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ABSTRACT

Shopper buying behaviors and consumer decisionfigadtyles are more diverse than ever before (Kofe03;
De Mooij, 2004; Pei, 2004; Lin, 2003). The presetutdg examined the Taiwan and US consumer decisaking
styles using the Consumer Styles Inventory (Sp&lsndall, 1986). After being analyzed, Taiwandgmts who use
the TV shopping format were more novelty/fashiamscimus, more recreationally/hedonistic shoppingsmious, and
more habitual or brand-loyal conscious than theSJ students who use the TV format for the shoppiogs category
(CDs). Students in Taiwan who use the TV shoppimgdt were also significantly more confused by olerces than
the students in the U. S. who use the TV shoppimgat as relates to the specialty goods categogndibags). A
supplementary analysis for the Taiwanese and WaBiptes (separately) for TV shoppers versus non{idppers
showed no significant differences for the produategories across the buying decision dimensionsctital
international marketing implications were also audld as relates to the different cultures, theedéht products and
for the TV shopping environment.

INTRODUCTION

Today’s business atmosphere is increasingly beapmiore worldwide. The gaps between countries arsir
as people turn out to be more mobile and communitatstems/technologies link people to one another

Knowing and understanding peoples’ decision-malstydes (Sproles & Kendall, 1986) can be critical foe
international companies. Knowledge of these consweeision-making styles may become particularliptut if these
styles can be linked to different countries andures around the world. The present study examthedconsumer
decision-making style scores of representatives §fidppers) from two cultures (Taiwan and the U.IB\Wwas hoped
that the information provided can be used as furttegification of the value of assessing consumegigion-making
styles in general, and in particular assessmerntgardifferent cultures of the world.

Problem Background

As more and more corporations are choosing to gmadbthe study of cross-cultural consumer behavias become
extremely important for these multinational corgimas (MNCs) (Solomon & Rabolt, 2004; Solomon & &tt) 2003;
Kotler, 1997; Kotler, 2003; De Mooij, 2004). Dissian shopping behaviors are relevant for MNCs bseahey need to
develop their market niches with different groupscause of today’s technologies, people have nweltipys to shop.
Technological advances, including TV shopping nekspbring numerous opportunities for MNCs to proentheir
goods using different mediums. Some studies (R¥i42Dai, 2003; Lin, 2003) have been conductedstigating the
reasons why people shop through TV formats. Seweétlem have suggested that people shop via Tyranes because
of the ability to learn more about products and &is the entertainment value of the programs (&tep, Hill, & Bergman,
1996; Lin, 2003; Hyeh, 2001). Although some of thestterns hold true across various cultures, morrd is needed
in examining multiple cultural decision-making stylacross various cultures, especially as relat€¥ tshopping.

One of the MNCs in Taiwan, Eastern Home ShoppingwNik (EHSN), has exceeded 300% of its earnings

growth rate two consecutive years (2001 and 200#)é TV-shopping market. The corporation accorhplisover one
billion US dollars in its total sales in the ye@02. EHSN also is preparing to join North Americaiarket. Because of
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EHSN’s great accomplishments in the television slmgpindustry, other MNCs will join Taiwan'’s telesion shopping
markets before the end of year 2005 (Hyeh, 2001).

Quality Value Convenience (QVC), one of the foretrte¢evision shopping channels in the United States
begun business outside of the United States alsth as in the United Kingdom (established in 1993¢ymany
(established in 1996), and Japan (established @®@)2@learly, the market is ready for those orgatidns willing to
learn about their consumer preferences and buygasidn-making styles in such environments.

Consumer decision-making styles/types can vary sacroultures and perhaps across difference product
classifications by using TV shopping channels. Deiging what these cultural preferences are andrdeéhing the
best ways to meet these cultural preferences rerarty important for MNCs and also for worldwide nketers. The
present study attempted to address these issues.

