toward apparel products;
and

4. All students were truthful in their answers.

Definitions
For the purpose of this study, the following definitions were used:
Apparel — clothing, not necessarily fashionable (Brannon, 2005)

Buying power (Purchasing power) — the amount of goods that can be purchased with a

given amount of money at a given place and time (Kunz & Garner, 2007)

Consumer decision-making style — a mental orientation characterizing a consumer’s

approach to making choices (Sproles & Kendall, 1986)

Consumption — used of commodities (goods and services), their used, and services
consumed (Kunz & Garner, 2007)

Demographics — Statistics that describe a population, including age, income, education,
occupation, race, and geographic location (Brown & Rice, 2001)

Fashion — a style that is popular in the present or a set of trends that have been accepted
by a wide audience (Brannon, 2005)

Firm — any business, corporation, proprietorship, or partnership (Kunz & Garner, 2007)

Generation Y — people born after 1976 (Brown & Rice, 2001)

Globalization — the process whereby the world’s people are becoming increasingly

interconnected in all facets of their lives (Kunz & Garner, 2007)



Global marketing — activities that accelerate the movement of goods and services from a

manufacturer or retailer to consumers in many countries around the world (Kunz
& Garner, 2007)

Marketing — Use of the company’s resources to meet the customer’s needs, wants, and
demands, with the goal of making profit (Brown & Rice, 2001)

Market segmentation — dividing consumers into groups with common characteristics

(Brown & Rice, 2001)
Product — the finished garment (Brown & Rice, 2001)

Psychographics — Characteristics of people according to their lifestyle values — interests,

attitudes, and opinions (Brown & Rice, 2001)

Summary

Currently, under the influence of globalization, many fashion apparel industries
have been eager for gaining large market not only in their country of origin, but also in
other markets with high potential, especially in overseas countries (Kim et al, 2002).
Identifying and understanding the cross-cultural consumers’ shopping behavior of
apparel products may help U.S. apparel firms make appropriate globalization strategies
for success as a global firm. The purpose of this study was to examine the characteristics
of fashion attitudes and buying behaviors toward apparel products between American
college student consumers and Chinese college student consumers. The results of this
study can help clarify factors that impact these differences and similarities among these

two markets.



CHAPTER II

REVIEW OF LITERATURE

The purpose of this study is to compare and contrast the fashion attitudes and
consumer buying behaviors of college students at a Midwestern university and Chinese
college students at a metropolitan university toward apparel products. This chapter
provides general background knowledge about consumers’ product choice track and
summarizes a variety type of research regarding consumers’ shopping behaviors; market
segmentation characteristics which affect a consumers’ behavior style; and an overview
of how to measure consumers’ decision-making styles. This review emphasizes the

generalizability of a cross-cultural decision-making style instrument.

Background

Consumers choose particular products and brands not only because these products
provide the functional reasons, such as basic physical/survival needs, but also because
products can be used to express the consumers’ personality, social status or to fulfill their
internal psychological needs (Kim, Forsythe, Gu & Moon, 2002). Consumers’ product

choice and preference for a particular product or brand are generally affected by complex



social influences and environment. Consumers’ preference also changes over time as
their consumption situation and environment change (Yau, 1994).

Cultural assumptions underlie thoughts and ultimately decisions. According to
Tung (1995), culture refers to the dynamic process that occurs within a given society
group and which creates the cognitive map of beliefs, values, meaning and attitudes that
drive perception, thoughts, reasoning, actions, responses and interactions. Therefore,
national culture has been proven to significantly impact an individual values and attitudes
(Hofstede, 2001). Thus, culture is expected to have a significant influence on consumer
buying style. Major cultural differences in cognition, emotion and motivation have been
identified (Markus & Kitayama, 1991).

The development of global markets has resulted in an increasing number of
product choices, retail channels (e.g., mail catalogues, television, Internet, and stores) and
promotional activities, providing an abundance of information and causing consumers’
decision making process to become more complex and more important today than in the
past (Walsh, Mitchell & Hennig-Thurau, 2001). In an increasingly globalized business
environment, it is essential that marketing management learn about differences in
consumer decision-making. The success of an organization in a culturally different
market place may be largely affected by how well the decision-makers grasp the
consumers’ buying behaviors, and how well they are able to incorporate such
understanding into their marketing plan and strategies (Leo, Bennett, and Hartel, 2005).

A variety of shopping behaviors have been identified in previous literature.
Studies on shopping orientations cover different industries, products, and group of

consumers. Examples include: catalogue shopping (Gehrt & Carter, 1992; Bellenger &



Korgaonkar, 1980), grocery shopping (Williams, Painter, and Nicholas, 1978), non-store
retailers shopping (Bellenger &Korgaonkar, 1980), supermarket shopping (Darden &
Ashton, 1974), cosmetics shopping (Moschis, 1976), and recreational shoppers

(Bellenger & Korgaonkar, 1980).

Target Market Segmentation

The demographics and psychographics of consumers in a target market help
manufacturers and retailers determine the wants and needs of those consumers. As the
demographics of the population change, so does the behavior of consumers. Identifying
demographics and psychographics helps global apparel industries plan appropriate

business strategies (Brown & Rice, 2001).

Demographics comparison

Demographics are statistics that describe a population, including age, income,
education, occupation, race, geographic location, and other factors that affect a
consumer’s product preference (Brown & Rice, 2001). Demographic characteristics of
consumers impact the methods and means they used to progress through the purchase

decision process model (Taylor & Cosenza, 2002)

Young Consumers — Generation Y
Generation Y, also known as “Echo boomer,” refers to people who were born in
the late-1970’s or later (Bakewell & Mitchell, 2003). From the significance of

Generation Y consumers’ perspective, several studies have examined the purchase styles
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and theories of young consumers, especially young consumers from the United States
(Taylor & Cosenza, 2002; Bakewell & Mitchell, 2003; Parker, Hermans & Schaefer,
2004). In addition, the ease of collecting survey results from college students contributes
to the wealth of Generation Y consumer research.

Youth market is the most trendy and ever-changing market in the apparel industry,
perhaps because Generation Y consumers value fashion more than any other age group
(Parker, Hermans & Schaefer, 2004). There are 560 million teens between the ages of 15
and 19 worldwide (Baker & Hayatko, 2000), with approximately 60 million Generation
Y in the U.S.A alone (Bakewell & Mitchell, 2003). The greatest number of Generation Y
is in China, India, Brazil, Indonesia, and the United States.

Researchers choose to study Generation Y’s consumer behavior for several
reasons. First, Generation Y consumers have significant flexible purchase power. When
Generation Y’s come of age, they will have experienced unprecedented purchasing power.
It has been estimated that $97.3 billion was spent annually in the U.S by Generation Y’s
(Ebenkamp, 1999). In the United States, a U.S. Department of Labor survey reported
that the median amount of allowance and cash from parents was approximately $50 per
week in 2000 (ranging from $20 to $175 depending on geography and household income)
(Taylor and Cosenza, 2002). Furthermore, this generation consumers spend heavily on
fashion related items. According to Seventeen Magazine, young female consumers spend
$312 a month with half of this being spent on apparel and beauty products (Brookman,
2000). Second, Generation Y consumers are impressionable for brands and their brand
loyalties are in the process of formation at this period. Meyer (2001) suggests that

consumers establish their brand preferences between the ages of 15 and 25. If marketers
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miss this crucial period, Meyer (2001) said that it could require expending two to three
times more marketing dollars in an attempt to gain these consumers as they move into
twenties and beyond. Third, Generation Y consumers will have more involvement in
family decision making than other generations (Phelps, 1999). Fourth, the sheer size of
the global teenage population makes it hard for researchers to ignore them from a
marketing perspective. There is a large possibility that the Generation Y market will be
expanded more. Fifth, they are extremely important as “future consumers” along with

the money they will be spending over the remainder of their lives (MMR, 2000).

Demographic of Chinese market

China, with a population of approximately 1.3 billion, one fourth of the world’s
population, has the most consumers in the world. There are approximately 200 million
persons in China between the ages of 10-19 years (Dickson, Lennon, Montalto, Shen &
Zhang, 2004). According to The World Factbook (2011b), China officially recognizes 56
distinct ethnic groups, the largest of which are Han, who constitute about 91.9 percent of
the total population with 73.6 percent of age range 15-64 years and median age of 35.5
years. In 2005, the average household size of urban area in China was 3.1; the average
annual per capita disposable income of urban households was RMB 10,493 (U.S. $1,281).
Ninety percent of the population over the age of five can read and write; 34 percent of the
population over the age of 15 years has enrolled in some secondary education institution
and 11 percent have graduated from the secondary educational institution (The World

Factbook, 2011b).
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Since the late 1970s, China has moved from a closed, centrally planned system to
a more market-oriented system that plays a major global role. In 2010, China stood as
the second-largest economy in the world after the U.S. In 2001, China surpassed Japan
in purchasing power parity (PPP) that adjusts for price differences (The World Factbook,
2011b). According to the Bureau of East Asian and Pacific Affairs (U.S. Department of
State, 2010), the market-oriented reforms China has implemented over the past two
decades have unleashed individual initiative and entrepreneurship, resulting in sustained
average economic growth of over 9.5 percent for the past 26 years. In 2009, its $4.814
trillion economy was about one-third the size of the U.S. economy. Export growth
continues to play an important role in China's rapid economic growth. China, however,
has placed greater emphasis on developing a consumer demand-driven economy to
sustain economic growth and address global imbalances (U.S. Department of State, 2010).

In terms of Chinese Generation Y, the one-child policy that has been issued since
the late 1970s has resulted in the “little emperors” family structure. The one child
treasured from “‘six-pockets” which includes two parents and four grandparents (Wysocki,
1997). Salzman (1999) reported that these Chinese young generation consumers tend to
be less tradition conscious, but more oriented towards brands, success and self-
satisfaction. The huge Chinese young consumer market has been offering great

opportunities for U.S. firms, not only in the apparel field, but also other diverse industries.

Demographics of the United States market
According to the U.S. Census Bureau (2010), with 308 million people, the United

States of America is the third largest country both by land area and population. It is one
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of the world's most ethnically diverse and multicultural nations: with 72.4 percent White
American, 12.8 percent African Americans and 4.8 percent Asian. In addition, the
population growth of Hispanic and Latino Americans (16.3% in 2010) is a major
demographic trend today. Two-thirds (66.8%) of the total population consists of
individuals between the ages of 15-64 years; the median age in the United States is 36.9
years. The pretax median household income in 2007 was $49,777, with the median
ranging from a high of $65,469 among Asian American households to a low of $32,584
among African American households. About 82 percent of Americans live in urban and
suburb areas. Of Americans twenty-five years of age and older, 84.6 percent graduated
from high school, 52.6 percent attended some college, 27.2 percent earned a bachelor's
degree, and 9.6 percent earned a graduate degree (The World Factbook, 2011a).
According to the International Monetary Fund (2010), the U.S. GDP of $14.870 trillion
constitutes 24 percent of the gross world product at market exchange rates and almost 21
percent of the gross world product at purchasing power parity (PPP). It has the largest
national GDP in the world.

In terms of young generation, there are approximately 31 million Americans
between the ages 12 and 20. Together they enjoy $153 billion of buying power (MMR,
2000). Compared to past American generations, the Generation Y consumer is larger (72
million), more affluent, more educationally-oriented, and more ethnically diverse (Taylor
& Cosenza, 2002). Additionally, they tend to be more comfortable with using credit
cards and technology, and tend to be more group-oriented than their seniors (Bakewell &

Mitchell, 2001). Dias (2003) found that Generation Ys’ generally regard shopping as a
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social activity, and that they prefer brands that represent “clean cut, all American” way of

life (e.g., Tommy Hilfiger and Abercrombie and Fitch).

Psychographics

Demographic data are most useful when considered together with psychographic
data. Psychographics characterize people according to their lifestyle values; interests,
cultural values, attitudes and opinion (Brown & Rice, 2001). Understanding these
psychographic aspects of target consumers helps predict what they expect and desire

from a product as their values influence their clothing behavior.

Lifestyle

Environmental factors, such as leisure time usage and life priority, affect young
consumer’s apparel purchase attitude. For the majority of Chinese juniors, their highest
priority in life is to get an academic degree from a prestigious university. Chinese
parents in one-child families have high expectations for their children’s futures; thereby
education may be given a higher priority than fashion in Chinese Juniors (McEwen, Fang,
Zhang & Burkholder, 2006). Wysocki (1997) reported that more than 25 percent of
disposable income of one-child families goes toward the child’s school supplies such as
books, notebooks and stationary products. Regardless of gender, Chinese juniors have
limited importance to keep up to date with current fashions trend. Instead, both genders
must succeed academically in China, due to the competitive school admissions. This
trend can also be shown from the leisure time usage. According to Moses (2000), the

majority of U.S. juniors reported spending time listening to the radio or music, while only
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35 percent of the Chinese juniors indicated that they spent leisure time watching
television, instead of spending time listening to music, 41 percent of the Chinese juniors
indicated they spent more of their time reading print material (Moses, 2000). In addition,
American juniors are heavy user of shopping malls or department stores, more than twice
as many as compared to their Chinese counter parts. In the United States of America,
many teens view shopping malls as an entertainment source, and the enjoyment of
clothing shopping contribute to boost fashion consciousness and shopping motivation as
they can acquire product information and new trend information from these shopping

behaviors (Baker & Hayatko, 2000).

Cultural value

According to Yau (1994), consumers’ product choice and preference for a
particular product are generally affected by very complex social influences. Thus,
consumers’ values, which reflect social influences and environment, may affect needs to
be fulfilled through purchase decisions or consumption behavior.

For most of Asian countries, Confucianism is a fundamental philosophical
tradition (Jin & Kang, 2010). In a Confucian society, group cohesiveness is important;
thus, most Confusion societies represent a collectivism culture, people in collectivist
cultures are more comfortable in groups (e.g., family, coworker, and nation) and are more
concerned with others’ reactions and personal relationships than are people in
individualistic cultures (Hofstede, 2001). For example, Chinese consumers are more
likely to shop or eat in a group than other cultures (McEwen, Fang, Zhang & Burkholder,

2006). Many traditional Chinese values, such as group harmony, perseverance, thrift,
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humbleness, and face-saving, come from Confucianism. Among these characteristics, the
concept of “face-saving” is most useful in explaining Chinese consumers’ purchase
behaviors. In Chinese culture, a person’s reputation and social standing is dependent on
“saving face,” it is similar to dignity and prestige in Western culture. Therefore, the face-
saving would play important role both in forming Chinese attitude and in determining
purchase intention. For example, consumption of well-known foreign brands acts as a
face booster to Chinese college student consumers, because the foreign well-known brand
carrys symbolic values such as success, glitter, empowerment, and new/international life
(McEwen, Fang, Zhang & Burkholder, 2006).

