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CONSUMER DECISION-MAKING 
STYLES IN THE DIGITAL PRODUCT 
CATEGORY

STILOVI ODLUČIVANJA POTROŠAČA  
U KATEGORIJI DIGITALNIH  
PROIZVODA

Abstract
Purpose – The aim of this paper is to explore consumer 
decision-making styles when buying digital products, 
and to identify different clusters of consumers based on 
their approaches in choosing digital products. The liter-
ature regarding consumer decision-making styles when 
purchasing digital products is rather scarce. Therefore, a 
research study on behavioral patterns and product attri-
butes important to consumers when they purchase dig-
ital goods might contribute to a more comprehensive 
understanding of this type of consumer behavior while 
also broadening the existing body of knowledge.

Design/Methodology/Approach – Empirical data 
were collected using an online questionnaire consist-
ing of items borrowed from the relevant literature and 
adapted to the research context. Research results are 
presented using descriptive statistics, exploratory fac-
tor analysis, Cronbach’s alpha coefficient, and k-means 
cluster analysis.

Findings and implications – This study has revealed 
four distinct consumer groups that differ in their con-
sumer decision-making styles when buying digital 
products. Both theoretical and managerial implications 
of the research findings are discussed. Results of this re-
search serve as helpful insights into consumer behavior 
characteristics in a digital products market, providing 
digital goods companies with valuable inputs for plan-
ning their marketing strategies and activities.

Sažetak
Svrha – Cilj je rada istražiti stilove odlučivanja potroša-
ča u kupovini digitalnih proizvoda te utvrditi postojanje 
različitih klastera potrošača temeljem njihovih pristu-
pa odabiru digitalnih proizvoda. Literatura o stilovima 
odlučivanja potrošača u kupovini digitalnih proizvoda 
prilično je oskudna. Stoga istraživanje obrazaca ponaša-
nja i obilježja proizvoda važnih potrošačima u kupovini 
digitalnih proizvoda može pridonijeti cjelovitijem razu-
mijevanju njihova ponašanja i proširiti postojeća znanja 
iz ovog područja istraživanja.

Metodološki pristup – Empirijski podaci prikupljeni su 
putem online upitnika koji se sastojao od tvrdnji posu-
đenih iz relevantne znanstvene literature, a koje su pri-
lagođene kontekstu istraživanja. Rezultati istraživanja 
prikazani su korištenjem deskriptivne statistike, eksplo-
rativne faktorske analize, Cronbach alfa koeficijenta i 
k-means klaster analize.

Rezultati i implikacije – Istraživanje je pokazalo da po-
stoje četiri različite skupine potrošača koje se razlikuju 
po stilovima odlučivanja u kupovini digitalnih proizvo-
da. U radu su raspravljene teorijske implikacije rezultata 
istraživanja kao i one koje se odnose na poslovnu praksu. 
Rezultati istraživanja mogli bi poslužiti kao koristan uvid 
u ponašanje potrošača na tržištu digitalnih proizvoda 
pružajući poduzećima u industriji digitalnih proizvoda 
vrijedne smjernice pri planiranju marketinških strategija 
i aktivnosti.
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Limitations – The results of the present research apply 
to digital products in general. Future research should 
develop and confirm these initial findings further by 
incorporating specific digital product categories and fo-
cusing on other socio-cultural contexts.

Originality – By identifying six consumer decision-mak-
ing styles and four distinct clusters, this study con-
tributes to a more comprehensive understanding of 
consumer approaches when buying digital products, 
thereby broadening the existing theoretical knowledge 
of consumer decision-making styles.

Keywords – consumer decision-making styles, Consum-
er Style Inventory (CSI), digital products, cluster analysis

Ograničenja – Rezultati provedenog istraživanja odno-
se se općenito na kategoriju digitalnih proizvoda. Budu-
ćim bi istraživanjima trebale biti obuhvaćene specifične 
kategorije digitalnih proizvoda, a istraživanja bi trebala 
biti provedena u drugim društveno-kulturnim okruže-
njima.

Doprinos – Identificirajući šest stilova odlučivanja po-
trošača i četiri karakteristična klastera, studija pridonosi 
sveobuhvatnijem razumijevanju ponašanju potrošača u 
kupovini digitalnih proizvoda, a time ujedno proširuje 
postojeća teorijska znanja o stilovima potrošačkoga od-
lučivanja.

Ključne riječi – stilovi odlučivanja potrošača, CSI mjerna 
ljestvica, digitalni proizvodi, klaster analiza
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1.	 INTRODUCTION

Consumer decision-making styles (CDMS), as a 
significant determinant of consumer behavior 
(Walsh, Hennig-Thurau, Wayne-Mitchell & Wied-
mann, 2001) and a helpful market segmentation 
criterion (Rashmi & Janmejay, 2017; Mishra, 2015; 
Wiedmann, Walsh, Hennig-Thurau & Mitchell, 
2001), have been drawing scholarly attention for 
decades. Introduced into the literature by Spro-
les and Kendall (1986), consumer decision-mak-
ing style refers to “a mental orientation charac-
terizing a consumer’s approach to making choic-
es” (Sproles & Kendall, 1986, p. 268). Researchers 
use this theoretical framework to explain and 
describe different consumer personalities and 
market segment characteristics, assuming a dif-
ference in consumers’ behavioral patterns and a 
tendency to choose a criterion that will prevail 
when evaluating and purchasing a particular 
product (Sproles & Kendall, 1986). Research stud-
ies have shown that consumer decision-making 
styles, due to their relative stability over time 
(Walsh et al., 2001), can be a valuable market 
segmentation tool in numerous product cate-
gory contexts (Eom, Youn & Lee, 2020; Mohsenin 
Sharifsamet, Esfidani & Skoufa, 2018). 

