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   Abstract  

The present study attempts to investigate the Consumer Styles Inventory of Indian youth with reference to fast 
food outlets. The study was conducted among a sample of respondents in Kerala. Factor analysis was used to 
measure the consumer styles Inventory. The study revealed the confirmation of six factors. Further, the young 
consumers were profiled using cluster analysis technique.
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     Introduction 

various products begin to take shape during 
as those individuals belonging to the age group of 15-24 years. The present youngsters of India stand apart 
in terms of their massive size, consumption of products/services and intellectual ability. India is the 
youngest country  in this world (Narang, 2010). 
For the present day young Indians, shopping is more of an experience. The young consumers possess lesser 
commitments. Their immense love for shopping and spending power trigger them to go in for the purchase 
and consumption of a wide variety of products existing in the market. The youngsters tend to show  
 
 
attachment towards materialistic values and possession. They try to purchase those products and brands that 
ensure them acceptance among their friends and peers. 
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The preferences of young consumers change in such a dynamic manner that it makes it even more difficult to 
identify their needs. This consumer segment has immense impact on marketers and retailers. Hence, there is a 
need for pursuing continuous research works focused upon the youth to offer guidelines to marketers and 
retailers in effectively targeting this consumer segment.
 

Consumer Styles Inventory 
Consumer decision making style refers to a mental orientation characterizing a 
choices. It is a consumer personality similar to the concept of personality in Psychology (Sproles and Kendall, 

framed. This is the most tested instrument available to assist marketers in examining consumer decision making 
styles. 
In order to measure decision making styles, Sproles and Kendall (1986) listed down the major characteristics of 
consumer decision making. The following eight dimensions of decision making were identified as follows  

-loya
testing of consumer decision making styles. The scale is a useful technique to analyse consumers regarding their 
orientation towards shopping. Moreover, the consumer styles inventory can be used for profiling a cons
style, in educating  and in counseling. 
The  study attempts to investigate the decision making styles of youth with reference to fast food outlets. The 
researcher has chosen the state of Kerala in India as the study area. The fast food brands considered for the study 
are  - hut and Café Coffee Day. 
 
Literature Review 

portal. The spending power of youth is estimated to be in billions of US dollars. Fast food is gaining 
increasing popularity from Indian youth. Decision making has attained a more complex framework in 

king styles of consumers. 

research gaps, the researcher attempts to study the styles of youth towards fast food outlets.  
 

Research Methodology 
A structured 
(1986) Consumer Style Inventory to measure consumer decision making styles. Likert scale was used with  
scores ranging from 1 (strongly disagree) to 5 (strongly agree).The population for the study comprised of all the 
young consumers in the age group of 15- 24 years. The sampling frame comprised of young consumers visiting 

ting the sample size 
required for the study. A sample size of 678 was derived for the study population. Mall intercept technique was 
used for data collection. 
 
Results and Discussions 
Factor analysis with Varimax rotation (Exploratory factor analysis) was performed to identify the dimensions 
underlying consumer styles inventory. The exploratory factor analysis was followed by confirmatory factor 
analysis to test the validity of the factors underlying consumer styles inventory. 
Table 1 highlights the Varimax component matrix and reliability coefficients of six factor decision making style 

  coefficients are found to be satisfactory. The six resultant decision making styles 
are described below:  
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1. Novelty conscious  Respondents with high scores on this particular characteristic gain immense excitement 
and pleasure from seeking out novel things. They are updated about the latest trends. Novelty conscious 
consumers always seek  for variety products/services. 
 

Table 1 Factor Analysis with Varimax Rotation 
 

Factors  factor Loadings Reliability 
coefficient 

Novelty Conscious Approach   

I buy food newly appeared in menu. 0.77  

0.71 
It is fun to buy something new and exciting 0.86 

I Visit since it is fashionable and stylish 0.85 

I Keep myself informed regarding new food items 0.69 

Confused Approach   

The more I learn about different items the harder it seems to 
purchase. 

0.78  

0.89 Sometimes it is hard to choose which outlet to visit 0.91 

All the information I get confuses me. 0.82 

There are so many companies and items that I feel confused 0.85 

 Recreational Style    

Visiting food outlets is enjoyable  0.86  

0.82 
I visit and eat at outlets just for fun  0.87 

I try to eat and exit from the outlets  -0.71 

Visiting ,eating at outlets wastes my time -0.72 

Perfectionist  Conscious   

I often make careless buying.  -0.73  

0.75 
When it comes to buying food I try to get best/perfect choice 0.75 

I take time to choose food items for best buys 0.77 

5I am impulsive when purchasing -0.74 

I usually try to buy products with best overall quality 0.75  

Price consciousness   

I compare to buy lower priced items 0.79  
0.76 Low priced food are my choice 0.77 

I look carefully to find value for money 0.84 

 
 
 
 

Brand consciousness  

Higher the price of  item better its quality 0.78  

0.75 I prefer buying from branded outlets 0.76

Most advertised outlets are very good 0.72

Outlets with good ambience offer best 0.73
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2Confused Style - It is to be inferred that the respondents of the current study experience some sort of 
confusion while selecting their preferred fast food brands and items. The consumer perceives each and 
every brand as equally good thereby resulting in confusion while selecting the right one. 

 
3 Recreational consciousness- The confirmation of this factor indicates that the respondents visit fast food 
outlets with a recreational mind set seeking for fun and enjoyment during these visits. As far as the 
recreational or hedonistic consumers are concerned, shopping is never a waste of time for them.  

 
4 Perfectionist consciousness- Respondents coming under this category are very systematic and careful in 
their shopping endeavors. They plan intensively before their shopping visits.  