In contrast, westerners tend to be much more individualistic than those from
Confusion societies. Westerners live under expressing their inner value and tastes. For
most of Americans, clothing offers a means of self-expression or a way of coping with
social situations. Because clothing is a primary source for self-expression, it is natural
that Americans would use clothing for the expression of their uniqueness rather than for
others, the self-expression is especially important to the Generation Y (born after 1977)
females (Taylor & Cosenza, 2002). Researchers found that individuals in this age group
were preoccupied with social acceptance, social affiliation and “coolness” attached to
make the “right” clothing choice. At the same time, brand/label loyalty received the
lowest ranking in the study although were identified, because American young consumers
tend to look for personalized products that allow for the expression of their uniqueness
(Taylor & Cosenza, 2002). Additionally, Dias (2003) found that they rated comfort to be
highly important when purchasing clothing, and trendiness, fit and the degree of

matching to their personal style were rated as being of medium to high importance, and
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the clothing’s similarity to their friends or celebrity is rated on low importance in

American young age consumers.

Globalization

Although several studies (e.g. Parker, Hermans & Schaefer, 2004; Moses, 2000)
suggest that young consumers tend to have various shopping behavior and fashion
attitudes on the cultural differences as described above, similarities between these groups
are also apparent. The concept of “global teenager” has been recently published
increasingly in literature, and the “global teenager” concept attracts marketers in all
industries because it offers the opportunity to achieve scale economies through
standardized product offerings and common marketing messages around the world
(Moses, 2000). Tully (1994) and Wysocki (1997) support this idea and suggest it is
relatively easy to form a global strategy, as they tend to act very similar all over the world
and may purchase similar products. Because Generation Y consumers, especially juniors,
value cell phones, satellite television and the internet, the international communication
tools such as Internet chat room and online sites homogenize teen preferences and
attitudes. The expansion of these communication tools has created greater similarity
between juniors in different nations than between older persons in their same country
(Tully 1994). These forces have also brought about unifying of global teen values, such
as independence, self-expression, openness to new ideas and cultures, flexibility, mobility,
and enjoyment of life (Moses, 2000).

The U.S. culture and their fashion have influenced young generations in different

countries due to the development of worldwide media, such as the Internet and satellite
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television. In fact, 80 percent of Eastern teens stated that the U.S.A was the country of
most influential fashion and culture (Tully 1994). The availability of worldwide media,
economic growth with great rising revenues has affected Chinese youth to become more
westernized in recent years (Anderson & Hee, 1998). These westernizing influences are
causing a shift in values among Asian teens. But some researchers’ casts doubt on the
globalization on teenagers because there is the influence of national, governments, and
economic priorities on each country. However, the concept of a young consumer

globalization is valuable to marketers.

Studies of Consumers’ Behavior

Many researchers have attempted to explain consumers’ decision-making
behaviors when choosing new products. According to Sproles and Kendall (1986),
consumer decision-making style refers to the mental orientation that characterizes a
consumer’s approach toward making choices. Consumer decision-making has both
cognitive and affective characteristics. Although many factors influence consumer
decision-making, consumers are thought to approach the market with certain basic
decision-making styles (Sproles & Kendall, 1986). In the existing consumer behavior
literature, most studies assume that all consumers approach shopping with certain
decision-making traits that combine to form a consumer’s decision-making style, such as
brand/store loyalty (Moschis, 1976), quality consciousness (Darden and Ashton, 1974) or
value consciousness (McDonald, 1993).

In addition, previous literature suggests three ways to characterize consumer

decision-making style: the consumer typology approach, the psychographics/lifestyle
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approach, and the consumer characteristics approach (Sproles & Kendell, 1986). The
consumer typology approach seeks to categorize consumers into groups or types that are
related to retail patronage (Bellenger & Korgaonkar, 1980). These studies have typically
focused on specific products, product groups or on the general retail market place
(Westbrook & Black, 1985). The psychographics/lifestyle approach identifies over a
hundred characteristics related to consumer behavior based on general activities interests
or life styles (Lastovicka, 1982). Lastly, the consumer characteristic approach
emphasizes the cognitive and affective orientations towards purchasing in consumer
decision-making (Sproles, 1985; Westbrook & Black, 1985). This approach holds the
assumption that consumers process cognitive and affective orientations to determine their
consumer decision-making styles (Fan & Xiao, 1998; Sproles & Kendall, 1986).
Although the three approaches provide for a unified theme that consumers
approach the market with basic decision-making styles (Sproles & Kendall, 1986), the
consumer characteristics approach has been perceived to be more powerful and
explanatory than the consumer typology or psychographics approaches in an attempt to
measure the decision-making styles of consumers in shopping orientations, as its focus on

consumers’ mental orientation (Lysonski, Durvasula & Zotos, 1996).

Measuring Consumers’ Decision-Making Style
Sproles (1985) and Sproles and Kendall’s (1986) developed a Consumer Style
Inventory (CSI) to measure the decision-making styles of consumers in shopping

orientations. This inventory has been widely validated and applied in different countries.
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Development of the original instrument

Based on the literature related to consumer decision making in the field of
marketing and consumer studies, Sproles (1985) developed an instrument to measure
“general orientations toward shopping and buying.” A sample of 111 undergraduate
female students in two home economics classes at the University of Arizona was used.
Consumers decision-making styles were measured by 50 five-point Likert-scale items
with strongly disagree and strongly agree as the end points. In a conceptual framework
for analyzing consumer decision-making styles, nine hypothetical decision-making styles
were derived. Using the principal factors methods with varimax rotation, six of nine
hypothetical traits were confirmed. The other three trait orientations not confirmed were
considered similar to several of the other traits (Sproles, 1985). That model presented the
first time a quantitative instrument was developed to measure this range of six consumer

decision- making style traits (Sproles & Kendall, 1986).

Development of Consumer Styles Inventory (CSI) --- Sproles and Kendall (1986)

In 1986, Sproles and Kendall (1986) used survey data for 482 high school
students in 29 home economics classes to refine their original instrument (Sproles, 1985).
The authors utilized a Consumer Styles Inventory (CSI), which is a measure of
“Characteristics of consumer decision making”, and a Profile of Consumer Style (PCS),
which is a format for reporting and individual’s characteristics. They identified eight
basic mental characteristics of consumer decision-making styles and they confirmed the

six style characteristics that had been identified in the original study (Sproles, 1985).
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In addition, Sproles and Kendall (1986) added “Impulsive, Careless”, and
“Habitual, Brand loyal” characteristics to their survey. The completed eight dimensions
included in the CSI included:

(1) Perfectionism or High-quality conscious — consumers seek the very best
quality products, have high standards and expectations for consumer goods,
and are concerned with the function and quality of products;

(2) Brand consciousness — consumers are oriented toward the more expensive and
well-known national brands and feel price is an indicator of quality;

(3) Novelty-fashion consciousness — consumers gain excitement and pleasure
from seeking out new things, and are conscious of the new things;

(4) Recreational, Hedonistic Shopping consciousness — consumers find shopping
pleasant, shop just for fun of'it;

(5) Price Conscious, or “Value for money” — consumers are low-price conscious,
look for the best value for the money, and are likely to be comparison
shoppers;

(6) Impulsiveness, Careless — an orientation of consumers not to plan shopping or
to be concerned about the amount of money they spend;

(7) Confused by Over-choice — consumers who perceive many brands and stores
from which to choose and have difficulty making choices; and

(8) Habitual, Brand-Loyal toward consumption — consumers who are apt to have
favorite brands and stores.

To develop a model for PCS, Sproles and Kendall (1986) established scale

reliabilities using Cronbach’s alpha for items that loaded above 0.4 on each factor and for
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subscales of the three top loading items on each factor. Although only the “Impulsive”

characteristic recorded row reliability, the remainder had satisfactory reliabilities (> 0.48).

Limitation of CSI

One major issue with Sproles and Kendall’s CSI (1986) relates to its
generalizability, as the original study used U.S. high school students to establish the
reliability and validity of the instrument. The authors acknowledged that their results
could not be generalized to all consumers, particularly to adult, as student samples are not
representative of the general population, nor can they be generalized in a cross-cultural
context as the results are not representative of their respective cultures.

The literature suggests that the cross-cultural generalizability of the CSI is limited,
indicating that it needs to be tested CSI’s reliability and validity and confirmed before
being used by consumer interest groups or marketers in other countries. If it is not
confirmed, it may be necessary to propose a different CSI model that represents other

countries’ consumer decision-making styles more adequately (Sproles & Kendall, 1986).

Studies of Cross-cultural consumers’ decision-making comparison

From an international marketing point of view, a single instrument to measure
decision-making styles that is applicable to many different countries would be desirable
because such instrument could be used to identify similarities and differences in
consumer decision making between countries, and it could enhance comparability (Walsh,
Mitchell & Hennig-Thaurau, 2001). Because the reliability and validity of the CSI were

established using a sample of U.S. high school students, Sproles and Kendall (1986)
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recommended validating the instrument across other populations, and further research has
been required to demonstrate their applicability.

Although some concerns about the generalizability of the inventory have been
expressed, the CSI represents the most-tested instrument currently available to assist
marketers in examining cross-cultural decision-making styles (Walsh, Mitchell &
Hennig-Thurau, 2001). At present, the CSI instrument has been applied to nine countries,
including the U.S. (Sproles and Kendall, 1986), Korea (Hafstrom, Chae and Chung,
1992), New Zealand (Durvasula, Lysonski & Andrews, 1993), Greece, India (Lysonski,
Durvasula & Zotos, 1996), the United Kingdom (Mitchell & Bates, 1998), China (Fan &
Xiao, 1998; Hiu, Siu, Wang & Chang, 2001), Germany (Walsh, Mitchell & Hennig-

Thurau, 2001) and Singapore (Leo, Bennett, and Hartel, 2005).

Korean sample

Hafstorm, Chae and Chung (1992) collected data in Korea using a questionnaire
similar to the one used by Sproles and Kendall (1986). The set of 44 of the 50 Likert-
scale items was administered to 310 randomly selected college students with a mean age
of 21.1 years at four universities in Taegu, Korea, in 1989. Over half (53.5 %) of the
respondents were female. Scales items were translated into Korean with minor changes
in wording. The authors used the same eight-factor conceptual framework and analytical
methods as Sproles and Kendall (1986). Data analyses proceeded in two steps; in the
first step, factor analysis, the principal components method with varimax rotation of
factors, was performed to identify characteristics of consumer decision making. In the

second step, Cronbach’s alpha was used for assessing reliabilities for each factor. For



24

consistency, the reliabilities should not be below 0.4, the same level used by Sproles and
Kendall (1986). The eight-factor solution explained 47 percent of the variance in the
correlation matrix compared to the 46 percent obtained by Sproles and Kendall (1986).
The results (Hafstrom et al.,1992) confirmed seven of eight factors that
represented dimensions of consumer decision making. The decision-making styles of
young consumers in Korea were classified, and several similarities and a few differences
in decision-making styles were identified between Korean and U.S. consumers. The only
factor that was not confirmed was “Novelty-Fashion Consciousness”. The authors
attributed this to the combination of “Brand Consciousness” and “Fashion Consciousness”
among young Korean consumers. On the other hand, “Time-energy Conserving” was
identified for the Korean sample. They discussed the possible overlap of the
“Recreational-shopping consciousness” and “Time-energy conserving” dimensions and
indicated a need for further research to investigate these issues. They, however,
identified that there is an indication of the generality of several consumer decision-

making styles of young U.S. and Korean consumers.

New Zealand sample

Durvasula, Lysonski and Andrews (1993) collected data from 210 undergraduate
business students at a large university in New Zealand. The subjects whose mean age
was 20.2 years were evenly divided by gender. The set of 40 Likert-scale items scored
from 1 (strongly disagree) to 5 (strongly agree), and the analysis employed statistical
procedures identical to those used by Sproles and Kendall (1986). Although the results

for the New Zealand sample are not entirely equivalent to the U.S. sample (Sproles &
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Kendall, 1986), the similarities outweigh the differences. An examination of the loading
pattern of all 40 items reveals that the magnitude of 32 out of 40 loadings (80%) is
similar across both samples. Durvasula et al. (1993) confirmed a high level of reliability
and validity of the eight characteristics style in the New Zealand sample. The eight-
factor solution explained 56 percent of the variance in the correlation matrix compared to
the 46 percent obtained by Sproles and Kendall (1986). The Cronbach alpha estimates
are generally similar for both samples. The reliabilities of the eight CSI Scale of New
Zealand sample ranged from 0.50 to 0.82. “Perfectionist,” “Novelty-Fashion Conscious”
and “Recreational Shopping Conscious” are stable and internally consistent in both U.S.
and New Zealand samples, however, only “Impulsive” factor was supported for internal
consistency for measures for the New Zealand sample. In conclusion, Durvasula et al.
(1993) supported that the New Zealand results compare positively to those of the U. S.
sample and provide general support for CSI inventory, although not all the results were

equivalent.

Chinese Sample

Fan and Xiao (1998) collected data in China using a modified model of Sproles
and Kendall (1986)’s consumer decision-making model from 271 undergraduate students
with age range from 18 to 25 and 41 percent females at five universities in Guanzhou,
China. The 50 items in the instrument were Likert-scaled items, originally developed by
Sproles and Kendall (1986) with scale of one or “strongly disagree” to five or “strongly
agree” at the end point. Using the same analytical methods as those of Sproles and

Kendall (1986), a seven —factor model clearly identified only five dimensions: (1) Brand
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Consciousness; (2) Time Consciousness; (3) Price Consciousness; (4) Quality
Consciousness; and (5) Information Utilization, since the Cronbach alpha reliability tests
suggested that two out of the seven factors were unreliable, with alpha less than 0.5. The
“Time Consciousness” factors combines both a “Time-Energy Conserving” and
“Recreational Shopping” trait, and the factor “Information Utilization” includes
“Confused by Overchoice” and consumers’ ability to process and take advantage of
information available. The results were compared with those of U.S. data (Sproles and
Kendall, 1986) and Korean data (Hafstorm, Chae and Chung, 1992). The results
indicated that the average Chinese student in the sample was not very brand conscious,
but quite price and quality conscious. The student was neither very time conscious nor
overwhelmed by information. The comparison indicates that only Chinese sample does
not confirm two dimensions “Impulsiveness” and “Fashion Consciousness”, and a larger
percentage of Chinese sample scored lower in all confirmed dimensions than Sproles and
Kendall’s (1986) U.S. sample. The authors suggest that differences in consumer
purchasing power and maturity of the consumer market may contribute to the differences
in consumer decision-making styles.