Purpose and Importance of the Present Study

The primary purpose of the present research studytavuse the model that Sproles and Kendall (1p&§)osed
as the conceptual framework for assessing the rdiffes in consumer decision-making styles between
college/university graduate students from differenttures (Taiwan and the United States) as reltdedifferent
product types in order to help MNCs and internatlanarketers better understand these group prefeseihe present
study was important in order to better understdedconsumer decision-making styles of people ifouarparts of the
world. It hopefully provided some ideas about hosople make their consumer decisions in Taiwan aedunited
States, while they are shopping for various prodyees via TV shopping networks. The results of phesent study
may be extremely valuable for international mariet@nd multinational corporations (MNCs) in the BYopping
environment (and shopping in general; helping cariggato minimize their risks and maximize theirfiig).

It is thought here that if the right products candffered in the TV shopping environment for thghtigroups of
people at the right time, significant competitidsantages can be realized for MNCs.

REVIEW OF THE LITERATURE

Since the first television-shopping network wasleiighed in Florida in 1970, the sales on TV shappietworks have
grown considerably (Pei, 2004). The present researgject focused on how marketers could market freducts on
television shopping networks by using cultural eomer decision-making approaches to help them Hetget their efforts.

Television Shopping Networks (TSNs)

Television Shopping Networks (TSNs) are a modeidfial shopping channels. TSNs are not particulady.
They were initially launched in the 1970s in theitdd States, but they probably could not be cadlectessful until the
1980s when the first TSNs were born (Stephens, &iBergman, 1996).

TSNs Development in USA

The United States was the first country to stdevision shopping networks. In the 1950s-1960stethgere
about 12 television-shopping channels, consistimgarily of a series of infomercials. As was mengd above, in the
1980’s the live television-shopping programs begad became the most efficient virtual channelsniarketers to
present their products at the time (Stephens, BiBergman, 1996; Pei, 2004). Only two primary chels survived
the cruel competition that existed, HSN (Home Shogpetwork) and QVC (Quality, Value, Convenien¢8)ephens,
Hill, & Bergman, 1996; Dai, 2003; Lin, 2003; PeQ@®). QVC is now in first place in the televisidmgping industry.
It uses two channels, offers an average of 1700siteach week, hires over 11,000 employees, antadakl.8% (US
$4.9 billion) in its revenue growth in 2003 (QVA®). The major customers in the daytime are yauagied ladies
and retired individuals. The programs switch tHegus to office women during the nighttime hour&/@has a 60%
customer return rate a year from the date of ingtimchase (Dai, 2003).

Stephens, Hill, and Bergman (1996) are of the opirthat the reason why TSNs have succeeded in titedJ
States is because television shopping companiélg ceanect with consumers. Because of this stsgtdge consumers
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often feel involved in the show, and they tend #xdme impulse buyers when they are watching thevitébn
shopping channels. Dai (2003) and Lin (2003) alstedh some additional possible points that lead MC® success:
right and well developed commodities, well struetlipackage delivery systems, high-standard quedityrol, high-
customer satisfaction, and zero-stock merchandisiagagement.

TSNs Development in Taiwan

In 1992, the first TSN was established in Taiwd® YWuShian-KuaiMi Television Shopping Network. #dcha
great start, with revenue surpassing $3.9 milliédsllars in 1993. In 1994, about 200 small-siz&N$ were founded
in Taiwan and the total revenue in the televisibopping industry reached US $1.3 billion in 199%i(@ Time, 1998).
However, consumers did not trust the quality of $%d their products at the time and their revefelesonsiderably
the following year (China Time, 1998). At about ttlame time, Eastern Home Shopping Network (EHSHES w
founded in Taipei (Taiwan). Before this time, thajarity TSNs were local infomercial network stylggreading out
across numerous cities in Taiwan.

Eastern Home Shopping Network (EHSN), belongs tstdta Multimedia Group of Taiwan, the first 20/veli
program television-shopping network (actually w2 hours of live programming and four hours of sbuecordings
daily). EHSN started with only US $15 million invenue during the first year but its revenues grewJs $454.5
million in 2003 and $1.15 billion US dollars wasexted for the year 2004 (China Time, 2004).

EHSN typically segments customers by providinged#ht types of products for different groups. Themethree
typical channels used by EHSN, the first channel$es on 35-55 year old customers, the second ehprovides
fashion information for younger consumers, and ttied channel, which was established in 2004, gigas the
information on travel, health, and leisure. Theelathannel focuses on consumers aged 25-45 (\WW)3; 20n, 2003).
Because of its phenomenal growth, other multinati@morporations, like Uni-President Group and FuEinoup, are
hoping to enter into this field in the near fut¢@hina Time, 2004).