Due to technological advances, various digital 
goods have been offered to and successfully 
adopted by consumers. According to Niu (2013), 
the Internet and advances in technology have 
transformed consumer purchasing behavior. For 
example, in a virtual environment, consumers 
have become more quality conscious, with on-
line shopping perceived to be more convenient 
since it allows customers to gather information 
more quickly and easily compared to offline 
purchases (Niu, 2013). In addition, Li (2021) also 
underlines several important benefits to con-
sumers when purchasing a digital product, such 
as lower monetary costs and a broader selection 
of digital products. The latter indicates that con-
sumer decision-making styles might differ when 
it comes to purchases of digital products.

Consumer decision-making styles have been 
tested to date across numerous product cate-

gories (Sarkar, Khare & Sadachar, 2020). Howev-
er, when it comes to digital products (such as 
e-books, music, movie, and video files, games, 
software), there is a lack of research studies in 
this area. Therefore, the aim of this paper is to 
explore the applicability of the framework of 
consumer decision-making styles in the digital 
product context and to identify and profile mar-
ket segments with respect to digital products 
according to the main characteristics of con-
sumer decision-making styles.

The structure of this paper is as follows: After the 
introduction, the theoretical framework is pre-
sented. Within this part of the paper, an elabora-
tion of the main theoretical concept (consumer 
decision-making styles) is followed by a de-
scription of the research context (digital goods). 
The next section of the paper deals with the 
research methodology, data analysis, research 
results, and discussion. The last section contains 
the concluding remarks and provides the limita-
tions of the study, as well as recommendations 
for future research.

2.	 THEORETICAL 
FRAMEWORK

2.1.	 Consumer Decision-Making 
Styles

When making their purchase decisions, consum-
ers differ from one another in terms of their de-
cision-making modes, which are influenced by 
various factors, including quality, price, and brand 
(Lysonski, Durvasula & Zotos, 1996). According to 
Sproles and Kendall (1986), those decisions and 
purchasing patterns also reflect basic consum-
ers’ personalities, which can be categorized into 
eight dimensions: Perfectionism or high-qual-
ity consciousness, Brand consciousness, Price 
and “value for money” shopping consciousness, 
Novelty-fashion consciousness, Recreational, 
hedonistic shopping consciousness, Impulsive-
ness, Confusion from overchoice, and Habitual, 
brand-loyal orientation toward consumption. 
The aforementioned dimensions (or mental ori-
entations) can be described as follows.
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According to Sproles and Kendall (1986), Per-
fectionism is a consumer decision-making style 
found in consumers who tend to buy only 
high-quality products. Therefore, this dimension 
is also known as the consumer decision-making 
style of High-quality consciousness. Since a 
“good enough” product is perceived as a solu-
tion that will not provide customer satisfaction 
(Park & Gretzel, 2010), the consumers concerned 
choose carefully among the options provided 
by involving themselves in the purchasing pro-
cess and comparing the products to find the 
perfect solution for the problem they are facing 
or a need they are trying to fulfill (Sproles & Ken-
dall, 1986). In other words, as the main utilitari-
an benefit such consumers seek to gain is high 
quality (Sarkar et al., 2020), they are determined 
to find a lasting product with superior perfor-
mance (Leo, Bennett & Härtel, 2005). 

As a consumer decision-making style, Brand 
consciousness refers to a consumer’s tendency 
to make their purchasing choice based on an 
assumption that price reflects quality; therefore, 
only well-known, widely advertised, and often 
expensive brands are the best option for this rel-
atively price-insensitive market segment (Spro-
les & Kendall, 1986; Park & Gretzel, 2010). In light 
of this, such consumers are described not only as 
brand-conscious, but also as price-equal-quality 
consumers (Kendall Sproles & Sproles, 1990), giv-
en that they perceive the price of a product as 
a positive cue in the purchasing process, specifi-
cally as a product quality indicator (Lichtenstein, 
Ridgway & Netemeyer, 1993).

In opposition to the previously described 
segment is a segment consisting of relatively 
price-sensitive consumers characterized by a 
consumer decision-making style called Price 
and “value for money” shopping consciousness. 
Such consumers seek economic benefit before 
making a purchase decision (Sarkar et al., 2020). 
Therefore, they are more prone to comparison 
shopping and tend to look for a low price as the 
main product attribute; in other words, such con-
sumers compare product prices, tend to choose 
the best value-for-money solution (Sproles & 

Kendall, 1986), and are highly conscious of lower 
and sale prices (Kendall Sproles & Sproles, 1990). 

The next consumer decision-making style is 
Novelty-fashion consciousness. In general, nov-
elty refers to “experiencing or encountering 
something different to the objects regularly en-
countered” (Skavronskaya, Moyle & Scott, 2020, 
p. 3). In addition, novelty-seeking represents 
one of the consumer behavioral traits related to 
exploratory behavior (Hirschman & Stern, 2001). 
Therefore, Novelty-fashion consciousness can 
be defined as a consumer decision-making style 
reflecting an individual’s tendency to be inno-
vative, curious, and trendy, to enjoy experiences 
of finding and purchasing something different 
and new (Urbonavicius, Dikcius, Adomaviciute & 
Urbonavicius, 2019; Sproles & Kendall, 1986), and 
of searching for new information and/or prod-
ucts (Hirschman, 1980). 