Hiu, Siu, Wang, and Chang (2001) collected data from370 female residents in
Guangzhou, China inside shopping malls and department stores. In order to test the
inventory in a heterogeneous sample, although various age groups were selected, most of
the respondents fell in the age groups of 20 to 25 (18.0%) and 25 to 29 (19.7%) with 80
percent female, nearly 30 percent of the samples earned RMB 1,000 to 1,999 per month
and over 80 percent completed high school or above. The questionnaire for measuring

decision-making styles developed by Sproles and Kendall (1986) was adopted using a 40
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Likert-scaled CSI items scored from 1 (strongly disagree) to 5 (Strongly agree). The
analysis employed statistical procedures identical to those used by Sporles and Kendall
(1986). The study investigated the applicability of the CSI to the Chinese culture by
examining its reliability and validity. The Cronbach Alpha reliabilities of the CSI Scale
of Chinese sample ranged from 0.42 to 0.78. Overall results from the China sample
compare positively to those of the Sproles and Kendall’s (1986) original study and have
provided a general support to the inventory. “Perfectionist”, “Novelty-Fashion
Conscious”, and “Recreational” are common to the two cultures U.S. and China. The
“Brand Consciousness” factor is also nearly identical, while the reliabilities of four scales
are low in both samples: “Price Conscious,” “Impulsive,” “Confused-by-Over-choice,”
and “Habitual Brand-Loyal”. Some items displayed a different pattern loadings
compared to the U.S. finding. Hiu et al. (2001) indicated that the results showed that
some of the shopping styles of the Western and Chinese consumers are similar, although

not all the results are equivalent.

Germany

Walsh, Mitchell and Hennig-Thurau (2001) collected data from 455 shoppers
entering or leaving a shop in Luneburg (Lower Saxony) and Hamburg in Germany during
July and August 1998. Because the subjects were selected randomly, various age groups
were selected, although most of the respondents fell in the age groups of 18 to 31 (34%)
and 32 to 44 (31%) with more educated trend, and 56% female. The questionnaire was
developed by translating the 40 items of the original CSI (Sporoles & Kendall, 1986) into

German. The terminology was adapted to suit German shoppers. The questionnaire was
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validated twice using exploratory small sample interview (n=11 and 21). According to
their confirmatory factor analysis for testing the appropriateness of the original eight-
factor model proposed by Sproles and Kendall, the seven-factor solution model was
developed that fits the Germany sample better. The result shows that the original U.S.
eight-factor model could not be confirmed completely, but support was found for six
factors: “Brand consciousness”, “Perfectionism, Recreational”, “Confused by Over-
choice”, “Impulsiveness”, and “Novelty-fashion consciousness”, although with several
different items and loadings.

A comparison with the Sproles and Kendall’s (1986) results reveals that the
majority of factor loading in this Germany sample study were higher than that study. A
“Price-Value Consciousness” was not confirmed in the Germany general public sample,
but also was not found in student samples in New Zealand, Greece, U.S., and India
(Lysonski, Durvasula & Zotos, 1996). Walsh et al. (2001) explained that the non-
confirmation of this factor in Germany indicates that price does not play a decisive role in
German decision making and German consumers may line “Brand Consciousness” and

“Price Consciousness” in same way.

Others

Lysonski, Durvasula and Zotos (1996) compared the factors structures of the CSI
Scale across four countries (United States, New Zealand, Greece and India). The finding
has provided a general support to the Sproles and Kendall’s (1986) Inventory. However,
Lysonski et al. (1996) found that the instrument seems more applicable to higher income

countries than to developing ones; both Greece and India samples produced low level of
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reliability coefficients in all decision-making styles. They conclude that consumers’
choices are limited either because of the level of economic development or government
intervention in less-developed countries.

Furthermore, Leo, Bennett, and Hartel (2005) compared decision-making styles
between Singaporeans and Australians with utilizing Hofstede’s (2001) framework. The
data consisted of 352 Singaporeans with 54.8 percent female and mean age of 32-36 and
182 Australians with 64.3 percent female and mean age of 27-31. From the reliability
test, six of eight factors representing dimensions of consumer decision making was
confirmed. Marked differences were found between the two populations for: “Brand
Consciousness,” “Innovativeness” and “Confused by Over-choice;” but no cultural
differences in: “Quality consciousness,” “Recreation Consciousness” and “Brand Loyalty”
decision-making styles. The results suggest that some consumer decision-making styles

differ due to consumers’ cultural values.

Summary of CSI studies

These above cross-cultural studies have shown that the CSI has a potential utility
across international populations, although decision-making styles can vary across cultures.
However, Hiu, Siu, Wang & Chang (2001) suggests that lower scale decision-making
model are relatively more applicable to different countries than the original eight mental
characteristics consumer styles (Sproles & Kendell, 1986) as suggested by the factor
structure and reliability estimates of the factors. For example, Hiu et al. (2001)

recommended four factor model: “Quality Conscious”, “Brand Conscious”, “Fashion
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Conscious”, and “Recreational” are more fit to measure global consumer decision-

making style.

Summary

China, with the world’s fastest rate of economic growth, offers enormous market
opportunities for the U.S. textile and apparel firms, although most U.S. apparel firms
historically have not effectively exploited the opportunity to sell their famous brand.
Consumers’ product choice and preference for a particular product or brand are generally
affected by complex social influences and environment. Of them, a national culture has
been proven to give significant impact on individual values and attitudes; it is expected to
have a major influence on consumers’ buying styles. For establishing appropriate
marketing strategies to local consumers, global apparel manufacturers and retailers may
need to consider their market segmentation characteristics including: demographics;
psychographics; and globalization factors. Especially youth market of apparel industries
have been studied more than any other age group due to their significant purchase power,
most trendy and ever-changing market characteristics.

Although there are several approaches towards consumers’ decision-making
styles, the consumer characteristics approach is one of the most promising instruments as
it emphasizes consumers’ mental orientations towards purchasing in consumer decision-
making. Sproles and Kendall (1986) developed a Consumer Style Inventory (CSI) that
represents the most-tested instrument currently available to assist marketers in examining
cross-cultural decision-making styles. The CSI has been validated and applied in several

countries, although there is a concern about the generalizability of the inventory.



CHAPTER III

METHODS

The purpose of this research study is to compare and contrast the fashion attitudes
and consumer buying behaviors of college students at a Midwestern university and
Chinese college students at a metropolitan university toward apparel products. This

chapter describes the methods used to conduct the study.

Institutional Review Board

Permission was requested from Ball State University Institutional Review Board
prior to implementing this study. The primary researcher successfully completed the
Collaborative Institutional Training Initiative (CITI) Human Subjects tutorial prior to

conducting this study (Appendix A-1).

Subjects

Subjects included college students from China and the United States of America.
Altogether, at least 200 students between the ages of 18 through 24 years were needed to
respond to the survey. College students were chosen for three reasons: 1) the
convenience of data collection; 2) to generalize the results from this study to previous

studies; and 3) the college students’ large purchasing power. The Chinese samples were
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obtained from Fu Dan University in Shanghai, a major city in China. Shanghai was
chosen as global apparel firms in Shanghai are cognizant of the fast growth with
increasing their competition, and it represents the largest consumer market and major
commercial centers for fashion trends. Although findings from Shanghai subjects could
not be generalized to the whole Chinese population, the city can be perceived as a good
economic indicator in predicting the fashion consumption pattern of the Chinese
consumers (Wu & Delong, 2006). The U.S. sample was collected from Ball State
University in Muncie, Indiana. Although findings from Muncie subjects may not be
generalized to the entire United States population, the college population does represent a
standard consumption market toward fashion products in the U.S.A. According to a
generic power analysis, having approximately 100 subjects in each sample group would
achieve 94% power to detect moderate effect size difference with a significance level

(alpha) of 0.05 using a two-sided two sample t-test.

Survey Instrument

An online survey built by online survey software Qualtrics was used as a survey
instrument in this study. All data collected was anonymous. No identifying information
(e.g., name, student identification number) was collected.

The survey questionnaires consisted of two parts. Part one included the
questionnaires adapted from the instrument developed and used by Sproles and Kendall
(1986) to measure consumer decision-making mental characteristics. The Consumer
Style Inventory (CSI) is composed of 40 Likert-scaled items scored from 1 strongly

disagree to 5 strongly agree. The CSI has been applied and validated in nine countries, to
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include the U.S. (Sproles and Kendall, 1986), Korea (Hafstrom, Chae and Chung, 1992),
New Zealand (Durvasula, Lysonski & Andrews, 1993), Greece, India (Lysonski,
Durvasula & Zotos, 1996), the United Kingdom (Mitchell & Bates, 1998), China (Fan &
Xiao, 1998; Hiu, Siu, Wang and Chang), Germany (Walsh, Mitchell & Hennig-Thurau,
2001) and Singapore (Leo, Bennett, and Hartel, 2005).

Part two included demographic questions (e.g., the subjects’ age, gender, year in
school and major) and shopping behavioral questions (e.g., frequency of visiting retailers
and purchasing apparel products, actual money amount and percentage of monthly
spending on apparel products, and frequency of reading fashion magazine and
advertisement.) The shopping behavioral questions profiled the underlying cross-national
consumers’ buying behaviors toward apparel products in reality and to compare these
buying behaviors between Chinese and American college students.

In this study, both the original (English) version of informed consents (Appendix
B-1) and questionnaires (Appendix C-1), and the Chinese version of informed consent
(Appendix B-2) and questionnaires (Appendix C-2) were prepared: the original version is
the survey instrument for American subjects and the Chinese version is the survey
instrument for Chinese subjects. The Chinese version of survey instrument was
translated from English into Chinese by two translators. Then the questionnaire was back
translated into English to enhance translation equivalence. The terminology was adapted
to meet Chinese consumers to achieve an equivalence of meaning rather than a direct

translation.
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Data Collection
U.S. sampling

An e-mail advertisement (Appendix D-1) was sent to all students in Ball State
University through Ball State Communication Center. The email included the URL
address to an online survey. The researcher contact information of principal investigator
and a faculty supervisor were posted in the e-mail as well. It took approximately ten
minutes to complete all questionnaires. The URL link to the online survey was available
to students until 200 complete surveys are obtained. The investigator stored the
completed surveys on the researcher’s password protected computer and placed them

until they were prepared for data entry and analysis.

Chinese sampling

A professor in the College of Foreign Language and Literature in Fu Dan
University was asked to cooperate with the survey sampling from undergraduate students
in Fu Dan University at Shanghai. Upon permission from the professor (Appendix D-2),
the principal investigator provided the professor with the study information (e.g. study
purpose and rationale, survey directions, risk and benefits.) An e-mail advertisement
(Appendix D-3) was sent to all students in Fu Dan University through research service
center in the University. The email included the URL address to a Chinese version online
survey. The researcher contact information of principal investigator and a faculty
supervisor were posted in the e-mail as well. It took approximately ten minutes to
complete all questionnaires. The URL link to the online survey was available to students

until 200 complete surveys were obtained. The investigator stored the completed surveys
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on the researcher’s password protected computer and placed them until they are prepared

for data entry and analysis.

Data Entry and Analysis

Data ware entered into an Excel spreadsheet and uploaded into SPSS v19.0 for
Windows (SPSS, 2011) for statistical analysis. After the data entry and analysis from
completed surveys, they will be stored in the researcher’s password protected computer
for three years after which time they will be destroyed.

The data analysis of consumer decision-making mental characteristics (Survey:
Part 1) was proceeded by country in two steps following the method used by Sproles and
Kendall (1986). The analysis examined the psychometric properties of the Consumer
Style Inventory (CSI). First, the dimensionality of the CSI was assessed by examining
the factor solution to identify subjects’ decision-making characteristics. To obtain the
factor solution, a principal components factor analysis was used with a varimax rotation.
For comparability with Sproles and Kendall’s work (1986), an eight-factor solution was
used to the factor analysis. Specifically, the amount of variance explained by the
extracted factors (i.e., their eigenvalues) was noted to judge model adequacy. In addition,
item-factor correlations (i.e., factor loadings) and other indices of model adequacy were
examined. The purpose of factor analyzing the 40-item inventory was to determine if the
factors identified by Sproles and Kendall (1986) are common for current Chinese and U.S.
sample in this study. In the second step, Cronbach’s alpha coefficient for subscale of
items loading above 0.4, the same level used by Sproles and Kendall (1986) for

consistency, was computed to assess the scale reliabilities for each factors identified by
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country. In cross-cultural research, such as approach is common as a first step in
determining the generalizability of a model or scale to another culture.

Next, once the consumer decision-making characteristics had been identified,
descriptive analysis of profiling consumer style characteristics was developed using the
same approach as Sproles and Kendall (1986). First, the three top-loading items for each
factor (characteristic) were determined. Next, subjects’ raw scores on the three top-
loading items were added for each factor by country sample groups. This addition yielded
scores of 3 to 15 for each subject on each characteristic. Because subjects scored “5”
points for strongly agree, and “1” point for strongly disagree in their answer, the more
positive attitudes a subject had, the more points they were given. The means score of
each three-item scale for each factor, the percentages of subjects scoring high (12-15),
medium (7-11) and low (3-6) on each scale, and quartile score ranges were calculated by
country.

The demographics and behavior questionnaires data (Survey: Part 2) were
analyzed by country. Descriptive statistics and frequencies counts were calculated for
age, gender, year in school, major, times of visiting retailers and purchasing apparel
products, actual money amount and percentage of monthly spending on apparel products,
and times of reading fashion magazine and advertisement.

Finally, the consumer style characteristics and the buying behaviors of American
college students and Chinese college students toward apparel products were compared
and contrasted. The comparisons were made in three areas to identify and understand the
differences and similarities between American college students and Chinese college

students: the validity and reliability of the consumer decision-making styles, the profile
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of consumer style characteristics, and the actual shopping behavior. The results would
conduct the factors affecting the fashion attitudes and buying behavior styles, which will
help U.S. apparel firms make appropriate globalization strategies for gaining successful

global market.



CHAPTER IV

RESULTS

The purpose of this research study is to compare and contrast the fashion attitudes
and consumer buying behaviors of college students at a Midwestern university and
Chinese college students at a metropolitan university toward apparel products. Results of

the study are presented in this chapter.

Subjects

Data were collected from 347 college students from both of countries, the United
States and China. All respondents except between the ages of 18 through 24 years and
those with incomplete responses were deleted, resulting in altogether 317 usable
questionnaires, 219 from a Midwestern University in Indiana, U.S.A., and 98 from a
Chinese University in Shanghai, China.