Consumer Behavior

There is a great deal of literature on the conoépbnsumer behavior (Lin & Wu, 2005; Wilkie, 199pusseau,
1990; Mayner, 1976). Consumer behavior is not tmyinteraction between customers and manufactatéh® moment
of purchase of a particular product, but it seembé an on-going process. Consumer behavior ocairsnly at the
point of purchase but it also occurs before, dyrangl after the actual purchasing experience (SaognRabolt, 2004;
Solomon & Stuart, 2003). An aspect of consumer biehdahat makes it difficult to study is that medsg consumer
behavior can be complex because every consumeigae) with a vast array of needs, motivations desires.

Consumer Decision-Making Styles
Sproles & Kendall (1986) examined the decision-mgkstyles (consumer cognitive orientations) peape
when they are shopping. These researchers aree apimion that these styles can influence the prtsdoonsumers
purchase and that the styles can be predicted wsgirtgin measurement instruments. Sproles and Hemdalified
these original styles and proposed eight final @tt@ristics of consumer decision-making styles.yTdleo developed a
modified survey questionnaire to assess these dsistics and named it the Consumer Styles Invgn(€SI).
Originally, these researchers used the CSI to medkase characteristics with 501 high school stiglim the Tucson
area of the United States. Using factor analysispl8s and Kendall (1986) confirmed that, indede, ¢ight factors
existed with adequate reliability. The eight chégsistics that Sproles and Kendall finally propoged986 were:
1. Perfectionistic or the High-Quality Conscious Typeproduct available would not be good enough ffer customer
with this characteristic.
. Brand Conscious or the Price Equals Quality TypghHbrice means high quality for these shoppers.
. Novelty/Fashion Conscious Type: Modern customersustomers in vogue fit this characteristic.
. Recreational/Hedonistic Shopping Conscious Typest@uers with this characteristic like to shop.
. Price Conscious or “Value for Money” Type: The paim concern with this type of customer is whergebdthe best
price for the best value.

a b~ WN
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6. Impulsive or Careless Type: They get what they waithhout any plan. This type of consumer buys tkinghen
they feel right.

7. Confused by Overchoice Type: This type of consuieels lost in the information about a product.

8. Habitual or Brand-Loyal Type: This type of custoséikes to go to the same stores they always st8moles &
Kendall, 1986).

Understanding and meeting customers’ needs inrdiffecultures is an especially important goal faetinational
marketers. The Consumer Styles Inventory (CSl)eliged and tested by Sproles and Kendall (1988)bban used in
several countries besides the U.S. to test itssecalural generalization and applicability in detéing consumer
decision-making styles (Figure 1).
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Figure 1. Eight Characteristics of Decision-Making Styles Prposed by Sproles and Kendall
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METHODOLOGY

This is a quantitative study using a survey of comsr decision-making styles, the CSI-Consumer Style
Inventory (Sproles & Kendall, 1986). The CSI wasedisto compare the shopping decision-making styles o
college/university graduate student consumers velirogulVV shopping format in Taiwan and the Unitedt&s.

Research Question/Hypothesis
What are the differences in the consumer decisiaking styles across the product classification®gpng

goods and specialty goods) for those who use T@ing formats in Taiwan as compared to the U.Slesits?

H1la: There will be significant differences acrdss product classifications as relates to the datisiaking styles for
Taiwanese and U.S. students who use TV shoppimgafis:

H1lo: There will be no significant differences acdse product classifications as relates to thésaeemaking styles
for Taiwanese and U.S. students who use TV shofdpimgats.

H2a: There will be significant differences acroks product classifications as relates to the datisiaking styles
between TV shoppers and non-TV shoppers within aaege and U.S. students.

H2o0: There will be no significant differences a@tle product classifications as relates to thésaeemaking styles
between TV shoppers and non-TV shoppers within aaege and U.S. students.