Likewise, Recreational, hedonistic shopping 
consciousness refers to the consumers’ ten-
dency to enjoy themselves while purchasing 
and to perceive the overall buying process as 
entertaining (Kendall Sproles & Sproles, 1990). 
This consumer decision-making style is hedonic 
in its nature (Lysonski & Durvasula, 2013), rely-
ing on the emotional needs of consumers who 
expect excitement and enjoyment while shop-
ping (Lee, Kim & Lee, 2013).

Impulsiveness is a characteristic attributable 
to consumers who tend to be negligent while 
shopping; specifically, these are consumers who 
do not plan their purchases or seek information 
beforehand, nor do they concern themselves 
with the monetary costs they will incur during 
the buying process (Kendall Sproles & Sproles, 
1990). Impulsive consumers tend to behave 
quickly, on impulse, without thinking (Zhu, Xu, 
Huang, Yeow & Wang, 2012), acting on their sud-
den urge to buy a product (Chen, Kassas & Gao, 
2021). According to Zhao, Li, Wang, Zhou, and 
Luo (2021), a substantial number of impulsive 
purchases takes place in an online environment, 
making this consumer decision-making style a 
worthwhile research topic in the context of dig-
ital product buying.
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As suggested by Mitchell and Bates (1998, p. 
221), today’s consumers are faced with a “clut-
tered market place.” It is not surprising, there-
fore, that certain consumers become confused 
by overchoice. This type of CDMS indicates 
that those confused by overchoice perceive 
the number and variety of brands as negative, 
which makes it difficult for them to make a pur-
chase decision (Sproles & Kendall, 1986). Accord-
ing to Kang, Johnson, and Wu (2014), consumers 
scoring high on this dimension are confused 
due to all the choices available and lack confi-
dence in selecting a product. This might lead 
to additional opinion-seeking behavior with a 
view to decreasing perceived information over-
load and the inability to make an optimal choice 
(Kang et al., 2014).

Finally, the Habitual, brand-loyal orientation to-
ward consumption relates to consumers who 
exhibit a tendency to repeat their buying choic-
es in terms of brands and visit the same stores 
(Sproles & Kendall, 1986). In other words, con-
sumers scoring high on this CDMS dimension do 
not prefer to change brands (Tanksale, Neelam 
& Venkatachalam, 2014), that is, they purchase 
their favorite brands and/or visit their preferred 
stores habitually (Mitchell & Bates, 1998).

2.2.	Digital Products

While some research studies on digital products 
(e.g., Mohsenin et al., 2018) have examined tan-
gible product categories such as laptops, digi-
tal cameras, and mobile phones, other studies 
(e.g., Li, 2021) have focused on digital products 
in an intangible form. According to Bhattacha-
rjee, Gopal, Marsden, and Sankaranarayanan 
(2011), digital goods refer to digital versions of 
tangible products such as music, movies, soft-
ware, and e-books. The same authors also state 
that “digital goods/services are either products 
without a clear physical version or ones that 
little resemble any earlier physical counterpart” 
(Bhattacharjee et al., 2011, p. 2). In addition, Wu 
and Liu (2021) suggest that digital products are 
intangible goods, represented as media content 
consumed via digital platforms.

Li (2021) states that, when considering the pur-
chase of a digital product as opposed to buying 
its physical counterpart (i.e., a tangible product), 
there are several attributes of such products 
that consumers find appealing. Some of these 
include lower prices, usually accompanied by 
no additional monetary costs such as shipping 
fees, the possibility of using a product immedi-
ately after payment has been made, a broader 
selection of digital products, and a different 
consumer experience of searching for product 
information and buying and interacting with 
the product in general. Furthermore, other au-
thors (e.g., Carreiro, 2010) also suggest benefits 
to consumers when it comes to digital products 
compared to their physical counterparts. Since 
the difference between digital goods and tan-
gible products is evident, one can assume that 
the purchasing behavior patterns will also dif-
fer when it comes to choosing digital products. 
Moreover, as suggested by previous research 
(e.g., Bauer, Sauer & Becker, 2006), consumer de-
cision-making styles may vary by product cate-
gory. Hence, this study raises two research ques-
tions with regard to digital product purchases: 
(1) which consumer decision-making styles can 
be identified, and (2) do consumers differ from 
one another, and can they be grouped in clus-
ters based on their consumer decision-making 
styles. In the following sections of the paper, the 
research methodology, as well as the results of 
the study, are described in more detail and a dis-
cussion of the findings is provided.