In the U.S. sample, approximately 68 or 55% of the participants were between 18
and 19 years of age and were in their Freshman and/or Sophomore year. The majority of
the participants (186 or 84.9%) were female. Participants’ area of study or major
included: 67 or 31.3% were majoring in Humanities field, 55 or 25.7% were in Social
sciences field, 34 or 15.9% were in Fashion/Fine arts field and 33 or 15.4% were in

Science/Medicine field.



In the Chinese sample, more than 50% consisted of 19 and 20 years old in their
sophomore and junior years, and only 5 or 5.1 % were in their freshman year. The
majority of the sample consisted of female (60 or 61.2%), 39 or 39.7% were majoring in
Science/Medicine field, 34 or 34.7% were in Humanities, 21 or 21.5% were in Social
Science, and there were no Fashion/Fine Arts majors in the Chinese sample. Compared
to U.S. sample, the Chinese sample had more male participants (38.8%; compared to
15.1% for U.S. sample) and Science/Medicine majoring sample proportion (39.7%;
compared to 15.4% for U.S. sample) with no Fashion/Fine arts major sample (0%;

compared to 15.9% for U.S. sample) (see Table 1).

Table 1. Demographic Characteristics of the sample (n=317)
Sample Group
Sample Characteristics U.S. Chinese Total
Age:
18 31.1% (68) 7.1% (7) 23.7% (75)
19 24.2% (53) 27.6% (27) 25.2% (80)
20 11.4% (25) 22.4% (22) 14.8% (47)
21 16.0% (35) 15.3% (15) 15.8% (50)
22 5.5% (12) 16.3% (16) 8.8% (28)
23 7.8% (17) 11.2% (11) 8.8% (28)
24 4.1% (9) 0.0% (0) 2.8% (9)
Gender:
Male 15.1% (33) 38.8% (38) 22.4% (71)
Female  84.9% (186) 61.2% (60) 77.6% (246)
Year:
Freshman 44.3% (97) 5.1% (5) 32.2% (102)
Sophomore 14.6% (32) 40.8% (40) 22.7% (72)
Junior 12.3% (27) 19.4% (19) 14.5% (46)
Senior 13.7% (30) 14.3% (14) 13.9% (44)
Fifth year O{Jgizrr:; 4.6% (10) 6.1% (6) 5.0% (16)
Graduate student 10.5% (23) 14.3% (14.3) 11.7% (37)
Major:
Technology/Engineering 11.6% (25) 4.1% (4) 9.3%(29)
Social Science  25.7% (55) 21.5% (21) 24.3% (76)
Fashion/ Fine Arts  15.9% (34) 0.0% (0) 10.9% (34)
Humanities 31.3% (67) 34.7% (34) 32.4% (101)
Science/Medicine  15.4% (33) 39.7% (39) 23%(72)
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Consumer Decision-making Characteristics

A factor analysis was conducted to identify consumer decision-making mental
characteristics. The factor analysis results of the 40-item inventory (the Consumer Style
Inventory (CSI) developed by Sproles and Kendall (1986)) revealed an eight-factor
solution for the 317 participants. The eight factor model appears adequate as it explained
62% of the variation, which is a very reasonable proportion (Sproles & Kendall, 1986);
all eight factors have eigenvalues greater than 1.0 (the highest was 7.5 and lowest was
1.1), which is a rule often used to judge model adequacy. Each factor loadings were
higher than .500 (absolute value) (see Table 2).

The eight factors are summarized here. Factors are labeled in line with those of
Sproles and Kendall (1986).

Factor 1. This factor measured a “Perfectionism or High-quality conscious
consumer” characteristic. Items loading on this factor indicated that the consumers who
scored high sought to purchase the very best quality products, have high standards and
expectations for products, and are concerned with the function and quality of products;

Factor 2. This factor reflected a “Brand consciousness or Price equals quality
consumer” characteristic. It measured consumers’ orientation toward buying the more
expensive and well-known brands and the feeling that price is an indicator of quality.
Consumers scoring high on this factor appeared to equate higher prices with better
quality;

Factor 3. This factor measured a “Novelty-fashion consciousness consumer”
characteristic. High scorers on this factor were fashion conscious, kept up-to-date with

styles, and were likely to gain excitement and pleasure from seeking out new things. The
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highest loading item on this factor was “I keep my wardrobe up-to-date with the changing
fashions”;

Factor 4. This factor indicated “Recreational, Hedonistic Shopping
consciousness consumer” characteristic. The highest loading item on this factor was,
“Going shopping is one of the enjoyable activities of my life.” Those scoring high on it
found shopping pleasant and shop just for the fun of it;

Factor 5. This factor measured a “Price Conscious, or *Value for money’
consumer” characteristic. High scorers looked for sale prices and appeared conscious of
lower prices in general. They likely shop more carefully and tend to be comparison
shoppers as they are concerned with getting the best values for their money;

Factor 6. This factor measured an “Impulsiveness, Careless consumer”
characteristic. High scorers indicated they are impulsive when buying, regret this
impulsive shopping behavior, and feel they should plan their shopping more carefully
than they do. They do not plan their shopping and are unconcerned about how much they
spend,

Factor 7. This factor indicated a “Confused by Over-choice consumer”
characteristic. High scorers on this characteristic perceived there are many brands and
stores from which to choose and have difficulty making choices. Furthermore, they
experience information overload; and

Factor 8. This factor appeared to measure “Habitual, Brand-Loyal toward
consumption consumer” characteristic. High scorers on this factor buy their favorite
brands and visit their favorite stores over and over again, and seem to have formed habits

in choosing these.



Table 2. Consumer Style Characteristics: Eight Factor Model
Factor
Style Characteristics and Items Loadings
Factor 1 — Perfectionistic, High-Quality Conscious Consumer
In general, I usually try to buy the best overall quality. .850
Getting very good quality is very important to me. .842
I make special effort to choose the very best quality products. 812
When it comes to purchasing apparel products, I try to get the very best or 760
perfect choice.
My standard and expectations for apparel products I buy are very high. 595
Factor 2 — Brand Conscious, “Price Equals Quality” Consumer
The most advertised brands are usually very good choices. 724
Nice department and specialty stores offer me the best products. 703
I prefer buying the best- selling brands of products. 677
The well-known national brands are best for me .673
The higher the price of an apparel product, the better its quality. .661
The more expensive brands are usually my choice 593
Factor 3 — Novelty-Fashion Conscious Consumer
I keep my wardrobe up-to-date with the changing fashions. 756
T usually have one or more outfits of the very newest style. 147
Fashionable, attractive styling is very important to me. 708
To get variety, I shop different fashion retail stores and choose different brands. .629
Factor 4 - Recreational, Hedonistic Consumer
Going shopping is one of the enjoyable activities of my life. 768
Shopping the stores wastes my time. -.766
Shopping is not a pleasant activity to me. -.762
I enjoy shopping just for the fun of it. 703
I shop quickly, buying the first products I find that seems good enough -.626
1 make my shopping trips fast. -.625
I really don’t give my apparel products purchases much thought or care. -.581
It’s fun to buy something new and exciting. .548
Factor 5 — Price Conscious, “Value for Money” Consumer
I look carefully to find the best value for the money. .682
The lower price products are usually my choice. .661
I take the time to shop carefully for best buys. 611
I buy as much as possible at sale prices. 581
1 carefully watch how much I spend. 552
An apparel product doesn’t have to be perfect, or the best, to satisfy me
Factor 6 — Impulsive, Careless Consumer
I am impulsive when purchasing apparel products. .836
Often I make careless purchases I later wish I had not. .649
I should plan my shopping more carefully than I do. .635
1 carefully watch how much I spend. -510
Factor 7 — Confused by Over-choice Consumer
The more I learn about apparel products, the harder it seems to choose the best. .809
Sometimes it’s hard to choose which stores to shop. .806
All the information I get on different products confuses me. 760
There are so many brands to choose from that often I feel confused. 155
Factor 8 — Habitual, Brand-Loyal Consumer
Once I find an apparel product or brand I like, I stick with it. 721
I have favorite brands I buy over and over. .625
I change brands I buy regularly. -.624
I go to the same stores each time I shop. 573

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 9 iterations.
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For determining the generalizability of a model, reliability coefficients or
Cronbach’s alpha for subscale of top three highest loading items on each factor was
computed to assess the scale reliabilities for each factor identified. The alpha estimates
are generally similar for both samples, and the reliabilities are satisfactory in all cases
with the possible exception of the “Habitual, Brand-Loyal consumer” characteristic in the
Chinese sample, which alpha was below .40. Given that an alpha of .70 or better is
desired for any measurement scale (Durvasula, Lysonski & Andrews, 1993), the factors
“Perfectionistic,” “Brand Conscious,” “Novelty-Fashion Conscious,” “Recreational
Shopping” and “Confused by Over-choice” consumer characteristics are stable and
internally consistent in the two samples. While the factor “Habitual, Brand-Loyal
consumer” is identified in factor analysis and its values .735 for the U.S. sample, the
Chinese sample had a lower reliability with alpha of .350, therefore it may not be
considered to be a reliable factor in identifying decision-making styles for the Chinese
sample (see Table 3).

Table 3. Reliability Coefficient for Eight Consumer Style Characteristic
for combined sample, U.S. sample and Chinese sample

Chronbach Alpha for subscale
of top three loading items

Consumer Style Characteristics Combined U.S. China
Perfectionistic (Factor 1) .866 .863 .868
Brand Conscious (Factor 2) 770 157 713
Novelty-Fashion Conscious (Factor 3) .844 .869 821
Recreational Shopping (Factor 4) .827 .842 .704
Price-Value Conscious (Factor 5) .639 .603 .645
Impulsive (Factor 6) .699 744 522
Confused by Over-choice (Factor 7) .808 794 719

Habitual, Brand-Loyal (Factor 8) .655 735 .350
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Profiles of Consumer Decision-making Characteristics

Following the same approach used by Sproles and Kendall (1986), a profile of
consumer decision-making styles for both U.S. sample and Chinese sample were
established, employing the subscale of top three highest loading items. As samples’ raw
scores on the three top-loading items were added up for each factor by country, this
addition yields scores of 3 to 15 on each factor. Because subjects scored “5” points for
strongly agree, and “1” point for strongly disagree in their answer, the more positive
attitudes a subject had, the more points they were given. The means score of each three-
item scale for each factor, the percentages of subjects scoring high (12-15), medium (7-
11) and low (3-6) on each factor, and quartile score ranges were calculated by country
sample groups (see Table 4). Profiles of consumer decision-making style for U.S. sample
and Chinese sample are summarized here.

Perfectionistic or High-quality conscious. Overall, the mean value and
percentage scorings are generally similar for both samples, the U.S. college students and
the Chinese college students. The mean was 10.47 for U.S. sample and 11.10 for Chinese
sample. Although the Chinese sample scored slightly higher than U.S. sample as 54.1%
of Chinese samples scored in the high range (12-15) compared to 44.7% of U.S. sample,
more than 85% of both samples scored high or medium for the ‘perfectionism or high-
quality conscious’ consumer characteristics, indicating both U.S. consumer and Chinese
consumer in the sample are positively ‘perfectionistic or high-quality conscious’
consumers for apparel products.

Brand consciousness or Price equals quality consumer style. The mean value of

Chinese samples was 9.16 while the U.S. sample was 7.37. Although more than half of
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both samples scored in medium range (7-11): 74.5 % of Chinese subjects and 55.7% of
U.S. subjects, almost 40% of the U.S. sample scored in the low range (3-6) compared
with only 12.2% of Chinese who scored low. Overall, the large proportion of the Chinese
sample scored in the medium range with almost equal score proportion for both low and
high ranges, on the other hand, the large proportion of U.S. sample scored in low and
medium range. This result indicated that they were not very brand consciousness or price
equals quality consumer, but American consumers in the sample had less of a ‘brand
consciousness’ consumer characteristic than Chinese consumers in the sample.

Novelty-fashion consciousness consumer style. The results showed that both
samples had quite similar tendency for their percentage scoring and quartile score range,
and both sets of means scored in the medium range: 8.63 for the U.S. sample and 8.51 for
the Chinese sample, indicating both sample groups had a similar level of a ‘Novelty-
fashion consciousness’ consumer characteristic averagely.

Recreational, Hedonistic shopping consciousness consumer style. More than
two-thirds of U.S. participants (67.1 %) scored in the high range while only 25.5% of
Chinese participants scored in that range; furthermore only 27.9% U.S. participants while
two-thirds of Chinese participants (66.3%) scored in the medium range. The mean was
11.84 for U.S. participants and 9.79 for Chinese participants, showing that although both
sample consumers have ‘recreational, hedonistic shopping conscious’ consumer
characteristic, the U.S. consumers in the sample had a more positive attitude toward the
'recreational, hedonistic shopping consciousness’.

Price Conscious or “Value for money” consumer style. Ninety percent or more

of the participants reported positive attitudes toward this characteristic. Both sample
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groups’ mean scored relatively high in medium range, but the U.S. sample’s mean was
approximately 1.00 higher than those of Chinese sample, this result came from the
percentages differences between high and medium score range: 54.3% of U.S. sample
were in high score and 45.2% were in medium score, in contrast, 40.8% of Chinese
sample were in high score and 54.1% were in medium score. This tendency points out
that a large proportion of consumers in this study had ‘price conscious, or “Value for
money”’ consumer characteristic, especially more than half (54.3%) of U.S. consumers
who were actually conscious of lower prices in general and comparison shoppers.

Impulsiveness, Careless consumer style. More than three-quarters of the Chinese
sample (76.5%) scored in the medium range versus 56.2% of the U.S. sample. There is
no great difference found between the mean of both sample groups (8.18 for U.S. sample
and 9.07 for Chinese sample). However, the percentage scoring in low range showed a
difference: 31.1% for U.S. sample versus only 10.2% for Chinese sample. The results
illustrate that less U.S. consumers in the sample had ‘impulsiveness or careless’
consumer characteristic than Chinese consumers, however, still more than half of
consumers in the sample do not really plan their shopping and how much they spend and
are sometimes impulsive when buying.

Confused by Over-choice consumer style. While over half of U.S. sample
(52.5%) scored in the low range, only 8.2% of Chinese sample scored low, instead of the
low score range, 68.4% of Chinese sample were in the medium range. In addition, while
only 5% of U.S. sample scored high, almost one-quarter of the Chinese sample (23.5%)
scored in the high range. Therefore the mean value showed a remarkable difference

between the two sample groups: 7.05 for U.S. sample and 9.44 for Chinese sample,
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indicating that although both sample groups’ consumer do not have a strong ‘confused by
over-choice consumer’ characteristic, Chinese consumers in the sample were easier
confused by over-choice than U.S. sample.

