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ABSTRACT

This study was conducted with the aim of predicting brand loyalty and
purchasing decision-making styles in consumers in Tehran. The statistical
population includes shoppers visiting Ofogh Kourosh chain stores in Tehran in
the first half of 1403. They were selected using accessible and purposive
sampling. The method of the present study is descriptive correlational. The
researcher-made brand loyalty questionnaires by Saffarinia et al. (1403) and the
consumer purchasing decision-making styles questionnaire by Sprouls and
Kandan (1986) were used as data collection tools. In the present study,
descriptive statistics were used to describe the data, and inferential statistics and
regression methods were used to analyze the data and test the research
hypotheses.the findings showed that brand loyalty can be predicted based on
decision-making styles for purchasing through virtual networks. All the
correlation coefficients calculated between brand loyalty and habitual and
reactive purchasing decision-making styles were positive and significant at the
0.05 alpha level. The positive coefficients indicate a direct relationship between
brand loyalty and reactive and habitual decision-making styles (p < 0.05).
Overall, the findings of the present study are consistent with parts of
international and Iranian research and indicate that when consumers rely on habit
or confusion caused by numerous choices in their purchasing, the likelihood of
continued purchase of a specific brand and attachment to it increases. The
findings acknowledge the power of decision-making styles for purchasing in
predicting brand loyalty, which shows the importance of individual and
psychological characteristics in the marketing and business industry.
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Introduction

In today's competitive and complex markets, brand loyalty is recognized as one of the key
factors for organizational success in the market and constitutes an essential part of long-term
marketing strategies. Brand loyalty means the continuous commitment and willingness of
consumers to purchase or support a specific brand, even when multiple alternative options exist.
This concept is especially important in emerging markets like Iran, which have particular
cultural, social, and economic characteristics. Tehran, as the political, economic, and cultural
capital with a diverse population and early adoption of modern communication technologies,
provides a suitable environment to study consumer behavior and predict brand loyalty.
Decision-making styles, as behavioral and cognitive patterns of consumers, play a decisive role
in shaping loyalty.

Study Objective

This research aimed to predict brand loyalty based on the purchasing decision-making styles of
consumers in Tehran. It intended to investigate the influence of these styles within the context
of widespread use of virtual networks and cyberspace, which have affected the way consumers
evaluate and choose brands.

Research Method

The present study was descriptive-correlational. The population of this research consisted of
customers visiting Ofogh Korosh chain stores in Tehran during the first half of 1403 (2024).
They were selected using convenience and purposive sampling methods. From the population,
considering the research objectives, design, and data requirements, a sample of at least 210
participants was selected via purposive sampling. The inclusion criteria were purchasing at
least once a month from the store in question, residing in Tehran, and having reading and
writing literacy. The exclusion criteria were lack of informed consent and incomplete
questionnaires. The research procedure involved adhering to ethical principles such as
voluntary participation, anonymity, and confidentiality of personal information; the target
samples were selected via convenience sampling and responded to the research instruments.
The obtained data were analyzed descriptively using means and standard deviations, and
inferentially using correlation tests and regression analysis, with SPSS version 27 software.

Instruments

The brand loyalty questionnaire consisted of 21 items, divided into cognitive, emotional, and
behavioral subscales, with a Cronbach’s alpha of 0.9 indicating high reliability. The decision-
making style questionnaire, based on Sproles and Kendall’s model, assessed eight styles:
perfectionism, brand consciousness, novelty-fashion consciousness, recreational-hedonistic,
price/value consciousness, impulsiveness, confusion from overchoice, and habitual/brand-loyal
orientation.

Findings

Statistical results showed a positive and significant relationship between brand loyalty and
especially the habitual and confused-by-overchoice decision-making styles. In other words,
consumers who rely on habitual purchasing or experience confusion due to an abundance of
options demonstrated higher brand loyalty. Multiple regression confirmed that decision-making
styles effectively predict brand loyalty, explaining 33.3% of its variance. However,
perfectionist, novelty-conscious, brand-conscious, hedonistic, price-sensitive, and impulsive
styles did not significantly predict brand loyalty.

Discussion
These results underscore the predictive importance of decision-making styles for brand loyalty,
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particularly emphasizing the crucial roles of habitual and confused-by-overchoice styles.
Habitual style acts as a psychological mechanism stabilizing purchase choices by reducing
cognitive effort, providing certainty, and lowering search costs, thus playing a key role in
customer retention. This aligns with theories of loyalty emphasizing the deep impact of habits
and shows that product or brand loyalty is formed through repeated purchases and reduced
changes in consumer behavior.

Conversely, the confused-by-overchoice style, arising from encountering numerous diverse
options, leads consumers to prefer familiar and trusted brands to avoid cognitive overload.
These findings are consistent with Cognitive Load Theory and the concept of Saturation of
Choice, which hold that consumers in crowded markets prioritize familiar, low-risk options.
Decision-making styles such as hedonistic, novelty-seeking, and brand- or price-sensitive
typically involve active searching and experimentation with new options, which may weaken
loyalty due to a higher propensity to switch brands.

Some findings diverge from previous studies such as Karimi & Tajik (2022) and Amiri &
Naderi (2023), which reported positive roles of perfectionist and analytical decision-making
styles in loyalty; such discrepancies can be attributed to underlying demographic, cultural, or
market structure differences in Tehran. The positive role of habitual style partially contradicts
findings by Nejat et al. (2022), possibly due to the unique market conditions and virtual
environment of Tehran.

Practical Importance

This study highlights the significance of psychological and behavioral characteristics of
consumers for marketers. In Tehran’s complex and diverse market, creating conditions that
foster stable purchasing habits and reduce informational confusion will facilitate brand loyalty.
Marketing strategies should focus on reinforcing repeated interactions, presenting familiar
brands, and decreasing market ambiguities. While such loyalty may be less deep and more
fragile, maintaining consistent quality and responding to consumer needs remains crucial.

Conclusion

Ultimately, predicting brand loyalty among Tehran's consumers is primarily feasible through
habitual and confused-by-overchoice purchasing decision styles. These styles represent
psychological attachment to brands and a tendency to simplify choices amid complexity. The
findings of the present study indicate that in Tehran's diverse and competitive market, loyalty is
mainly based on behavioral repetition and reduced choice confusion rather than analytical or
innovative attitudes.

Overall, these results align with parts of international and Iranian research, showing that
when consumers rely on habit or confusion from excessive choices in purchasing, the likelihood
of continued purchase of a specific brand and attachment to it increases. This presents both
challenges and opportunities for marketing managers to pursue brand loyalty development
strategies by reinforcing purchase habits and reducing consumer confusion. However, it should
be noted that loyalty stemming from these two styles is typically "shallow" and fragile, and may
quickly dissipate in the face of sudden product changes or market conditions.

Keywords
Brand Brand loyalty, purchasing decision-making styles, habitual behavior, choice overload
confusion, consumer behavior, Tehran market, virtual networks, psychological marketing.
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