TV shoppers are not only shopping for goods, bey tare also in search of new information and neamitadge. The
more interactions, information, and knowledge theppers obtain, the more they continue to watchsaaad on
the programs in the future (Stephens, Hill, & Beagim 1996). Previous studies (Lin, 2003; Hyeh, 2001)
demonstrated that Taiwanese TV customers were mpulsive consumers. The majority of them seem to
compare the offerings with other TV programs orrotes before they complete their shopping decisions
Stephens, Hill, and Bergman (1996) also noted tthetmore the TV viewers connect with the prograhusts,
the higher the possibility that the TV viewers wihy money for items (Stephens, Hill, & Bergman9@;9
Solomon, 1994).

FINDINGS

An important part of this research effort was tamine the consumer decision-making styles of thesegroups
as relates to TV network shopping (a particular pgling medium). The populations studied here were
college/university graduate students at selectetvetsities in Taiwan and in the U.S. Four hundradvey
guestionnaires were distributed to Taiwanese ar@l tbllege/university graduate students in a pefioth May to
August, 2008 using a convenience sampling formabtal of 363 surveys were returned, 178 (an 89Urmetate) for
the Taiwan students and 185 (a 92.5% return ratejh® U.S. students. However, nineteen of the 1#&Bvdnese
students who returned the surveys and 34 of theH8%.S. students who returned the surveys weskiged because
of incomplete and/or missing data, bringing thaltaisable number to 159 for the Mandarin versioth 881 for the
English version questionnaires.

Shopped on TV Shopping Networks

Of the 159 Taiwanese respondents, 53 (33.3%) raptita they shop on TV shopping networks and 1@67%)
reported that they never shop on TV shopping neéksvoOf the U.S. respondents, 57 (37.7%) out of thé 1
respondents reported that they shop on TV shoppétgorks, with 94 (62.3%) out of the 151 respondeaporting
that they never shop on TV shopping networks. T dgroups were similar as relates to the numbedrshap on TV
shopping networks.

How Many Times They Purchased on TV
Regarding how manyimes they have purchased something on TV shoppéigorks, 37 of the 53 (69.8%)
Taiwan respondents noted that they had purchasetbawo times on TV shopping networks. 11 outhef 53 (20.8%)
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had three to four purchasing experiences and Dfoilte 53 (9.4%) had more than four purchasing e&pees on TV
shopping networks.

For the U.S. sample, 27 out of the 57 (47.4%) UeSpondents who do purchase on TV shopping networks
indicated that they had one to two purchasing é&pees on TV shopping networks. Similarly, 23 olthe 57 (40.4%)
had three to four purchases and 7 out of the 52%pPhad more than four purchases on TV shoppingar&s. As can
be noted, for the higher end categories for the bmrmof times they have shopped on TV, as was wueghe hours
spent shopping via TV, the U.S. TV shoppers whowddch at moderate to high levels do seem to take fhv
shopping more seriously as compared to the Taiveah®sshoppers.

Maximum Dollars Spent on TV

For the Taiwanese respondents purchasing on TVpéhgmprograms, only one (1.9%) of the 53 respondents
would spend less than $25 dollars on a TV shoppiogducts. Twenty-five (47.2%) reported that they ldapend $26
to $100 dollars, 11 (20.8%) would spend $101 to &Rltars, and 7 (13.2%) would spend $201 to $40@dnlFinally,
9 (17.0%) said that they would spend $400 or abovE\b products.
For the U.S. respondents purchasing items on T\p@hg programs, only nine (15.8%) of the 57 U.Spoesients
would spend less than $25 dollars on a TV shopphogluct. Thirteen (22.8%) would spend $26 to $100adx 15
(26.3%) would spend $101 to $200 dollars, while 22.1%) would spend $201 to $400 dollars. Finalight(14.0%)
noted that they would spend $400 or more.

Findings of the Hypotheses Tests

To analyze (H1) for the differences across the peodlassifications as relates to the decision-nglstyles for
the Taiwanese and U.S. students who use TV shofpintats (53 respondents from Taiwan and 57 respagsdrom
the U.S), the Hotelling’s T-Square test was usdtkrAhe Hotelling’s T-Square test was conductedgia p< .05 to
evaluate the eight decision-making styles on tifferéint product categories, several significantedénces were noted.
The findings among the TV shoppers across the rdiffecultures across the different product clasaifons are
discussed below.