Habitual, Brand-Loyal toward consumption consumer. More than 90% of
consumers in this study scored in the medium and high range: 54.8% of the U.S. sample
and 73.5% of the Chinese sample scored in the medium range, and 35.6% of the U.S.
sample and 19.4% of the Chinese sample scored in the high range. U.S. sample’s mean
(10.41) scored higher than those of Chinese sample (9.83), which derived from the
percentages differences in the high range, illustrating most of consumers in the study had
average or advanced ‘habitual, brand-loyal toward consumption consumer’ characteristic
while some U.S. consumers were more likely to buy their favorite brands and stores
repeatedly. Although this characteristic was analyzed here, it is not considered a reliable

characteristic for Chinese consumer in general (Cronbach’s alpha = .350)
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Table 4. Consumer Style Inventory: Statistical Analysis of Three-Item Subscales
Percentage Scoring: Quartile Score Ranges:
High Medium Low
Style Characteristics Mean  (12-15) (7-11) (3-6) Upper 2 3 Lower

Perfectionistic U.S. 10.47 44.7% 42.5% 12.8% 13-15 12 10-11 3-9

China 11.10 54.1% 37.8% 8.2% 14-15 13 11-12 3-10
Brand U.S. 7.37 4.6% 55.7% 39.7% 10-15 8-9 7 3-6
Conscious China 9.16 13.3% 74.5% 12.2% 12-15  10-11 9 3-8
Novelty-Fashion  U.S. 8.63 23.7% 48.4% 27.9% 12-15 9-11 7-8 3-6
Conscious China 8.51 17.3% 55.1% 27.6% 11-15 10 7-9 3-6
Recreational U.S. 11.84 67.1% 27.9% 5.0% 15 13-14  11-12 3-10
Shopping China 9.79 25.5% 66.3% 8.2% 13-15  11-12  9-10 3-8
Price-Value U.S. 11.67 54.3% 45.2% 0.5% 14-15 13 12 3-11
Conscious China 10.64 40.8% 54.1% 5.1% 13-15 12 10-11 3-9
Impulsive U‘.S‘ 8.18 12.8% 56.2% 31.1% 11-15 9-10 7-8 3-6

China 9.07 13.3% 76.5% 10.2% 11-15 10 9 3-8
Confused by U.S. 7.05 5.0% 42.5% 52.5% 9-15 7-8 6 3-6
Over-choice China 9.44 23.5% 68.4% 8.2% 12-15  10-11 9 3-8
Habitual, U.S. 10.41 35.6% 54.8% 9.6% 13-15 12 10-11 39
Brand-Loyal China 9.83 19.4% 73.5% 7.1% 12-15 11 10 3-9

Consumer Buying Behavioral Characteristics

The consumer behavioral questions profiled the cross-national consumers’ buying
behaviors toward apparel products in reality for comparing buying behaviors between
Chinese and American college students. Descriptive statistics were calculated for
frequencies of visiting retailers and purchasing apparel products, actual money amount
and percentage of monthly spending on apparel products, and frequencies of reading

fashion magazine and advertisement (see Table 5).



Reading fashion advertisement
frequency:
Never
Once every 2 or more months
Once a month
2-3 times a month
Once a week
More than 2-3 times a week

26.7% (58)
22.6% (49)
11.1% (24)
13.8% (30)
10.1% (22)
15.7% (34)

41.8% (41)
23.5% (23)
9.2% (9)
8.2% (8)
6.1% (6)
11.2% (11)

Table 5 Buying Behavioral Characteristics of the sample (n=317)
Sample Characteristics U.S.Sample gmupChinese Total
Visiting fashion retailers frequency:
Never 0.5% (1) 1.0% (1) 0.6% (2)
Once every 2 or more months 21.9% (48) 50.0% (49) 22.7% (97)
Once a month 32.9% (72) 21.4% (21) 29.3% (93)
2-3 times a month 34.7% (76) 17.3% (17) 29.3% (93)
Once a week 6.8% (15) 9.2% (9) 7.6% (24)
More than 2-3 times a week 3.2% (7) 1.0% (1) 2.5% (8)
Actual purchasing apparel products
frequency:
Never 1.4% (3) 1.0% (1) 1.3% (4)
Once every 2 or more months 35.6% (78) 48.0% (47) 39.4% (125)
Once a month 33.3% (73) 33.7% (33) 33.4% (106)
2-3 times a month 23.7% (52) 16.3% (16) 21.5% (68)
Once a week 5.5% (12) 1.0% (1) 4.1% (13)
More than 2-3 times a week 0.5% (1) 0.0% (0) 0.3% (1)
Monthly spending on apparel products
on average:
$00.00 to $25.00 27.1% (59) 24.5% (24) 26.3% (83)
$25.01 to $50.00 29.4% (64) 39.8% (39) 32.6% (103)
$50.01 to $100.00 25.7% (56) 21.4% (21) 24.4% (77)
$100.01 to $150.00 10.6% (23) 6.1% (6) 9.2% (29)
More than $150.01 7.4% (16) 8.2% (8) 7.6% (24)
Percentage of monthly spending on
apparel products:
Less than 5% 28.6% (62) 19.4% (19) 25.7% (81)
5-10% 32.7% (71) 29.6% (29) 31.7% (100)
11-30% 20.7% (45) 36.7% (35) 25.7% (81)
31-50% 11.5% (25) 12.2 % (12) 11.7% (10)
More than 51% 6.4% (14) 2.0% (2) 5.1% (16)
Reading fashion magazine frequency:
Never 38.9% (84) 50.0% (49) 42.4% (133)
Once every 2 or more months 25.0% (54) 25.5% (25) 25.2% (79)
Once a month 14.4% (31) 19.4% (19) 15.9% (50)
2-3 times a week 12.0% (26) 3.1% (3) 9.2% (29)
Once a week 6.5% (14) 1.0% (1) 4.8% (15)
More than 2-3 times a month 3.2% (7) 1.0% (1) 2.5% (8)

31.4% (99)
22.9% (72)
10.5% (33)
12.1% (38)
8.9% (28)
14.3% (45)
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The buying behavioral characteristics for U.S. sample and Chinese sample are
summarized here.

Visiting fashion retailers’ frequency. The term “Fashion retailers” in this study
included department stores, specialty stores, mall, and retail outlets. The results showed
a different tendency of visiting fashion retailers frequency between the U.S. sample and
the Chinese sample. Regardless, almost 90% of the consumers of both sample groups
visited fashion retailers either once every two or more months or once every two or three
times a month. Half of the Chinese sample (50.0%) reported that they visited fashion
retailers “Once every two or more months” and then the frequency decreased to 21.4%
for “Once a month” and 9.2% for “2-3 three times a month”. In contrast, 21.9% of the
U.S. sample visited fashion retailers “Once every two or more months” and then the
frequency gradually increased to 32.9% for “Once a month” and 34.7 % for “2-3 three

times a month” (see Figure 5-1).

Figure 5-1.  Percentage of Visiting fashion retailers frequency
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Actual purchasing apparel products frequency. The term “apparel products” in
this study included clothes, shoes and accessories. Both samples (U.S. and Chinese) had a
similar profile for this behavior although it seems that the overall frequency of actual
purchasing apparel products for the Chinese sample was slightly less than those of the
U.S. sample. Both sample groups’ actual purchasing frequency reached a peak (35.6%
for the U.S. sample and 48.0% for the Chinese sample) at the category of “Once every
two or more months”, and the frequency gradually decreased to the category “2-3 times a

month” (23.7% for the U.S. sample and 16.3% for the Chinese sample) (see Figure 5-2).

Figure 5-2.  Percentage of Actual purchasing apparel products frequency
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Monthly spending on apparel products on average. This question was asked
to investigate how much money the participants generally spent on only apparel products
monthly. The local currency was used in the Chinese version survey for Chinese
sampling based on the current exchange rates ($1 = approximately RMB 6.49: August

2011). The results revealed that almost one-quarter of both sample groups rated their
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monthly spending on apparel products, on average, in the range of $00.00 to $25.00 and
$50.01 to $100.00 respectively. The proportion of participants indicating the price range
$25.01 to $50.01 revealed a difference between the two sample groups. The Chinese
sample scored a higher percentage than U.S. sample: 29.4% for the U.S. sample and
39.8% for the Chinese sample. Although they have nearly the same proportion at the
price range of more than $150.01, there was larger percentage of the U.S. sample (10.6%)
than those of Chinese sample (6.1%) in the price range range of $100.01 to $150.00 (see

Figure 5-3).

Figure 5-3. Monthly spending on apparel products on average
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Percentage of monthly spending on apparel products. The question regarding
the perceived percent spent monthly on apparel products was asked to measure the
consumers’ particular emphasis on monthly purchase of apparel products. Whereas
approximately 30% of the U.S. sample reported their percentage of monthly spending on

apparel products in the categories of “less than 5%” and “5 to 10%”, the Chinese sample
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reported their spending in the categories of “11 to 30%” (36.7% of the Chinese
participants), and the category of “5 to 10%” (29.6% of the Chinese sample) (see Figure

5-4).

Figure 5-4. Percentage of monthly spending on apparel products
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Reading fashion magazine frequency. Not only did half of the Chinese sample
(50.0%) never read fashion magazines, but almost 40% of the U.S. sample also reported
that they never read fashion magazines. The two sample groups revealed a similar
tendency in this behavior with a declining curve as the higher frequency the smaller
percentage, but slightly larger percentage of the U.S. sample reported higher frequency
categories than those of the Chinese sample. For example, 12.0% of the U.S. sample
versus 3.1% of the Chinese sample were reported in the category of “2-3 times a week”,
while 6.5% of the U.S. sample versus 1.0% of the Chinese sample were reported in the

category of “Once a week” (see Figure 5-5).
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Figure 5-5.  Reading fashion magazine frequency
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Reading fashion advertisement frequency. Both sample groups in this
behavioral characteristic showed nearly identical profiles in reading fashion frequency
with the exception of the category “More than two or three times a week”. While the
results of both sample groups revealed only a few percentage in the frequency category of
“More than two or three times a week” for reading fashion magazine frequency, more
than 10% of both sample groups marked at the same frequency category for reading
fashion advertisement (15.7% for the U.S. sample and 11.2% for the Chinese sample).
Although the highest percentage of the U.S. sample (26.7%) indicated ‘never reading
fashion advertisement’, it is less than those of the Chinese sample (41.8%). Overall, the
U.S. sample scored a slightly higher percentage than the Chinese sample for all frequency
categories except the category of “Never”, indicating that the U.S. consumers read

fashion advertisement more often than Chinese consumers in this sample (see Figure 5-6).



Figure 5-6.  Reading fashion advertisement frequency
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CHAPTER YV

DISCUSSION

The purpose of this research study is to compare and contrast the fashion attitudes
and consumer buying behaviors of college students at a Midwestern university and
Chinese college students at a metropolitan university toward apparel products. The
following is a discussion of the results starting with comparison of consumer decision-
making styles, comparison of profiles of consumer characteristics, and comparison of

consumer buying behavioral characteristics.

Comparison of Consumer Decision-making Characteristics

The factor analysis results of the 40-item inventory (the Consumer Style
Inventory (CSI) originally developed by Sproles and Kendall (1986)) revealed an eight
consumer decision-making mental characteristics for the 317 participants:
“Perfectionistic”, “Brand consciousness”, “Novelty-Fashion conscious”, “Recreational”,
“Price conscious”, “Impulsive”, “Confused by Over-choice” and “Habitual, Brand-Loyal”
characteristics. The identified eight styles in this study are almost same to those of U.S.
young consumers confirmed by Sproles and Kendall (1986) overall. Although there are

some differences in factor item loadings, the overall decision-making styles are quite
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similar to the previous studies (Sproles and Kendall, 1986; Hafstrom, Chae and Chung,
1992; and Durvasula, Lysonski & Andrews, 1993.)

Cronbach’s alpha for subscale of top three highest loading items on each
characteristic was computed to assess the scale reliabilities for each factor identified.
Seven out of eight characteristics are confirmed in both American college students and
Chinese college students’ consumer samples with acceptance reliability in this study,
except the “Habitual, Brand-Loyal” consumer characteristic for Chinese students. In
addition, five out of the eight characteristics: “Perfectionistic,” “Brand Conscious,”
“Novelty-Fashion Conscious,” “Recreational Shopping,” and “Confused by Over-choice”,
obtained very high reliability (Chronbach Alpha.70 or better) for both sample consumers,
indicating these five characteristics are more reliable and stable as consumer decision-
making styles than other characteristics. Interestingly, these five characteristics were also
stably confirmed in previous studies: in the U.S. (Sproles and Kendall, 1986), Korea
(Hafstrom, Chae and Chung, 1992), New Zealand (Durvasula, Lysonski & Andrews,
1993), Greece, India (Lysonski, Durvasula & Zotos, 1996), and Germany (Walsh,
Mitchell & Thaurau, 2001), indicating there is the cross-cultural generalizability of these
characteristics. Although “Price-Value Conscious” and “Impulsiveness” factors did not
reach the desired high reliability (Chronbach Alpha.70 or better) in this study as with the
results of original study conducted by Sproles and Kendall (1986), the two factors are
still acceptable scale as consumer decision-making styles. In addition to the
“Impulsiveness” factor’s slightly unstable reliability of 0.522 in Chinese consumer
sample, the “Habitual, Brand-Loyal” factor obtained a very low reliability for the Chinese

sample of 0.350, which was not found in previous studies: Korea (Hafstrom, Chae and
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Chung, 1992), Greece (Lysonski, Durvasula & Zotos, 1996), and Germany (Walsh,
Mitchell & Hennig-Thurau, 2001.) One explanation for this may be because their items
were loaded on the other correlation characteristics factor such as “Recreational

Shopping” (Hafstrom, Chae and Chung, 1992: Walsh, Mitchell & Hennig-Thurau, 2001.)

Comparison of Profiles of Consumer Styles

Profiles of consumer decision-making styles for both American college student
and Chinese college student were established, employing the subscale of top three highest
loading items of each characteristic. Although there were several differences and
similarities in actual mean value and percentage score range, overall, both samples
showed similar tendencies on their profiles of consumer decision-making characteristics.
Each consumer decision-making style is discussed below.
Perfectionistic or High-quality conscious consumer style

Since more than 85% of both sample groups scored in the high or medium range
in the “Perfectionism or High-quality conscious consumer” characteristic with the
similarly of relatively high mean, there was no major disparity between American and
Chinese college consumers in this characteristic. Most of the college consumers in both
countries sought to obtain the best quality products as much as possible, have medium to
high standards and expectations for products, and were relatively concerned with the
function and quality of products.
Brand consciousness or Price equals quality consumer style

In this characteristic, the Chinese sample scored higher than the U.S. sample.