3.	 RESEARCH 
METHODOLOGY

An online survey was conducted using con-
venience sampling for data collection, with 
the target sample consisting of young adults, 
specifically university students. This sample 
type is considered appropriate when the aim 
of the research is to test the applicability of the 
inventory in different research contexts (Chi & 
Lovett, 2010). Besides the fact that past research 
on consumer decision-making styles (e.g., Chi 
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& Lovett, 2010; Fan & Xiao, 1998) was also con-
ducted by using student samples, the second 
main reason for including university students 
as participants in this research study was the 
fact that they belong to the category of “young 
adults,” along with the presumption that young 
people constitute a large audience for digital 
media content. Namely, university students 
are part of a population of heavy daily Internet 
users, with secondary data showing that 94% 
of users between 25 and 34, and 95% of users 
in the 16-24 age group, use the Internet on a 
daily basis (2020 data for the EU, according to 
Statista, 2022). Such data support the notion 
that young adults have proficient computer 
skills, as suggested by Norum (2008), and are 
“technologically aware and driven” (Tanksale et 
al., 2014, p. 212). Moreover, according to Grant 
and Waite (2003, p. 49), young adults are also 
“early adopters of new technology.” Finally, 
since numerous companies nowadays target 
young adults in their offers, it is important to 
determine and understand their unique buying 
and consumption patterns (Akturan, Tezcan & 
Vignolles, 2011). The latter indicates that young 
adults are also a potentially interesting and lu-
crative market segment when it comes to dig-
ital products. In light of all of the above, a sam-
ple composed of university students is deemed 
to be favorable because research findings can 
be beneficial for both theory development and 
business practices. 

Potential respondents were able to participate 
in the study by completing an online question-
naire that was administered to undergraduate 
and graduate students enrolled in both univer-
sity and professional study programs offered by 
the Faculty of Economics & Business at the Uni-
versity of Zagreb. In total, the sample consisted 
of 302 respondents who voluntarily agreed to 
participate in the research process by complet-
ing a survey. To avoid potential miscomprehen-
sion regarding the research context, an explana-
tion of the term “digital products” was provided 
at the beginning of the questionnaire, indicat-
ing that it refers to digital content in the form 

of software, music, movies, games, e-books, 
etc., for the use of which digital technology is 
required. In addition, the principle of voluntary 
participation of the respondents was clearly 
stated in the introductory part of the question-
naire. Complete anonymity was guaranteed to 
potential respondents as research participants 
were not asked to reveal any personally iden-
tifiable information, nor was any respondent’s 
email address obtained in the online survey data 
collection procedure. A set of demographics-re-
lated questions (gender, age, current year and 
level of study program, and monthly household 
income) was included at the end of the ques-
tionnaire. A more detailed description of the 
sample characteristics is presented in Table 1.

TABLE 1:	 Sample structure (n = 302)

CHARACTERISTICS OF THE 
SAMPLE

VALUE

Gender of respondents (%)
Male 24.2
Female 75.8
Age of respondents (average) 23.7
Respondents’ year of study (%)
1st year 5.3
2nd year 18.9
3rd year 11.9
4th year 35.4
5th year 28.5
Respondents’ study program (%)
Integrated undergraduate and 
graduate university study program

64.9

Specialist graduate professional 
study program

35.1

Respondents’ monthly 
household income (%)
Up to HRK 5,000 5.0
HRK 5,001 to 10,000 17.9
HRK 10,001 to 15,000 22.5
More than HRK 15,000 31.5
Do not know / No answer 23.2

Note: HRK stands for the Croatian currency (Croatian kuna)

Source: Author’s own research.
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Primary data were collected by using a highly 
structured questionnaire consisting of 24 items 
measuring the CDMS, with five questions re-
lated to the respondents’ demographic data 
placed at the end of the measurement instru-
ment. Items were borrowed from the original 
Consumer Style Inventory (CSI), developed by 

Impulsiveness (IMPULSE), and Confused by 
overchoice (CHOICE). Items for two latent vari-
ables, namely Novelty-fashion consciousness 
and Habitual, brand-loyal orientation, had low 
factor loadings on their respective factors, or 
high cross-loadings on several factors. There-
fore, those variables were removed from further 
analysis. In addition, one item related to the 
CDMS dimension of Impulsiveness (IMPULSE1) 
was excluded from further analysis based on 
the same criterion.

Cronbach’s alpha coefficient was used as a 
means of assessing the internal consistency of 
the applied multi-item measurement scale. The 
coefficients were found to be in the range of 
0.658 to 0.933, indicating an acceptable level of 
reliability of the empirical data, as suggested by 
the relevant literature (e.g., Hair, Black, Babin, An-
derson & Tatham, 2006). 

Furthermore, the k-means clustering tech-
nique was applied to identify possible groups 
of respondents who differ in their consumer 
decision-making styles in the digital product 

Sproles and Kendall (1986), and adapted to a 
research context focused on the digital prod-
uct category. All eight CDMS dimensions were 
measured using a five-point Likert scale, rang-
ing from 1 (“strongly disagree”) to 5 (“strongly 
agree”). Descriptive statistics of latent variables 
are presented in Table 2. 

TABLE 2:	 Descriptive statistics of latent variables (n = 302) 

VARIABLE MINIMUM MAXIMUM MEAN STD. DEV.
QUALITY 1.00 5.00 4.07 0.72
BRAND 1.00 5.00 3.80 0.84
RECREATION 1.00 5.00 3.44 0.96
PRICE 1.00 5.00 3.74 0.72
IMPULSE 1.00 5.00 2.08 1.00
CHOICE 1.00 5.00 3.37 0.89

Note: Two latent variables (Novelty-fashion consciousness and Habitual, brand-loyal orientation) were excluded from fur-
ther analysis since their items had low factor loadings on their respective factor or high cross-loadings on several factors.

Source: Author’s own research.