Shopping goods category (CD player)

Statistically significant differences were showntvieen the Taiwanese and U.S. students who use Yhe T
shopping formats on the decision-making stylestlier shopping goods category (a CD player proddtten, all the
styles were examined with separate univariate testgy p <.006 level, with a Bonferroni adjustmbatping to avoid
Type 1 error (.05 divides by 8 = .006) rate. Sigaifit differences were noticed on the novelty/fash¢onscious
dimension for TV shoppers with students in Taiwaimb more novelty/fashion conscious, more recreatibedonistic
shopping conscious with Taiwanese students scdiigiger on this dimension, and the Taiwanese stedeging more
habitual or brand-loyal conscious for CD playerartithe U.S. TV shoppers. No statistically significdifferences
were noted here, however, as relates to the nestrdiions for a CD player product.

Specialty goods category (Louis Vuitton - LV, oraiel handbag)

Statistically significant differences were also etbbetween the Taiwanese and U.S. graduate studbotsise
the TV shopping format on the decision-making styiier the specialty goods category (a handbag pthdall the
styles for the specialty goods category were thwlyaed here using separate univariate tests.stitatly significant
differences were noted here at the p <.006 leveherconfused by overchoice factor with the Taiveen&V shopping
students being more confused on the specialty goatgjory as compared to the U.S. shoppers. No stagstically
significant differences were noted on the othetdiegcon the specialty goods category (Table 1).

Therefore, the alternative hypothesis Hla (Thetkbei significant differences across the produessifications
as relates to the decision-making styles for Tagganand U.S. students, who use TV shopping formaés accepted
because significant differences were found betwten different decision-making styles on the différg@roduct
classifications between Taiwanese and U.S. studemisuse the TV shopping formats.
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Table 1. Differences in Decision-Making Styles fofaiwanese and U.S. Students, Who Use TV Shoppingrrtats

Hotelling’s T-Square Test of Shopping Goods for $hopper Sig. p=.000 *

After being analyzed separately, significant défeces found below (p < .006)

Shopping Goods Category df F Sig. Partial Eta Sgphar Country  Mean Std. Dev.
Novelty/Fashion Conscious 1 10.60.002** .09 T™W 3.29 .79
108 U.S. 2.80 77
Recreational Conscious 1 12.75.001** A1 TW 3.32 .58
108 U.S. 2.84 .81
Habitual or Brand-Loyal 1 11.97 .001** .10 T™W 3.25 .61
108 U.S. 2.86 .57

Hotelling’s T-Square Test of Specialty Goods Catgdor TV Shopper Sig. p=.009 *

After being analyzed separately, significant défeces found below (p < .006)

Specialty Goods Category df F Sig. Partial Eta sepla Country Mean Std. Dev.
Confused by Overchoice Conscious 1 15.31 .000** A2 T™W 3.17 .86
108 u.S. 2.58 71

*Hotelling’s T-Square is significant at < the .G&vél
** Significance at < the .006 level

Another analysis (H2) for the Taiwanese and U.8es (separately) for TV shoppers versus non-Tapphrs
showed no significant differences for the prodwtegories across the buying decision dimensions.

Students in Taiwan Who Use vs. Who Never Use TV Spping Formats

To test for the differences across the productsidiaations as relates to the decision-making styfter the
students in Taiwan who use the TV shopping fornaaid those who never use TV shopping formats in aai@3
respondents from who use and 106 respondents from nvever use), a Hotelling’s T-Square was condudchéml
significant differences were found for the differ@ecision-making styles and for the different proclassifications
among students in Taiwan who use TV shopping fosmatsus those who never use the TV shopping farroat
either the shopping goods product (a CD player gpetichor the specialty goods category (a handbaduyut).

Students in the U.S. Who Use vs. Who Never Use hdpBing Formats

To test for the differences across the productsiiaations as relates to the decision-making styfler the
students in the U.S. who use TV shopping formatstanse who never use the TV shopping formats éspandents
who use and 94 respondents from who never usethemidotelling’s T-Square was also conducted.

No significant differences were found between tliffeent decision-making styles on the differenbguct
classifications among the students in the U.S. wbke the TV shopping formats and those who nevertheserv
shopping formats for the shopping goods produ€@aplayer product) nor on the specialty goods catg@a handbag
product).