Almost 40% of the U.S. sample scored in the low range compared with only 12.2% of the
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Chinese sample. Although more than half of both sample groups scored in medium range,
more Chinese college student consumers felt that price is an indicator of quality. In
contrast, four out of ten American college students did not demonstrate the same ‘brand
consciousness or price equals quality consumer’ characteristic. There are two
possibilities to explain this result. First, the face-saving; a traditional value in Chinese
culture and dependent on a person’s reputation and social standing; would play important
role both in forming Chinese attitudes and in determining purchase intention. For
example, consumption of well-known foreign brands may act as a ‘face booster’ to
Chinese college student consumers. This may occur because the foreign well-known
brand is thought to carry symbolic values such as success, glitter, empowerment, and
new/international life (McEwen, Fang, Zhang & Burkholder, 2006.) Additionally,
because many counterfeited products and unqualified poor quality products are sold in
the market due to less refined market regulation by the government and business self-
regulation in China, differentiating and avoiding buying these products is one of the
consumer issues in China (Fan & Xiao, 1998). Thus, most of Chinese consumers may
believe buying the more expensive and well-known brands equals buying better quality.
Novelty-fashion consciousness consumer style

The results showed that both samples had quite similar tendency for their
percentage scoring and quartile score range, in addition to both sets of means scored in
the medium range. Therefore, both American and Chinese college student consumers
may have same moderate level of a novelty-fashion consciousness, and may have some,
but not very, conscious to keep up-to-date with styles in this study.

Recreational, Hedonistic shopping consciousness consumer style
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Although more than 90% of both sample groups scored in medium or high range
for the ‘recreational, hedonistic shopping consciousness’ factor, 67.1% of the U.S.
participants scored in high range while only 25.5% of the Chinese participants scored
high in ‘recreation, hedonistic shopping consciousness’ consumer style. Therefore, the
majority of American college student consumers indicated that going shopping is one of
the enjoyable activities in their life, in addition, most of Chinese college student
consumers also find shopping pleasant, just hot to the same extent. This may be related
to the leisure time usage difference between American young people and Chinese young
people. According to Baker and Hayatko (2000), American juniors are heavy users of
shopping malls or department stores, more than twice as many when compared to their
Chinese counter parts. In the United States, many teens view shopping malls as an
entertainment source, and the enjoyment of clothing shopping contribute to boost fashion
consciousness and shopping motivation as they can acquire product information and new
trend information from these shopping behaviors (Baker & Hayatko, 2000). In contrast,
Moses (2000) reported that nearly half of the Chinese juniors they surveyed indicated that
they spent more of their time reading print material than shopping.
Price Conscious or “Value for money” consumer style

More than 90% of both sample consumers in this study had medium or high ‘price
conscious, or value for money’ consumer characteristic. More than half of American
college student consumers indicated being conscious of lower prices and being
comparison shoppers in general, which was a larger proportion compared to the Chinese
college student consumers. Consequently, American college student consumers are

slightly more concerned with getting the best values for their money than the Chinese
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college student consumer. Even though the median income level of Chinese household
was not higher than those of American households because of the different stages of
economic development, due to China’s rapidly expanding middle class in recent years,
there may be no significant differences of the median amount of allowance or disposable
income to spend on apparel products for college students between these two countries.
This may be related to the “little emperors” family structure in China where the only
child is treasured from “six-pockets” which includes two parents and four grandparents
due to the country’s one-child policy (Wysocki, 1997.) As Salzman (1999) reported,
these Chinese young generation consumers tend to be less tradition conscious but more
oriented towards brands, success and self-satisfaction. Chinese college student
consumers in this study were less conscious of lower prices with their sufficient
allowance. In contrast, according to the data from 2003-04 National Postsecondary
Student Aid Study (NPSAS, 2005), regardless of age, gender, race/ethnicity, dependency,
enrollment status and type of institution attended, 70 to 80 % of college students in the
United States have a part-time or full-time job while they are enrolled in a college or
university. It would be rationale that the results indicate that American college student
consumers take spending their money to apparel products more serious than Chinese
college student consumers who can earn allowance easily from their “six-pockets”.
Impulsiveness, Careless consumer style

Chinese college students had a little stronger impulsiveness, careless consumer
characteristics than the American college students. However, still more than half of both
samples do not really plan their shopping and how much they spend when buying. The

main difference in this consumer style is that more than 30% of the American college
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student sample scored in low range compared to only 10% of the Chinese sample,
indicating less American college student consumers are impulsive consumers, but plan
their shopping carefully and are concerned about how much they spend than the Chinese
college students. This tendency might be reasoned by the same explanation with the
‘price conscious, or value for money’ consumer characteristic. As discussed previously,
because of the differences in the ease of earning their spending money, more American
college students may spend money, which they earned from their own jobs, more
carefully than Chinese college students.
Confused by Over-choice consumer style

As over half of the U.S. sample (52.5%) scored in low range compared to less
than 10 % of the Chinese sample in the ‘confused by over-choice consumer characteristic,
instead, only 5% of U.S. sample scored high compared to almost one-quarter of Chinese
sample (23.5%) who scored in the high range. Therefore, overall Chinese college student
consumers were more likely to be confused by over-choice than American college
student consumers. Nearly every American college student in this study was less likely
to have difficulty making choices with many brands and stores while most of Chinese
college students experience information overload and confusion by excess information.
Two possibilities could be suggested to explain this tendency. First, the difference may
reflect the greater maturity of young American consumers due to their greater familiarity
with market exchange. American consumers may be more advanced in the consumer
socialization process than the Chinese college student consumer. For instance, many
young American consumers have been heavy users of shopping malls or department

stores and acquire product information or new trend information from these shopping
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behaviors since they are teenagers in the United States (Baker & Hayatko, 2000.) Next,
there may be a difference of culture values. According to Taylor and Cosenza (2002),
Westerners live under expressing their inner value and tastes, for most Americans,
clothing offers a means of self-expression or a way of coping with social situations.
Because clothing is a primary source for self-expression, American college students tend
to be quite aware of their preference and what they want. In contrast, Chinese people live
under one of Confucianism society, therefore, they are more concerned with others’
reactions and personal relationships than are people in individualistic culture such as the
United States (Hofstede, 2001.) Thus Chinese college students tend to be confused by
over-choice they have because they need to decide what to buy, not only because of their
own preference, but also other’s evaluation.

In addition, the factor Confused by Over-choice was the only item confirmed in
every country thus far investigated, including the United States (Sproles and Kendall,
1986), Korea (Hafstrom, Chae and Chung, 1992), New Zealand (Durvasula, Lysonski &
Andrews, 1993), Greece, India (Lysonski, Durvasula & Zotos, 1996), the United
Kingdom (Mitchell & Bates, 1998), China (Fan & Xiao, 1998; Hiu, Siu, Wang & Chang),
Germany (Walsh, Mitchell & Hennig-Thurau, 2001) and Singapore (Leo, Bennett, and
Hartel, 2005). This substantiates the idea that confusion may be playing an increasingly
significant role in today’s cluttered market place (Mitchell and Bates, 1998). Marketers
could suggest the development of special package/products to aid consumers to make
faster and more effective buying decisions (e.g., by offering products with larger fonts
carrying less irrelevant information), and less complicated tags (Walsh, Mitchell &

Hennig-Thurau, 2001.)
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Habitual, Brand-Loyal toward consumption consumer

More than 90% of consumers in this study scored in the medium and high range
for this characteristic: 54.8% of the U.S. sample and 73.5% of the Chinese sample scored
in the medium range, and 35.6% of the U.S. sample and 19.4% of the Chinese sample
scored in the high range. Although this factor is not considered a reliable scale for the
Chinese generalizability (Cronbach’s alpha = .350), the profile was still analyzed for
consistency of the study. Overall, most of the college student consumers in both
countries demonstrated average or advanced habitual, brand-loyal toward consumption
consumer characteristic while American college student consumers were more likely to
buy their favorite brands and visit their favorite stores over and over again. This result
conflicts with the findings, according to Taylor and Cosenza (2002), who reported that
brand/label loyalty received the lowest ranking in their study because American young
consumers tended to look for personalized products that allowed for the expression of
their uniqueness. In contrast, Wu, and Delong (2006) stated that low brand loyalty was
often observed in Chinese consumers.

Another factor for the tendency of the results reported here may be related to the
residential area of the samples. Since the Chinese sample participants lived in Shanghai,
a major city in China; the largest consumer market and also the major commercial centers
for fashion trends; there are more choices can be made for consumers with the fast
growth of increasing global apparel firms’ competition than the Midwest U.S. which was
the location of the participants in the American sample in this study. As both of the
foreign and local branded apparel product offering keep increasing in volume and

diversifying in categories, Chinese consumers must compare brands each time they make



65

a purchasing decision in order to find the best value. This may account for their
relatively low brand loyalty.

From a marketer’s point of view, as not only is the “Habitual or Brand-Loyal”
characteristic unconfirmed in Chinese college student in this study but also in other
countries such as Korea (Hafstrom, Chae and Chung, 1992), Greece (Lysonski,
Durvasula & Zotos, 1996), and Germany (Walsh, Mitchell & Hennig-Thurau, 2001), the
absence of a brand-loyal consumer characteristic seems to be a great concern because
brand-loyal consumers are desirable for a number of reasons for apparel firms.
According to Wells (1993), it is four to six times less costly to retain old customers than
to obtain new ones. Moreover, Meyer (2001) suggested young consumers are
impressionable for brands and their brand loyalties are in the process of formation at this
period. Meyer reported that consumers establish their brand preferences between the
ages of 15 and 25, if marketers miss this crucial period, it could require that they expend
two to three times more marketing dollars in an attempt to gain their consumers as they
move into their twenties and beyond. Therefore, a major goal of marketers operating in
China should be to develop brand loyalty by communicating the benefits, such as lowered
risk of buying an unsatisfactory product, time saving and savings in decision-making
efforts.

Consumer decision-making characteristics of each sample group were sorted in
descending order of mean value to compare their priorities with scale differences of
American and Chinese college student consumers. Comparing the order of consumer
decision-making characteristics in both samples, although small variation of each order

can be found, the overall strong and weak categories for both samples have a similarity.
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For example, “Price conscious or Value for money”, and “Perfectionistic or high-quality
conscious” consumer characteristic are found in the top three strongest consumer
characteristics for both samples, moreover, “Impulsiveness or Careless”, and “Brand
consciousness” or Price equals quality” are shown in the top three weakest consumer
characteristics for both samples (see Table 6).

While the Chinese sample scored relatively intermediate mean value for each
characteristic, the U.S. sample obtained higher scores to the highest mean characteristic
and lower scores to the least mean characteristic than those of Chinese sample,
demonstrating American college student consumers are likely to have more distinct
consumer decision-making style characteristics than Chinese college student consumers.
For example, each mean of the top three characteristics (“Recreational Shopping”,
“Price-Value Conscious” and “Perfectionistic” to the U.S. sample; and “Perfectionistic”,
“Price-Value Conscious” and “Habitual, Brand-Loyal” to the Chinese sample) of U.S.
sample are all higher when compared to the Chinese sample. Respectively, each mean of
lowest three characteristics (“Impulsive”, “Brand Conscious” and “Confused by Over-
choice”) of U.S. sample are all lower than those of Chinese sample (“Brand Conscious”,
“Impulsive” and “Novelty-Fashion Conscious”) (see Table 6).

There are three characteristics which ranked differently in both samples:
“Recreational shopping consciousness”, “Novelty-fashion consciousness”, and
“Confused by Over-choice”. The U.S. sample ranked “Recreational shopping
consciousness” at the top characteristic while the Chinese sample ranked it in the middle.
The Chinese sample ranked “Novelty-fashion consciousness” the least characteristic

while the U.S. sample ranked it in the middle. Finally, the U.S. sample ranked
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“Confused by Over-choice” as the least characteristic while Chinese sample ranked it in

the middle (see Table 6).
Table 6 Consumer characteristics in Descending Order of Mean
U.S. samples Chinese sample
No. Mean Mean
1 Recreational Shopping 11.84 Perfectionistic 11.10
2 Price-Value Conscious 11.67 Price-Value Conscious 10.64
3 Perfectionistic 10.47 Habitual, Brand-Loyal 9.83
4 Habitual, Brand-Loyal 10.41 Recreational Shopping 9.79
5 Novelty-Fashion Conscious ~ 8.63 Confused by Over-choice 9.44
6 Impulsive 8.18 Brand Conscious 9.16
7 Brand Conscious 7.37 Impulsive 9.07
8 Confused by Over-choice 7.05 Novelty-Fashion Conscious 8.51

As discussed previously, the ranking differences of these characteristics may be
explained by their demographic and psychographic differences. For example, the
strength difference of Recreational shopping consciousness characteristics could be
reasoned by lifestyle and leisure time usage differences. Many American teens view
shopping malls as an entertainment source and they are heavy users of shopping malls or
department stores than Chinese juniors according to Baker and Hayatko (2000). The
difference of “Novelty-fashion consciousness” could also be supported by the lifestyle
and life priority differences. Wysocki (1997) reported juniors have limited importance to
keep up to date with current fashions trend since their highest priority in life is to succeed
in the academic field. Lastly, the difference in rank of “Confused by Over-choice”
consumer characteristics may be illustrated by both greater maturity of young American
consumers and culture value differences: western individualistic culture value vs.
Confucianism collectivism culture value, in which people are more concerned with

other’s evaluations (Hofstede, 2001).
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Comparison of Consumer Buying Behavioral Characteristics

Overall there was no remarkable difference of consumer buying behavioral
characteristics between American college student consumers and Chinese college student
consumers in this study, although American college student consumers showed slightly
more positive buying behavior attitude on apparel products. While most of behavior
characteristics showed similar tendencies between these two consumer groups, several
differences in the proportion of each frequency was found, especially with the component
of visiting fashion retailers’ frequency and the monthly spending percentage of
disposable income. Each buying behavioral characteristics will be discussed below.
Visiting fashion retailers and actual purchasing frequency

Half of Chinese sample indicated that they visit fashion retailers ‘once every few
months’ compared with only one fifth of the American sample. In contrast, more than
85% of American sample indicated that they visited fashion retailers ‘more than once a
month’, compared with less than half of Chinese sample. Therefore, American college
students visit fashion retailers more frequently than Chinese college students in this study.
Interestingly, regardless the difference of “Visiting fashion retailer frequency”, there was
no significant difference in the “Actual purchasing apparel products frequency” between
American college student consumers and Chinese college student consumers. Although
the U.S. sample indicated that their actual purchasing frequency was slightly higher than
those of the Chinese sample, the Chinese sample scored highest in the category, once
every two or more months. Overall, both sample groups had a similar tendency in this
behavior (see Chapter IV, Figures 5-1 and 5-2). The two combined results revealed that

American college student consumers tend to prefer going shopping to fashion retailers,



69

not only for actual purchasing but also for window-shopping, more than those of Chinese
college student consumers. The results strongly supports the notion that American
college student consumers have a stronger “Recreational, Hedonistic shopping
consciousness consumer’” characteristic in Consumer decision-making styles. As
discussed previously, leisure time usage differences between American young people and
Chinese young people supporting the results by Baker and Hayatko (2000) that American
juniors are heavy user of shopping malls or department stores, more than twice as many
as compared to their Chinese counter parts, thus many teens in the United States view
shopping malls as an entertainment source (Baker & Hayatko, 2000).
Monthly spending on apparel products

The result of monthly spending on apparel products indicated that the majority of
college student consumers in both the U.S. and Chinese groups spend their money
similarly (from $0.00 to $100.00 (RMB00.00 to RMB649.00)) on apparel products
monthly, and the highest amount category for both samples was $25.01 to $50.00
(RMB162.01to RMB 324.00) although the overall amount of U.S. sample spending was
slightly higher than those of Chinese sample. While the results of both samples showed a
similar distribution of monthly spending on apparel products, there was a slight
difference in the proportion of monthly spending on apparel products to their total
disposable income or allowance. Most Chinese college students in this study spent 11 to
30 % of their monthly disposable income or allowance to apparel products, followed by 5
- 10%. In contrast, the largest number of American college students spent only 5 to 10 %
on apparel products monthly, followed by less than 5 % (see Chapter IV, Figure 5-4.)