A detailed description of the data analysis is pro-
vided in the following section of the paper.

4.	 DATA ANALYSIS 

Upon completion of the survey, primary data 
were analyzed by employing exploratory factor 
analysis (EFA) as the first step. In order to test the 
reliability of the measurement scales applied, 
Cronbach’s alpha coefficients were calculated. 
In addition, data were analyzed using k-means 
cluster analysis and ANOVA. 

EFA was performed on 24 initial CSI items. Fac-
tors were extracted using the principal com-
ponent method with varimax rotation. The 
six-factor model was confirmed by EFA, with 
such six-factor solution explaining 78.6% of the 
variance. Seventeen items were loaded on six of 
the eight CDMS specified factors: High-quality 
consciousness (QUALITY), Brand consciousness 
(BRAND), Recreational, hedonistic shopping 
consciousness (RECREATION), Price and “value 
for money” shopping consciousness (PRICE), 
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purchasing context. Four clusters were identi-
fied, indicating significant differences among 
the respondent groups with regard to the 

analyzed variables. The results of cluster analysis 
are provided in Table 3.

TABLE 3:	 Cluster analysis results (n = 302)

CDMS

Cluster 1: 
“Careful  
buyers” 
(n = 126)

Cluster 2: 
“Moderate  

buyers” 
(n = 74)

Cluster 3: 
“Relaxed  
buyers” 
(n = 39)

Cluster 4: 
“Impulsive 
hedonists” 

(n = 63)
QUALITY 4.37 3.60 3.33 4.50
BRAND 4.02 3.50 2.96 4.25
RECREATION 3.50 3.22 2.38 4.24
PRICE 3.94 3.49 3.37 3.86
IMPULSE 1.34 2.65 1.55 3.25
CHOICE 3.47 3.50 2.15 3.78

Source: Author’s own research.

Considering the characteristics of each group, 
the clusters were named as follows: “Careful 
buyers”, “Moderate buyers”, “Relaxed buyers”, 
and “Impulsive hedonists.” In the following sec-
tion of the paper, the characteristics of each 
identified cluster are described in more detail. 

5.	 RESEARCH FINDINGS AND 
DISCUSSION 

The first cluster named “Careful buyers” con-
sisted of 126 respondents (41.7%). When buying 
digital products, members of this cluster show 
the lowest level of impulsiveness and the high-
est degree of price sensitivity. However, they 
also seek high-quality digital goods and place 
substantial importance on the brand of the 
digital product publisher/seller when making 
their buying decision. These findings indicate 
that such consumers are driven by the highest 
value-for-money motive when buying digital 
products. Therefore, one can assume that they 
make very careful decisions about which digi-
tal product to choose, while their final selec-
tion is based on their value consciousness trait. 
Furthermore, since they show a relatively high 
level of confusion from overchoice, this group 

of consumers might have an additional motive 
to rely upon product quality and a well-known 
brand of the digital product publisher/seller. 
Specifically, such selection criteria could help 
consumers avoid the feeling of discomfort and 
facilitate their purchasing process.

The second cluster named “Moderate buyers” 
consisted of 74 respondents (24.5%), forming a 
group of consumers with similar digital prod-
uct buying behavior to the Careful buyers’ 
segment. Much like the Careful buyers, these 
consumers tend to be confused by overchoice. 
However, they exhibit lower price sensitivity 
than the members of the previous cluster. One 
can assume that Moderate buyers, being some-
what less price sensitive, will use price as an in-
dicator of product quality when making their 
final purchase decision, primarily by seeking a 
middle-range level of product quality and by 
paying a moderate price for it.

The third cluster, consisting of 39 respondents 
(12.9%), is named “Relaxed buyers” because 
research results indicate that its members are 
the least concerned about purchase outcome 
when choosing digital products. Compared 
to all other clusters, members of this group are 
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characterized by the lowest level of perfection-
ism, brand consciousness, price consciousness, 
hedonistic shopping consciousness, and confu-
sion from overchoice. These consumers do not 
perceive the digital product buying process as 
an entertaining activity. However, when having 
to make a final purchase decision on which dig-
ital product to choose, they do not exhibit any 
difficulties thanks to not perceiving the number 
and variety of brands as negative purchasing 
cues either. Finally, the Relaxed buyers’ tendency 
toward impulsiveness is also rather low, which 
could be related to the aforementioned low-lev-
el hedonistic and recreational features of their 
buying behavior. Namely, since the consumers 
in this cluster do not perceive buying digital 
goods as an entertaining, fun, or pleasant activ-
ity, they might be less inclined to engage in an 
unplanned buying process for these products. 

