
WOMEN SHOP, MEN BUY: UNDERSTANDING CONSUMER 
DECISION-MAKING STYLES 

 

 
 
Shopping is more complicated if you are a woman. Some women spend hours in 
malls and shops, looking for clothes, accessories and shoes. This has led to the 
belief that women spend at will. Women however, do watch how much they spend, 
whereas men will often spend any amount of money on a specific brand. In short, it 
all comes down to decision-making styles. 
 
A recent study examining the decision-making styles between male and female 
shoppers as well as the difference between shoppers of different ethnic backgrounds 
was conducted to give marketers a better understanding of the South African market. 
The study was conducted by Danita Potgieter, a Master’s student in the Department 
of Marketing Management, in Pretoria and surrounding areas amongst a sample of 
374 men and women from different ethnic backgrounds.  
 
The decision-making styles of consumers were investigated and the results show 
that South African consumers can be associated with seven decision-making styles 
namely; perfectionist, recreational, confused by over-choice, novelty/fashion 
conscious, brand conscious, value conscious and price conscious. Findings revealed 
that female shoppers are recreational, confused by over-choice, fashion/novelty, and 
are price conscious shoppers. The findings also showed that males are quality and 
brand conscious shoppers. Both male and female shoppers are value conscious, 
habitual and brand loyal, but can be impulsive shoppers.  
 
Noticeable differences were found between black and white consumers. These 
differences are mainly due to cultural backgrounds. Black consumers are quality 
conscious and recreational shoppers, while white consumers are value, habitual and 
brand conscious shoppers. Both black and white consumers are value conscious 
and price conscious shoppers. 
 
The results of this study provide marketers with clear indications of the different 
decision-making styles of South African consumers. Marketers could reach 
consumers more effectively through clearer communications and marketing efforts if 
they understand the consumer better in terms of what they value.  
 
This research was conducted as part of the fulfilment of the Master’s degree in 
Marketing Management in 2011 with the Department of Marketing Management by 
Danita Potgieter (now also a staff member in the department), under the supervision 
of Dr Melanie Wiese. 
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