These results may be confirmed by the characteristic of “Price Conscious or Value for
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money” consumer in Consumer decision-making styles, which declared that Chinese
college student consumers are slightly less concerned with getting the best value for their
money than American college student consumer due to the ease of Chinese college
students’ earning allowance comes from “‘six-pockets” regardless the less overall average
income level of the Chinese consumer. Therefore, there is not much difference in the
monthly spending money amount on apparel products between American and Chinese
college students. However, since the average income level of the Chinese consumer is
still lower than those of American consumers because of the different stages of economic
development, it may be supported that Chinese college student consumers spend a larger
proportion on apparel products of their total disposable money or allowance than
American college students regardless of the same amount of total money.
Reading fashion magazine and advertisement frequency

Although both American college students and Chinese college students have
similar tendencies for “Reading fashion magazine and advertisement frequency”,
American college students read them more often than Chinese college students. This
result may support one of the reasons why American college students tend to be less
confused by over-choice than Chinese college students. It can be assumed that because
of their higher frequency of reading fashion related material, American young consumers
may be more advanced in the consumer socialization process than Chinese young
consumer in addition to the culture value differences, and therefore they are less confused
by over-choice. However, the remarkable fact in “Reading fashion magazine frequency”
is that half of the Chinese college students (50%) have never read fashion magazines, and

40 % of American college students also answered “never”. Furthermore, the largest
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proportion of both samples have never read fashion advertisement as well as fashion
magazine, more than 40% of Chinese sample answered ‘never’ while only 25% of
American answered ‘never’ in “Reading fashion advertisement” (see Chapter IV, Figures
5-5 and 5-6).

The demographic characteristic differences of both sample groups may be an
influencing factor for this tendency. The Chinese sample had a larger proportion of male
and science/medicine majoring student who may be considered to be less fashion
consciousness in general than those of the U.S. sample. In addition, there were no
students majoring in fashion/fine arts in the Chinese sample who would be considered to
have fashion consciousness characteristics. Interestingly, unlike reading fashion
magazine frequency, more than 10% of both samples read fashion advertisements more
than two or three times a week, indicating at least 10% of both college student consumers
are fashion consciousness on apparel products which may be related to the “Novelty-

Fashion conscious” consumer characteristics in Consumer decision-making style.

Summary

Seven out of eight characteristics were confirmed in the generalizability as
consumer decision-making styles because both American college students and Chinese
college student consumers obtained approval reliabilities for these characteristics in this
study, except the “Habitual, Brand-Loyal” consumer characteristic for Chinese consumer
due to a very low reliability.

Overall there were several similarities and differences between American college

students and Chinese college students as demonstrated by their fashion attitudes. For
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example, most of college consumers in both countries sought to find the best quality
products as much as possible; more Chinese consumers considered price as an indicator
of quality because of the “face-saving” value and the prevalence of counterfeited and
unqualified poor quality products in the market; both consumers had similar moderate
levels of novelty-fashion consciousness; the majority of American college student
consumers considered that going shopping is one of the enjoyable activities as the leisure
time usage difference between American and Chinese young people; American college
student consumers were slightly more concerned with getting the best values for their
money and plan their shopping carefully as the ease differences of earning their
disposable money with Chinese college students; Chinese college students tended to be
confused by over-choice since the greater maturity of young American consumers and
culture value differences; and American college student consumers were more likely to
buy their favorite brands and shop stores over and over again due to the Chinese sample’s
low brand loyal tendency in general and the sample’s residency environment.

American college student consumers showed slightly more positive attitudes of
buying behavioral characteristics on apparel products than Chinese college student
consumers, although both samples had quite similar tendency overall. The results
demonstrated that American college student consumers tended to prefer going shopping
to fashion retailers, not only for actual purchasing but also for window-shopping; Chinese
college student consumers were likely to spend a larger proportion of their disposable
income on apparel products while both consumers spent almost same amount of money;

and American college students read fashion magazine and advertisement slightly more



often than Chinese students but many of sample of both countries had reported never

reading fashion magazines.
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CHAPTER VI

CONCLUSIONS, IMPLICATIONS AND RECOMMENDATIONS

Conclusions

The primary objectives of this study were to identify and understand
characteristics of fashion attitudes and buying behaviors toward apparel products between
American college students and Chinese college students. In addition, clarification of the
factors that impact the differences and similarities among these two markets was
investigated.

This study provided an examination of consumer decision-making styles by
utilizing the Consumer Style Inventory (CSI), a set of 40 Likert-scale items (Sproles &
Kendall, 1986), to identify the characteristics of buying attitudes of college student
consumers in the U.S. and China. The decision-making styles of college student
consumers for both samples were established, and several similarities and differences in
decision-making styles were identified between American and Chinese college student
consumers.

The factor analysis results of the CSI revealed an eight consumer decision-making
mental characteristics for 317 participants: “Perfectionistic”, “Brand consciousness”,

“Novelty-Fashion conscious”, “Recreational”, “Price conscious”, “Impulsive”,
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“Confused by Over-choice” and “Habitual, Brand-Loyal” characteristics. Seven out of
eight characteristics are confirmed their validity as the scales measuring consumer
decision-making styles for both American and Chinese college student consumers with
approval reliability in this study, except the “Habitual, Brand-Loyal” consumer
characteristic for Chinese consumer. Interestingly, the five factors excluding “Price
conscious” and “Impulsive” traits were stably identified in previous studies investigating
this behavior internationally: the U.S. (Sproles and Kendall, 1986), Korea (Hafstrom,
Chae and Chung, 1992), New Zealand (Durvasula, Lysonski & Andrews, 1993), Greece,
India (Lysonski, Durvasula & Zotos, 1996), and Germany (Walsh, Mitchell & Hennig-
Thurau, 2001), indicating the cross-cultural generalizability of these factors. The
“Habitual, Brand-Loyal” trait could not be confirmed for Chinese college student
consumers due to its low reliability with alpha of .350 in this study and also relatively
unreliable in most of countries in previous studies.

This study integrated the concept of consumer decision-making style with
responses about their actual buying behaviors. Although the results of the profiles of
consumer decision-making styles and buying behavioral characteristics between
American and Chinese college students are not entirely equivalent because of their
culture background, overall the similarities outweighed the differences.

For example, most of college consumers in both countries sought to find the best
quality products as much as possible and were conscious of lower prices in general, they
had medium to high standard expectations for products, and average or advanced habitual,
brand-loyal consumer characteristic. In addition, more than half of consumers in both

groups were not very brand conscious consumers with moderate level of fashion



76

consciousness, and did not plan their shopping and how much they spent when buying.
Moreover, most of them reported spending less than $100 for apparel products once a
mouth, or once every two or more months, and rarely read fashion magazines.

The concept of “Globalization” with the availability of worldwide media and
telecommunication tools might have created greater similarity on purchasing styles
between young consumers in different nations than older age groups (Tully, 1994). The
Chinese economic growth with great rising revenues has affected Chinese youth to be
westernizing in recent year as they enabled to have same level of lifestyle with the people
in western countries, and these westernizing influences are causing a shift in values such
as independence, self-expression, openness to new ideas and cultures, flexibility, mobility,
and enjoyment of life among Chinese young consumers (Anderson & He, 1998; Moses,
2000). Especially since the U.S. culture and their fashion have influenced young
generations in China by the prevalence of U.S. media in China, it homogenizes their
preferences and fashion attitudes of their buying behaviors between American and
Chinese youth consumers.

Overall, fashion attitudes and buying behavior showed similar tendencies
between Chinese and American college students as well as several subtle differences
distinguished each group’s consumer buying styles. The demographic and psychographic
factors including lifestyle values, interests, cultural values, and economic situations have
had an impact on characterizing their own fashion attitudes and consumer behavior of
both American and Chinese college student consumers.

For instance, more Chinese college student consumers may consider a price is an

indicator of quality, or have “Brand conscious” consumer characteristics than American
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samples, according to the profiles of consumer decision-making characteristics in this
study. It may be due to the “face-saving” value, which encourages the consumption of
well-known foreign brands for their reputation, and the prevalence of counterfeited and
unqualified poor quality products in market, which makes avoiding buying these products
as one of the consumer issues for Chinese consumers.

Second, most of American college student consumers showed higher recreational
shopping characteristics than Chinese consumers in this study. This may be related to the
leisure time usage difference between American and Chinese young people. According to
Baker and Hayatko (2000), American teens are heavy user of shopping mall or
department store more than twice as many as compared to their Chinese counterpart.

This logic would be supported by the results of visiting fashion retailers’ frequency in
this study: American college student consumers visit retailers slightly more often than
Chinese consumers in general, indicating they are likely to prefer going shopping to
fashion retailers, not only for actual purchasing but also for window-shopping.

In addition to the “Recreational shopping” characteristic, the factor also supports
the reason why much less American college students are “Confused by Over-choice” as
well. The slightly higher frequency of reading magazine and advertisement and visiting
fashion retailers in this study supports the greater maturity of young American consumers,
which direct them to be familiar with market. A culture value difference is a crucial
factor to explain the “Confused by Over-choice” characteristics as well: western
individualistic culture value, in which people tend to be quite aware of their preference
and what they want, vs. Confucianism collectivism culture value, in which people are

more concerned with other’s evaluation than their preference (Hofstede, 2001).
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Lastly, American college student consumers seems to be slightly more concerned
with getting the best value for their money and plan their shopping trips more carefully
than Chinese students. This may be explained by the differences in the ease of earning
their disposable money. While most of Chinese students earn their allowance easily from
“six-pockets” (parents and grandparents) in the “little emperors” family structure, the
majority of American students in the United States have part-time jobs to earn their
disposal income by themselves. The explanation could be strongly supported by the
result of monthly spending in this study. The reported proportion of money spent showed
that Chinese consumers were likely to spend a larger proportion of their disposable
income on apparel products while both consumers spent almost same amount of money
regardless median income level of Chinese households which was less than the American
consumers.

As discussed, there is a strong relationship between their consumer decision-
making characteristics and actual buying behavioral characteristics in this study. Each
buying behavioral results gave strong support to clarifying consumer decision-making
characteristics. Since the relationship between their consumer decision-making
characteristics and actual buying behavioral characteristics was supported in this study,
the buying behavioral characteristics will give not only strong support for the consumer
decision-making mental characteristics but also better in-depth understanding for their

consumer styles for previous studies.
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Implications

There are several implications flowing from this study.

First, the theoretical analysis in this study will provide useful insight on how
globalization and cultural background affects consumer buying characteristics among
cross-national young consumers for corporations expanding to global markets. Meeting
multicultural consumer needs by providing the right products and services in today’s
global market is a great challenge for marketers, retailers, and suppliers (Kim, Forsythe,
Gu & Moon, 2002). The study of cultural values is still essential to effective
globalization and management strategy as it enables the improvement of the quality of
products and services.

Second, the findings from this study provide indication that marketers of U.S.
apparel firms could make appropriate globalization strategies for gaining successful
global markets. For example, as “Confused by Over-choice” characteristic was strongly
confirmed in Chinese samples, marketers could propose the development of special
package/products to aid consumers to make faster and more effective buying decisions,
and less complicated tags to reduce the stress from over-information (Walsh, Mitchell &
Hennig-Thurau, 2001.) In addition, according to the results of buying behavioral
characteristics in this study, it is suggested that posting an advertisement on worldwide
media such as Internet and satellite television would be effective for college student
consumer, and it would be appropriate to set prices less than 50 dollars per item for the
apparel firm aiming to reach the mass youth consumer market as the highest monthly
spending amount on apparel products for both consumers was $25.01 to $50.00 in this

study. Furthermore, because of the stronger “Brand Conscious” consumer tendency in
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Chinese college student consumers, the U.S. apparel firms could suggest advertising
featuring their brand name as a well-known foreign brand. However, the “Brand-Loyal”
characteristics was unconfirmed in Chinese sample as many other countries, major goal
of marketers operating in China should be to develop brand loyalty by communicating
the benefits, such as lowered risk of buying an unsatisfactory product, time saving and
savings in decision-making efforts.

Lastly, the profile of consumer-making style has a broad application in consumer
education. Marketing or consumer researchers could add these decision-oriented traits to
their inventories of psychographic and lifestyle studies to have better understanding of
consumers from the consumer mental and behavior aspects. Academic educators could
introduce the scale of the consumer decision-making mental characteristics to students
and the public who can assess their own personal styles in making choices. They can use
this information to encourage development of consumer education programs that include
the relation of different decision-making styles to consumer well-being. This type of
education should help to prepare young people to function effectively as consumers (Hiu,
Siu, Wang & Chang, 2001).

By using an established survey from previous studies, and integrating the concept
of consumer decision-making style with responses about their actual buying behaviors,
the differences, similarities of consumer behavior characteristics, and these factors of
globalization and culture background affecting the results between American college
students and Chinese college students were revealed in this study. These factors can be
hints for marketers and educators to help U.S. apparel firms make appropriate

globalization strategies for gaining successful global market in China.
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Recommendations for Future Research

Based on the results of this study, the following recommendations for future
research are made:

First, the comparability of samples from both countries could be controlled to
make more direct comparisons. Although both U.S. and Chinese samples were college
students with approximately same average age in this study, there were variation in the
number of samples in each country completing the survey, as well as in the demographics
such as the proportion of gender, income level and geographic location between U.S.
sample and Chinese sample. To gain a better and more credibility overview to college
students for this study, future studies may increase the population size and improve the
equivalence of the number of college students in the U.S. and China to gain more
valuable information.