These results seem to be consistent across theresultor the TV shopping versus non-TV shoppingestb.
Therefore, the alternative hypothesis H2a was tejec

CONCLUSIONS AND IMPLICATIONS

The findings for the students, who use the TV shapformats showed statistically significant difeces with
the students in Taiwan who use TV shopping fornimsg more novelty/fashion, more recreationallytrastic
oriented, and more habitual or brand-loyal consitnan the students in the U. S. who use TV shgpfoirmats for the
CD player. And, again, students in Taiwan who UleeTV shopping formats were also more confusedvgyahoice
than the TV shopping students in the U.S. on a bagdproduct. An additional analysis showed no S§icpmt
differences between the Taiwanese TV shoppers sé¢hguTaiwanese non-TV shoppers on the decisiorinpaityles
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for the different product categories. Among the .UTY shoppers versus the U.S. non-TV shoppers,nag#
significant differences were noted between thesepg across the product categories.

As the results suggest, consumers from unrelatéidres present different decision-making styles different
products. Significant differences in consumer denisnaking styles were noted for some of the swdrentioned
previously but most of these studies focused orymts in general and not differences across pdatiquroducts
(Sproles & Kendall, 1986; Lysonski, Durvasula, &tds, 1996; Lin, Shih, & Hsu, 2001; Fan & Xiao, 19%&fstrom,
Chae, & Chung, 1992). The present study focuseth@specific consumer decision-making pattern difiees across
different product categories between graduate stsda Taiwan and in the U.S. The study clarifibd tross-cultural
consumer decision-making styles for the TaiwaneselaS. populations as relates to particular prodategories; and
it ultimately related these factors to TV shoppé&hsderstanding the different group preferencesoimsamer decision-
making styles on different product types can helptimational corporations (MNCs) and internationadrketers better
develop strategic and distribution schemes, whiely bring MNCs significant competitive advantages.

The TV shopper results showed the Taiwanese beingre mnovelty/fashion conscious, more
recreational/hedonistic and more habitual/branadldlyan the U.S. TV shoppers on the CD products Timay reflect
the Taiwanese culture’s preference for electropioslucts and/or the influence of the age factae {thiwanese group
being younger). Finally, again, the Taiwanese TUpgers high scores on the confused by overchoivemsion for
handbags may be a function of the relative newagtse TV shopping medium in that culture as coragddo the U.S.
and/or the predominance of the young aged grotipeim aiwanese sample population.

Implications

Minimizing risks and maximizing profits are the meiples that MNC’s should keep in mind at all times
Consumers from different cultures present diffeqgnchasing behaviors and attitudes (Kotler, 2@3;Mooij, 2004;
Hofstede, 1980; 1991). The present study focusedhendifferences in consumer decision-making stydetveen
graduate students from different cultures as reletalifferent product categories, and for TV steygpMany previous
studies (Mitchell & Bates, 1998; Walsh, Mitchell, @ennig-Thurau, 2001; Hafstrom, Chae, & Chung, 1¥®@2&vasula,
Lysonski, & Andrews, 1993) have focused on crodtical differences related to consumer decisionimglstyles for
products using the media in general using the Sprahd Kendall scale (1986). No study was fountdftitaised on the
differences in different product categories (shogpgoods and specialty goods) related to TV shagppi&tworks in
particular. Therefore, this study extended thearmseto examine how consumers in Taiwan and théedr8tates make
their consumer decisions, while considering difféngroduct types and/or via TV shopping networks.

The results of this study can be used to eductéeniational management and marketing students ilwahaand
the U.S. and elsewhere. The information presented lie used as further verification of the valueae$essing
consumer decision-making styles in general angésticular mediums, in the hope of better reacldivgrse groups.
The results may be used to better educate intem@timanagement and marketing major students iwaraand the
U.S. about the significance of cultural factorgelates to consumer decision-making in differemtgaf the world. By
examining these consumer decision-making dimensiand in particular in the TV shopping environmemsjng
diverse product categories, it is hoped that sttedand business persons from all countries carpshaheir cultural
awareness in order to achieve maximum businesgssicc

Concluding the above, the results obtained ingtidy may be useful in helping MNCs and internationarketers
to develop marketing strategies for the peopléBadfian and the U.S. in virtual media settings. Bhesults may result in
greater sales in Taiwan and/or in the United Statadicularly for the types of products examinedhe present study.
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