Finally, the fourth cluster, consisting of 63 re-
spondents (20.9%), is named “Impulsive he-
donists” due to the two main features of the 
consumers belonging to this group. These are 
the highest level of consumers’ recreational and 
hedonic shopping consciousness when buy-
ing digital products, and their impulsiveness. In 
other words, research results indicate that these 
consumers perceive the digital goods purchas-
ing process as a pleasant activity. In addition, 
when compared to other identified clusters, 
these hedonic and recreational shoppers are 
characterized by the highest level of impul-
siveness – a type of behavior which can also 
be related to their recreational and hedonistic 
shopping consciousness. Namely, past research 
suggests that recreational shoppers tend to buy 
on impulse since this type of behavior enriches 
their purchasing experience (Rezaei, 2015, as cit-
ed in Sarkar et al., 2020). Moreover, research has 
shown that consumers as Impulsive hedonists 
are also characterized by the highest level of 
perfectionism and brand consciousness. In oth-
er words, members of this cluster are prone to 
buying digital products of high quality, while si-
multaneously searching for well-known brands 
of digital product publishers/sellers. However, 

these consumers also exhibit the highest level 
of confusion from overchoice. This might be 
explained in the following manner. Although 
Impulsive hedonists find the highest level of 
product quality and a well-known brand to be 
important selection criteria, given that they pri-
marily enjoy intentionally searching for various 
digital products, while likely allowing them-
selves to engage in unplanned, impulsive pur-
chases at the same time, their perception of the 
differences among digital products is vague. 
In general, one can assume that, compared to 
others, these consumers are the most emotion-
al shoppers driven by hedonic motives when 
buying digital products. In order to make their 
purchasing process less difficult and even more 
pleasant at the same time, the online shopping 
environment could be customized through the 
implementation of sophisticated tools (as sug-
gested by Häubl and Trifts, 2000) in order to 
meet their hedonic needs and to assist them 
while purchasing digital products.

The findings of this study underline the differ-
ences between consumer decision-making pat-
terns in the context of digital product purchas-
es. For marketing managers, these differences 
should be taken into account when planning 
marketing activities for a specific target seg-
ment. In addition, past research studies that 
have explored CDMS in other product catego-
ries (e.g., Nawaz, Zhang, Mansoor, Ahmad & Ban-
gash, 2019; Anić, Rajh & Piri Rajh, 2015) revealed 
different patterns of behavior and selection 
criteria importance, suggesting that consum-
er decision-making styles can be considered a 
product-specific behavior. 

6. CONCLUSION, 
LIMITATIONS, AND 
RECOMMENDATIONS

This paper contributes to the existing body of 
knowledge by examining the applicability of 
consumer decision-making style when buying 
digital products. In other words, this research at-
tempts to explore the widely used Sproles and 
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Kendall’s (1986) eight-factor model of consumer 
decision-making styles in the context of digital 
product purchase. The study has shown that six 
out of eight consumer decision-making styles 
apply to digital goods purchasing behavior. 
Specifically, when buying digital products, con-
sumers’ purchase decisions are influenced by 
high product quality, a well-known brand of the 
digital product publisher/seller, product price, 
the consumers’ own recreational and hedonistic 
shopping consciousness, their impulsiveness, 
and confusion from overchoice. Two consumer 
decision-making styles, namely Novelty-fashion 
consciousness and Habitual, brand-loyal orien-
tation, were not found to explain digital product 
purchasing behavior. In fact, neither novelty as 
a product attribute nor brand loyalty toward a 
particular publisher/seller were important to 
consumers in the observed digital product con-
text. The finding related to novelty-fashion con-
sciousness might be explained by the unique-
ness of digital products compared to their phys-
ical, tangible counterparts. Namely, due to their 
specific nature, digital products might have 
less potential to be consumed visibly, which is 
why trendiness might also be a less important 
criterion to consumers when choosing a dig-
ital product. The finding related to habitual, 
brand-loyal orientation indicates that consum-
ers are more inclined to give themselves greater 
freedom when exploring which digital product 
to choose. This could be explained by the con-
sumers’ potential perception of the numerous 
and various digital products offered, while their 
search for the best option might be based on 
some other selection criteria to which they at-
tribute greater importance, with motivation to 
be loyal to a particular brand not being an im-
portant option. These research results support 
the past research finding which revealed the 
importance of further examining the CDMS 
across product categories and developing in-
ventory related to the observed product cate-
gory, as suggested by Bauer et al. (2006). Given 
that the present research has, on the whole, 
been conducted in a digital product setting, its 
findings should not be generalized to a specific 

digital product category. Hence, the similarities 
and differences in consumer decision-making 
styles across various digital product categories 
(e-books, audiobooks, movie, video, and music 
files, games, etc.) should topics to be explored 
in future research. 

One of the raised research questions sought 
to examine the possibility of consumer seg-
mentation and profiling based on CDMS. This 
study has shown that four clusters can be iden-
tified based on the consumer decision-making 
styles in digital product purchasing situations. 
This finding contributes to a more comprehen-
sive understanding of consumer behavior and 
broadens the existing theoretical knowledge in 
the observed field. 

There are several potential research limitations 
of the study. First, empirical research was con-
ducted by using a non-probabilistic sample that 
limits generalizability (Frost & Rickwood, 2017). 
However, respondents who participated in this 
study were young adults who tend to be heavy 
daily Internet users. Thus, one can assume that 
they represent the main, large audience for dig-
ital media content and a valuable market seg-
ment in the case of digital products. Therefore, 
irrespective of the sampling procedure applied, 
the findings of this study might still provide 
valuable insights into consumer behavior when 
it comes to digital product purchases.

Further research should also consider examining 
CDMS clusters in other markets. For this study, 
data were gathered from a sample of Croatian 
consumers, and although the measurement 
items borrowed from the relevant literature 
(Sproles & Kendall, 1986) and adapted to the dig-
ital product research context showed an accept-
able level of reliability, some of the items had to 
be dropped from the analysis due to their high 
loading on some other factor. Therefore, it should 
not be assumed that the measurement instru-
ment validated on the Croatian student sample 
is immediately applicable to other countries (Ly-
sonski et al., 1996) because the measurement in-
strument might be sample-specific for a variety 
of reasons (Parameswaran & Yaprak, 1987). 
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An additional limitation of this study lies in its 
cross-sectional nature. Since consumers’ be-
havioral patterns and preferences are subject 
to change, future research might apply a longi-
tudinal approach in examining possible differ-
ences in consumer decision-making styles that 
have occurred over time.