 
5 Price consciousness  Respondents scoring high on this particular factor are very conscious regarding 
the money spent by them on products or services. They are very cautious in getting the best value for 
money in whatever they purchase 

 
 6 Brand consciousness  The confirmation of this particular factor implies that the respondents of the 
present study visit organised fast food outlets owing to their high brand consciousness. The respondents 
prefer to buy fast food from branded fast food outlets.  

 
 Test of Validity  

Confirmatory factor analysis (CFA) was performed to test the validity of factor solution underlying 
consumer decision making styles resulted from exploratory factor analysis. Table 2 highlights the inter 
correlation matrix of consumer decision making styles which indicates absence of multi- collinearity. The 
factor solution was examined for its convergent validity and discriminant validity.  

 
 

Table 2 Inter Correlation Matrix  
 

Consumer styles Inventory (1) (2) (3) (4) (5) (6) 

Novelty 1 0.23 0.40 0.0
7 

-0.30 0.22 

Confused 0.23 1 0.46 0.1
7 

0.00 -0.46 

Recreational 0.40 0.46 1 0.1
2 

0.05 -0.20 

Perfectionist 0.07 0.17 0.12 1 0.49 0.00 

Price  -0.30 0.00 0.05 0.4
9 

1 -0.12 

Brand  0.22 -0.20 -0.20 0.0
0 

-0.12 1 

 

Table 3 highlights the confirmatory factor analysis solution along with values for composite reliability and AVE 

. Table 4 indicated the Goodness of Fit for the Confirmatory factor analysis solution. The various fit indices 

namely Chi-square (p =0.07), Goodness of fit index (GFI) (0.925), Adjusted Goodness of fit index (AGFI) 

(0.902) and Root Mean Square Error of Approximation (RMSEA)(0.047) satisfied the required criteria for 

Goodness of Fit. 
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Table 3 Confirmatory Factor Analysis Solution 

FACTOR Factor 
Loadings 

Composite 
Reliability 

C.R. 

 
(A.V.E) 

Novelty 

I buy fast food newly appeared  0.82  
 

0.84 

 
 

0.684 

It is fun to buy something new and exciting  0.84 

I Visit fast food outlets since it is fashionable and stylish 0.80 

I Keep myself informed regarding newly arrived items 0.86 

Confused 
The more I learn about different items the harder it seems to 
buy 

0.88  
 

0.84 

 
 

0.795 
 0.87 

All the information I get confuses me 0.84 

There are so many fast food companies and items that I feel 
confused 

0.82 

Recreational   

Visiting fast food outlets is enjoyable activity 0.87  

0.84 

 

0.722 
I visit and eat at outlets just for fun  0.85 

I try to eat and exit from the outlets as soon as possible -
0.86 

Visiting ,eating at outlets wastes my time -
0.83 

Perfectionist   

I often make careless buying at outlets  0.74  
 

0.73 

 
 

0.514 

When it comes to buying fast food I try to get best/perfect 
choice 

0.77 

I take time to choose fast food items carefully 0.78 

I am impulsive when purchasing  0.72 

I usually try to buy from outlet with best overall quality 0.70 

Price   

I compare different outlets to buy  0.84  

0.78 

 

0.61 
Low priced fast food are my choice 0.81 

I look carefully to find best value for money 0.84 

Brand   

Higher the price of fast food item better its quality 0.78  

0.69 

 

0.59 
I prefer buying from best branded outlet 0.76 

Most advertised outlets are very good choices 0.70 

Outlets with good ambience offer best food 0.74 
 

Table 4 Model Fit Indices  
 

Fit Indices Obtained value Cut-off values 
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Chi-square 1900.357, p =0.06 >0.05 

GFI 0.91 >0.90 

AGFI 0.90 >0.90 

RMSEA 0.044 <0.05 
 
 

  Profiling of Respondents  
The solution was subjected to hierarchical cluster 
schedule and Dendogram indicated the acceptance of two clusters. Following the hierarchical cluster 
analysis, K-Means mode of non-hierarchical clustering was examined for a 2 cluster solution. 

 
The study reveals the following two clusters: 

 54.9% of respondents belonged to this cluster. Respondents 
belonging to this cluster possess recreational and hedonistic consciousness towards visiting organised fast 
food outlets and consumption of fast food. They are also found to be price conscious during their 
transactions and are very particular in purchasing and consuming high quality fast food dishes.  

 
  This segment constitutes 45.1% of the total respondents 

considered for the study. These set of respondents found pleasure in seeking out for newly arrived fast food 
items in the menu. They are not hesitant in trying out new and novel fast food dishes. These respondents 
are also found to be brand conscious 

   Discussion 
The fast food companies may take important implications from the findings of the study relevant to 
consumer styles inventory of respondents. The management may also take note of the decision making 
styles which emerged in this study. The managers may take efforts to frame appropriate and unique 
strategies for consumers possessing different decision making styles. Future studies may be conducted to 
investigate the decision making styles of youth with respect to other products and services. There is scope 
for analysing the influence of culture on decision making styles of youth since India is a country with vast 
cultural and geographical diversity.  

 
Conclusion 

The youth offers tremendous opportunities to the marketers. The companies targeting young consumers can 
benefit if they manage to understand the psychological orientations of this segment. The present study is an 

er styles 

perfectionist-high quality consciousness and price consciousness) and undesirable (e.g. confused by over choice) 
consumer styles inventory among the young consumers. 

Hence, the current study has attempted to make a valuable contribution to the existing literature relevant to 
consumption behavior and relevant psychological dimensions of young consumers.  
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