Second, although the original eight-factor consumer styles, developed by Sproles
and Kendall (1986), were supported in this study, reliability scores of some factors were
relatively low and some factors are unstable such as “Brand-Loyal/Habitual” traits. This
suggests that further study would be needed to develop new items for these factors so as
to improve psychometric properties, or to apply lower scale decision-making model so as
to be more applicable to cross-nationals as confirmed in previous studies (Fan & Xiao,
1998: Hiu, Siu and Chang, 2001).

Third, as the development of communication media today, the new field of buying
behavior such as electronic commerce has been occurring. The new questionnaires to
examine these alternative buying behaviors suited to today’s market should be developed

for future studies.
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Moreover, future research could examine specific demographic variables on each
consumer buying style such as gender, age, major and income. Integrating different
variables could provide a more in-depth analysis of the different demographic segments
of future cross cultural studies.

Lastly, since the samples collected for this study only examined college students,
it is not representative of all young consumers in China and the United States, and the
result are not intended to be generalized. Testing young and non-college groups in future

studies would help to establish generalizability of young consumers in both countries.
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Subjects

Ball State University 01415111 no quiz

Forthis Completion Report to be valid, the leamer listed above must be
affiliated with a CITI participating institution. Falsified information and
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Informed Consent Form
Study Title Fashion Attitudes and Buying Behaviars of Cross-cutural College Student tow ard Apparel Products.

Study Purpose and Ratienale
The purpose of this research project is to compare and contrast the fashion attiudes and consumer buying behaviors of
college students at a Midwestern universiy and Chinese college students at 2 metropolitan university toward apparel

i el e Dimelies s o e L]0 oo | fitren e pmm s e e s el ol b s b oo s For e e mes me o el el fien s e
Products. Findings may neip U.o. apparel Tirms Make appropriate GiobalZation siralegies Tor SUCCEss a5 @ giohal Tirm s in

China.

Inclusion/Exclusion Criteria
To be ellgiole to participate inthis study, you must be hetweenthe ages of 18 and 24, and be able to read at the third
grade level,

Participation Procedures and Duration

For this project, you will be asked to complete a series of questionnaires about your fashion attitudes and buying
hehavior It will take aooroximately 10 mincges to comnlete the guestionnaires

behavior. It will take approximately 10 minutes to complete the guestionnaires.

Data Anonymity

All data will be maintained s anomymous and no identitying Information such as names will appear in any publication or
presentation of the data

Storage of Data
The data will be entered info 2 softwars program and stored onthe researcher's password-protectsd computer for three
years and then deleted. Only members of the research team will have access to the data

Risks or Discomforts

There are no percetved risks for participating In this study. However, If you feel uncomfortable with a question, you can
skip that guestion or withdraw from the study altogether. If you decide to quit at any time before you have finished the
guestionnaire, your answers will NOT be recorded

Who to Contact Should You Experience Any Negative Effects from Particip ating in this Stu
Should vou experience any feelings of anxiety, there are counseling serdces available to you through the Ball State
Uriversity Counseling Center, Room 320 Lucina Hall, in Muncie, Indiana, 765-283-1736.

Benefits
There are no perceived benefits for participating in this study.

Voluntary Participation
walr narticination in this study e camnaletahy valurtars and
Y our participation inthis study is completehy volurtary and

v I 3
¥ r - o
reason without penalty or prejudice from the irvestigator, Please feel free to ask any gues
slgning this form and at any time during the study

for any
or hefore
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IRB Ceontact Infermation
For one's rights as a research subject, you may contact the following: For questions about your rights as a research
subject, please contact the Director, Office of Research Compliance, Ball State University, Muncie, IN 47306, (765)

2855070 or 3t irhhey ey,

283-2070 or al wp@hsu.edu

Researcher Contact Information

Principal Investigator:

Y uanyuan Zhang, Graduate Student
Farmity and Consumer Sciences

Ball State University

Muncie, IN 47306

Telephone: (763) 745-4620

Email: yzhang&@bsu edu
Facuty Supervisor:

Dr. Amy Leahy

Famity and Consumer Sciences
Ball State University

mMuncie, IN 47306

Teiephone: (763) 285-5558
Emaill aleahy@bsu edu

“ | Agree

“ | Decline

o
v
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&% H#: Room 320 Lucina Hall, in Muncie, Indiana, 765-285-1736.
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Ball State University, Muncie, IN 47306, (765) 285-5070 or at irb@bsu .edu.
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Yuanyuan Zhang, Graduate Student
Family and Consumer Sciences

Ball State University

Muncie, IN 47306

Telephone: (765) 749-4620

Email: yzhangé@bsu.edu

EFEAT:

Dr. Amy Leahy

Family and Consumer Sciences
Ball State University

Muncie, IN 47306

Telephone: (765) 285-5958
Email: aleahy@bsu.edu
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Part One:

Listed below are staternents about shopping befavior for apparel products and about
fashions.

Please read each statement carefully and Check one Strongly Agree (SA), Agree (A),
Undecided (U), Disagree (D), or Strongly Disagree (SD) for each statement to indicate the
extent to which you agree or disagree with the staternernt.

STRONGLY STRONGLY
DISAGREE DISAGREE UNDECIDED AGREE AGREE

1. Getlting very good quality is very important to me.

2. When it comes to purchasing apparel products, | try to get the very best or perfect choice.
3. In general, | usually try to buy the best overall quality.

4. | make special effort to choose the very best quality products.

5. I really don't give my apparel products purchases much thought or care.

6. My standard and expectations for apparel products | buy are very high.
7. I shop quickly, buying the first products | find that seems good enough
8. An apparel product doesn’t have to be perfect, or the best, to satisfy me
9. The well-known national brands are best for me

10. The more expensive brands are usually my choice

STRONGLY STRONGLY
DISAGREE DISAGREE UNDECIDED AGREE AGREE

11. The higher the price of an apparel product, the better its quality.
12. Nice department and specialty stores offer me the best products.
13. | prefer buying the best- selling brands of products.

14. The most advertised brands are usually very good choices.

15. | usually have one or more outfits of the very newest style.



16.

17.

18.

19.

21

24.

25,

31.

32.

33.

STRONGLY

DISAGREE DISAGREE UNDECIDED AGREE

| keep my wardrobe up-to-date with the changing fashions.

Fashionable, attractive styling is very important to me.

STRONGLY

A o ——

AGREE

To get variety, | shop different fashion retail stores and choose different brands.

It's fun to buy something new and exciting.

. Shopping is not a pieasant activity to me.

STRONGLY
DISAGREE DISAGREE UNDECIDED AGREE

Going shopping is one of the enjoyable activities of my life.

. Shopping the stores wastes my time.

| make my shopping trips fast.

| buy as much as possible at sale prices.

. The lower price products are usually my choice.

. I should plan my shopping more carefully than | do.

. | am impulsive when purchasing apparel products.

Often | make careless purchases | later wish | had not.
STRONGLY
DISAGREE DISAGREE UNDECIDED AGREE

i take the time to shop carefuiiy for best buys.

| carefully watch how much | spend.

There are so many brands to choose from that often | feel confused.

STRONGLY
AGREE

STRONGLY
AGREE
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STRONGLY STRONGLY
DISAGREE NISAGREE INDECIDED AGREE AGREE
DISAGREE DISAGREE UNDECIDED AGREE AGREE

w
B

. Sometimes it's hard to choose which stores to shop.

w
4]

. The more | learn about apparel products, the harder it seems to choose the best.

w
[a2]

. All the information | get on different products confuses me.

w
~

(9]
5]

. Once | find an apparel product or brand | like, | stick with it.

w
©

. | go to the same stores each time | shop.

. I change brands i buy reguiariy.

N
o

96



Part Two:

Listed below are statements about your demographic information.
FPlease read each statement carefully and Check appropriate one for each statement to
indicate your current state.

What is your age?

Under 18
18

- 19

NN NN
W N = O

Ny
S

25 or Over

What is your gender?

-~ Male

-~ Female

What year are you in?

Freshman

-~ Sophomore

Architecture and Planning

© Business
Communication, Information, and Media
Education



© Fashion

© Fine Arts

© Humanities (Literature and Social Sciences)

o Law

Medicine

-~ 8Science (Anthropology, Biology, Chemistry, etc)

>
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How often do you visit fashion retailers (department stores, specialty stores, mall and
outlet)?

=
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=
o
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(41}
=
3
@
W
o
£
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@
&

How often on average do you actual purchase apparel products (clothes, shoes and
accessories)?

Never

L B =
[
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[ -]
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-
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100

$400.01 to $450.00
$450.01 to $500.00
More than $500.00

On average what percentage (%) of your monthly spending is on apparel products (clothes,
shoes and accessories)?

Less than 5%
5-10%

11-30%
31-50%
51-60%
61-80%

More than 80%

How often do you read fashion magazine?

Never

Once every 2 or more months
Once a month

2-3 times a month

Once a week

2-3 times a week

4-5 times a week

More than 5 times a week

How often do you read advertisement on fashion?

Never

Once every 2 or more months
Once a month

2-3 times a month

Once a week

2-3 times a week

4-5 times a week

More than 5 times a week

Thank you for completing this survey!

>>
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Part One:

. ! ' ' ! ' ! ' ! ' [ ! ' ' ! ' /' ' [ ' [ [ ' [ ' [ [ | |
3 a -
1 5 - .

T A R T S AR O A R S R R T R AR .
H AT B AR E, P TE SR R B R ) 2 AT

3% gt A & WRZE
1. EME, BHRMETFHRNG~RIEEE

5. HELFARMEEA

6. BEFEAEN, ERMASEHES

7&M%H‘I 1&&%?%—*EI§J:£?F%§E‘J$E -I
8. Eﬂ‘fi*%%ﬁ%?’;iﬂﬁ?—“% REES IR B B
S.ﬁ&!ilkﬁ%ﬂﬁﬁli“.ﬁ:ﬁ |

10. BEEREHSE BHRETS

E 3% ZNCh 3 HARRZ

16. PREAET SEIMATEO T M, FARAE B (REFBATARE AR 25

17. 8. RUANKINRBER

A

A%

KR

XA

102



% R ZNGih WA %

18. FEAFMEEEZBEAFENRLE, UEFRRMNEE
19. LT—EFHHMS ANGHIFRERN2EEBG
20. MEWMS, WHAE—GHLHE

£ 30 ZNGk wAZE &

21. BEERBAEFREZN—HE

25. A TTEEFET T E S A

26. iBE Bk B BUREF &R

27. HWATE IR LRSI &

h s *ms wre mx
3. NERBEWY, HETEHE
31&@#3&?5&%
alﬁﬁﬁ%ﬁiﬂﬁﬁﬁmﬁﬁ,&ﬁﬁmﬂﬁﬁ
3&%Nﬁﬁ&ﬁ£%¢ﬁﬁ@%

35, PELT ARFT AR, RRBLE Bk R 89— K

¥R

EEHR

EERF

103



3% gxt TR& ARz b
36 HEIARAFRHURERFE, RWEEER
31&%;ﬁ2—ﬁ%&§5%%%%
3&ﬁﬂ;¢ﬁ§%%%%ﬁ;&,ﬁ%—am?;
3&&@%%@—%%%%%0 h

40. LEHMT T A MR

>>

30

104




105

Part Two:

e —
I TREREARXFENSGTER. BHFADZENEN, FERTESMRREL T H.

[
%
B
Q
"

o KTF 25

WAt A

.
° %

TregsegFER

o %—
o k=

°© g

T

° REHLLERE, FHER
B

EEEHA?

© BAHESER
© RS
.

o R, i
o HE

ot



106

L [ I [ [
~ "
i a4
i E
b 2
2 8
Iy i
3 A
I b
- ®
2 <
3

< B A A
o< oW



107

et (a E— et E (HHE. SEE, MY omBEERE) ?

L BEAII=R
C SHME R
O BEAKRLE

BFH2erfERREIRESM (KE, BETRES) ?

o AR
CEMABLE—®
/AR
C EAMI=R
AR
FREMAI=K
C BEENEEK
CBEAEKRUE

EAHEATFHESZ L GEREFSR L (KR, BTHRME 7

o AR 00.00-162.00 7T

o MR 162.01- 324 00 7

o MR 324.01-649.00 7

- ANEfi649.01-973.00 7

o ANRM 973.01-1297.00 7
o AR 1297.01-1622.00 7
o NRM 1622.01- 1946.00 7T
- ANEfi 1946.01 - 2270.00 &
o NRM 227001 - 259500 7
o AR 2595.01-2919.00 7
o AR 2919.01- 324300 7
CARMARTF 3243 1



i®
&

M ATFYREREF R LOESEIHRZLEAH (%) ?

oo F 5%
©5-10%
11-30%
©31-50%
© 51-60%
£1-80%
© KF 80%

e B AR (6] — T R 7

MR
A

wA ALk —k
R =Y Rl ¥
C { A=K
- B
A=K
5 FIE Hik
S EEAEKRUE

BT (68— Ket 3 &2

AT
CETABE—®
CEA-K

C {AMEZR
=3 fagi

C SEAII=®X
C EREME| HK
C BEAEKRUE

&
=
=3
ot
=
aur
&
[
i
[

108



APPENDIX D-1

E-mail advertisement for U.S. sampling at Ball Student University
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Dear Prospective Participant:

My name is Yuauyuan Zhang and I'm in the Master's program at the Department of
Family and Consumer Sciences at Ball State University. I am researching Fashion
Attitudes and Buying Behaviors of Cross-cultural College Student toward Apparel
Products.

You must be 18 or older to participate in this study.

You will enter this web link to take part in the study:

https://survey.qualtrics.com/SE/?SID=SV 1AaeMCX4wb3iUPpW

This study has been approved by the Ball State University Institutional Review Board for
distribution (Protocol #: ). You will only need to enter the website for the study one time.
Your responses are anonymous.

Thank you for your interest in this study. Your responses are greatly appreciated.
Sincerely,

Yuanyuan Zhang, Graduate Student.
Family and Consumer Sciences

Ball State University
yzhang6@bsu.edu

Adviser:

Amy Leahy, Ph.D.

Assistant Professor

Family and Consumer Sciences
aleahy@bsu.edu



APPENDIX D-2

Letter of Support from Dr. Chuwen Wang

at Fudan University in Shanghai
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APPENDIX D-3

E-mail advertisement for Chinese sampling at Fudan University
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