Furthermore, the research findings also provide 
managerial implications. This study has con-
firmed that CDMS can be used as a valuable 
market segmentation tool in the context of 

digital products. The identification of four dif-
ferent clusters indicates that consumers are not 
homogeneous when buying digital products. 
Therefore, marketers need to conduct market 
segmentation in order to create, or adjust, an 
offer that would be more suitable to the specif-
ic needs of a target segment. Taking the CDMS 
characteristics of each identified cluster into ac-
count is necessary to ensure that the offer made 
by a company is precisely defined, leading to a 
higher level of value perceived by the consumer.

REFERENCES

1.	 Akturan, U., Tezcan, N., & Vignolles, A. (2011). Segmenting young adults through their consump-
tion styles: a cross-cultural study. Young Consumers, 12(4), 348-336.

2.	 Anić, I-D., Rajh, E., & Piri Rajh, S. (2015). Exploring consumers’ food-related decision-making style 
groups and their shopping behavior. Economic Research – Ekonomska Istraživanja, 28(1), 63-74. 

3.	 Bauer, H. H., Sauer, N. E., & Becker, C. (2006). Investigating the relationship between product 
involvement and consumer decision-making styles. Journal of Consumer Behaviour, 5(4), 342-354. 

4.	 Bhattacharjee, S., Gopal, R. D., Marsden, J. R., & Sankaranarayanan, R. (2011). Digital goods and 
markets: Emerging issues and challenges. ACM Transactions on Management Information Systems, 
2(2), 1-14. 

5.	 Carreiro, E. (2010). Electronic Books: How Digital Devices and Supplementary New Technologies 
are Changing the Face of the Publishing Industry. Publishing Research Quarterly, 26, 219-235. 

6.	 Chen, X., Kassas, B., & Gao, Z. (2021). Impulsive purchasing in grocery shopping: Do the shopping 
companions matter? Journal of Retailing and Consumer Services, 60(1), 102495. 

7.	 Chi, Y. N., & Lovett, M. G. (2010). Consumer Decision-Making Styles of Hispanic American College 
Students: A Consumer Styles Inventory Approach. American Journal of Business Research, 3(2), 5-24.

8.	 Eom, H. J., Youn, N., & Lee, M-J. (2020). Validation of Consumer Styles Inventory for consumer 
decision making styles. The Journal of Consumer Affairs, 54(3), 836-853. 

9.	 Fan, J. X., & Xiao, J. J. (1998). Consumer Decision-Making Styles of Young-Adult Chinese. The Jour-
nal of Consumer Affairs, 32(2), 275-294.

10.	 Frost, R. L., & Rickwood, D. J. (2017). A systematic review of the mental health outcomes associat-
ed with Facebook use. Computers in Human Behavior, 76, 576-600. 

11.	 Grant, I. C., & Waite, K. (2003). Following the yellow brick road – young adults’ experiences of the 
information super-highway. Qualitative Market Research: An International Journal, 6(1), 48-57. 

12.	 Hair, J. F., Black, B., Babin, B., Anderson, R. E., & Tatham, R. L. (2006). Multivariate data analysis. New 
Jersey, NJ: Prentice Hall.

13.	 Häubl, G., & Trifts, V. (2000): Consumer Decision Making in Online Shopping Environments: The 
Effects of Interactive Decision Aids. Marketing Science, 19(1), 4-21. 

14.	 Hirschman, E. C. (1980). Innovativeness, Novelty Seeking, and Consumer Creativity. Journal of 
Consumer Research, 7(3), 283-295.

15.	 Hirschman, E. C., & Stern, B. B. (2001). Do Consumers’ Genes Influence Their Behavior? Findings on 
Novelty Seeking and Compulsive Consumption. Advances in Consumer Research, 28, 403-410.



Sunčana Piri Rajh

202

Vo
l. 

34
, N

o.
 2

, 2
02

2,
 p

p.
 1

91
-2

03

16.	 Kang, J-Y. M., Johnson, K. K. P., & Wu, J. (2014). Consumer style inventory and intent to social shop 
online for apparel using social networking sites. Journal of Fashion Marketing and Management, 
18(3), 301-320. 

17.	 Kendall Sproles, E., & Sproles, G. B. (1990). Consumer Decision-Making Styles as a Function of 
Individual Learning Styles. The Journal of Consumer Affairs, 24(1), 134-147. 

18.	 Lee, M-Y., Kim, Y-K., & Lee, H-J. (2013). Adventure versus gratification: emotional shopping in on-
line auctions. European Journal of Marketing, 47(1/2), 49-70. 

19.	 Leo, C., Bennett, R., & Härtel, C. E. J. (2005). Cross-Cultural Differences in Consumer Decision-Mak-
ing Styles. Cross Cultural Management, 12(3), 32-62.

20.	 Li, H. (2021). Are e-books a different channel? Multichannel management of digital products. 
Quantitative Marketing and Economics, 19, 179-225. 

21.	 Lichtenstein, D. R., Ridgway, N. M., & Netemeyer, R. G. (1993). Price Perceptions and Consumer 
Shopping Behaviour: A Field Study. Journal of Marketing Research, 30(2), 234-245.

22.	 Lysonski, S., & Durvasula, S. (2013). Consumer decision making styles in retailing: evolution of 
mindsets and psychological impacts. Journal of Consumer Marketing, 30(1), 75-87. 

23.	 Lysonski, S., Durvasula, S., & Zotos, Y. (1996). Consumer decision-making styles: a multi-country 
investigation. European Journal of Marketing, 30(12), 10-21.

24.	 Mishra, A. A. (2015) Consumer innovativeness and consumer decision styles: a confirmatory 
and segmentation analysis. The International Review of Retail, Distribution and Consumer Research, 
25(1), 35-54. 

25.	 Mitchell, V-W., & Bates, L. (1998). UK Consumer Decision-Making Styles, Journal of Marketing Man-
agement, 14(1/3), 199-225. 

26.	 Mohsenin, S., Sharifsamet, S., Esfidani, M. R., & Skoufa, L. A. (2018). Customer decision-making 
styles as a tool for segmenting digital products market in Iran. Journal of Islamic Marketing, 9(3), 
560-577. 

27.	 Nawaz, Z., Zhang, J., Mansoor, R., Ahmad, A., & Bangash, I. A. (2019). Decision Making Styles of 
Young Pakistani Consumers: A Study of Consumer Style Inventory (CSI). International Journal of 
Information, Business and Management, 11(4), 50-60.

28.	 Niu, H-J. (2013). Cyber peers’ influence for adolescent consumer in decision-making styles and 
online purchasing behavior. Journal of Applied Social Psychology, 43, 1228-1237. 

29.	 Norum, P. S. (2008). Student Internet Purchases. Family and Consumer Sciences Research Journal, 
36(4), 373-388. 

30.	 Parameswaran, R., & Yaprak, A. (1987). A Cross-National Comparison of Consumer Research Mea-
sures. Journal of International Business Studies, 18(1), 35-49. 

31.	 Park, Y., & Gretzel, U. (2010). Influence of consumers’ online decision-making style on compari-
son shopping proneness and perceived usefulness of comparison shopping tools, 342-354. Re-
trieved from https://ro.uow.edu.au/commpapers/1183 (accessed July 15, 2022).

32.	 Rashmi, S., & Janmejay, S. (2017). Adolescents’ Market Segmentation: Using CSI as a Tool. Vision, 
21(4), 425-435. 

33.	 Sarkar, S., Khare, A., & Sadachar, A. (2020). Influence of consumer decision-making styles on use 
of mobile shopping applications. Benchmarking: An International Journal, 27(1), 1-20. 

34.	 Skavronskaya, L., Moyle, B., & Scott, N. (2020). The Experience of Novelty and the Novelty of Ex-
perience. Frontiers in Psychology, 11, 1-12. 

35.	 Sproles, G. B., & Kendall, E. L. (1986). A Methodology for Profiling Consumers’ Decision-Making 
Styles. Journal of Consumer Affairs, 20(2), 267-279. 

36.	 Statista (2022). Retrieved from https://www.statista.com/statistics/1241896/european-coun-
tries-internet-users-use-accessed-internet-daily-age/ (accessed August 8, 2022).



Consumer Decision-Making Styles in the Digital Product Category

203

Vol. 34, N
o. 2, 2022, pp. 191-203

UDK 658.89:658.62:004

37.	 Tanksale, D., Neelam, N., & Venkatachalam, R. (2014). Consumer Decision Making Styles of Young 
Adult Consumers in India. Procedia – Social and Behavioral Sciences, 133, 211-218. 

38.	 Urbonavicius, S., Dikcius, V., Adomaviciute, K., & Urbonavicius, I. (2019). Movie piracy: how novel-
ty-seeking relates to illegal downloading. EuroMed Journal of Business, 14(1), 21-30. 

39.	 Walsh, G., Hennig-Thurau, T., Wayne-Mitchell, V., & Wiedmann, K-P. (2001). Consumers’ deci-
sion-making style as a basis for market segmentation. Journal of Targeting, Measurement and 
Analysis for Marketing, 10(2), 117-131. 

40.	 Wiedmann, K-P., Walsh, G., Hennig-Thurau, T., & Mitchell, V-W. (2001). Consumers’ decision-mak-
ing style as a basis for market segmentation. American Marketing Association. Conference Proceed-
ings, suppl. 2001 AMA Educators’ Proceedings, Chicago, 12, 128-129.

41.	 Wu, L., & Liu, J. (2021). Need for control may motivate consumers to approach digital products: a 
social media advertising study. Electronic Commerce Research, 21, 1031-1054.

42.	 Zhao, Y., Li, Y., Wang, N., Zhou, R., & Luo, X. (R.) (2021). A Meta-Analysis of Online Impulsive Buying 
and the Moderating Effect of Economic Development Level. Information Systems Frontiers, Re-
trieved from https://doi.org/10.1007/s10796-021-10170-4 

43.	 Zhu, J., Xu, Y., Huang, J., Yeow, C., & Wang, W. (2012). Traditional and online consumers in China: 
A preliminary study of their personality traits and decision-making styles. Psychiatria Danubina, 
24(4), 392-399.


