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Abstract 
The principal objective of this research is to compare specificities of consumption 
of the single people with those of married through various variables: risk 
aversion, innovatively, brand consciousness, price consciousness, impulsivity, 
convenience seeking and variety seeking. This research aims also to examine 
internal differences within this consumers’ category, while doing call to the 
socio-demographic characteristics. 
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SINGLES: AN EXPANDING MARKET 

Many studies, dealing with consumer behavior, have examined socio-demographic, 
psychological, and psychographic married people‟ dimensions (Donthu and Gilliland, 2002), the roles in 
the buying decisions inside the couple (Harry, 1970; Bonfield, 1978), and the interaction parents/children 
in the familial consumption behavior (Qualls, 1984; Belch, Belch and Ceresino, 1985). Previous studies 
have neglected unmarried people, this state being considered as a transitional stage of the familial life 
cycle (Wells and George, 1966; Murphy and Staples, 1979). Many psychotherapy theories (Donthu and 
Gilliland, 2002) and the personality theory of Foley consider the marriage stage as natural and necessary 
in satisfying emotional needs, which are divided over three dimensions: intimacy, power, and 
signification, respectively involving a heterosexual relationship, a professional career, and children‟ 
education. Achieving these objectives depends on marriage and family (Foley in Johnston and Eklund, 
1984).  

Psychoanalysis (Gordon, 2003), psychology (Cockrum and White, 1985), and sociology 
(Kaufmann, 1999) studies have been interested in unmarried people, commonly known as “single” or 
“solos”. Only few marketing studies examined singles consumption, because of the difficulty to obtain 
information. Since the married people class is predominant, singles seem to constitute a residual category 
(Ceresino, 1985). The first study conducted in 1987 draws up the single‟s profile and emphasizes his 
social integration desire (Stern, Gould and Barak, 1987). Donthu and Gilliland‟s (2002) refined the singles‟ 
profile by the integration of marketing variables describing their consumption orientations. Singles are 
considered as a growing potential market but they still represent a misidentified target for marketing 
professionals. 82 millions of singles with a 600 million dollars buying power are counted in the USA 
(Donthu and Gilliland, 2002). The European population category represents a 140 million euro market 
(Datamonitor, 2003). The singles‟ number is growing and their buying power is rather comfortable and 
symbolizes the “adult‟s power”. They spend without parental control, nor “thinking about tomorrow” 
(Gaudet, 2005).  

Industrials and marketing professionals are still reluctant to address directly this population 
which though is known as big consumers (Donthu and Gilliland, 2002).  

CONCEPTUAL FRAMEWORK AND HYPOTHESES  

The concept of “Singles”  

Various fields of research have been concerned with the concept of “single”: social psychology, 
sociology and marketing. This population has been described with different appellations: “singles”, 
“solos” or “solo life”. Since the Sixties, the single‟s number is regularly and massively increasing, due to 
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late entry into active life, increasing of the divorce rate, desire of individual accomplishment, and lifetime 
extension (Musset, 2003). The single is a person who has never been married. The most used term to 
designate this category is “solo”. This term  “has the enormous advantage of remaining neutral in 
designating an oscillating position between positive and negative” (Kauffman, 1999). Celibacy is a 
situation which should be nuanced. If it means freedom and independence for some, it is lived as a failure 
for others. There are two categories of solos: those who have decided to live alone and assume it fully, 
and those who are solitary with constraint (divorce, bereavement…). Their consumption behaviors result 
from different logics: the first group seeks pleasure, have time and an above par buying power. They take 
advantage of their freedom in the absence of personal engagements and have a specific lifestyle. They 
represent a “mobile group” seeking new experiences, and are qualified as “social researchers” (Stern, 
Gouls and Barak, 1987). While the second group, either spends less due to economic reasons or has 
compensation consumption (Musset, 2003). The “single” population has a consumption score markedly 
superior to habitual norms, essentially for “relational” products like leisure products (outing, trips, 
sports, cinema, restaurants, spectacles…), cultural products, care products, equipments… Singles 
uppermost consume products valorizing the person‟s image: hygiene, beauty (face-packs, slimming 
creams, anti-wrinkle creams, make up, body care products…), fashion (lingerie, clothes…), and 
alimentation (functional food, bio…). They generally are Internet avid, surfing the web more often and 
longer, medias amateurs (newspapers, news magazines, press, television…), and information seeking 
(Ceresino, 1985).  
The variables inherent to the consumption orientations 

Considering singles is necessary for marketers. They assume their lifestyle and make the most of 
its positive aspects in order to adopt higher consumption orientations than those of married persons.  
Variety seeking propensity  

Numerous studies have looked at variety seeking behavior. Some have been interested in its 
description (McAlister and Pessemier, 1982; Hirschmann, 1980), while others focused on studying its 
intensity‟s determinants (Hirschmann, 1980). But the major trend has been toward examining the variety 
seeking behavior in the exploratory consumer behavior domain, and more precisely brand change and 
innovation (Hoyer and Ridgway, 1984). Variety seeking behavior is defined as the “successive purchasing 
of a large number of brands belonging to a same product class, unless dissatisfaction toward a brand 
being that behavior‟s cause” (Aurier, 1991; Filser, 1994). Singles correspond to a hectic group in perpetual 
motion (Stern, Gould and Barak (1987). They are characterized by a will and desire of change and new 
experiences. Their “totally busy” lifestyle indicates that they are going to try new social and unsocial 
activities (Wickens, 2000; Coleman, 1995; Peplau and Perlman, 1982). Their will to try new lifestyles, 
products and experiences points out that they are variety seeking and able to change their behavior much 
more easily than married people.  
H1: Singles seek variety more than married people.  

In order to stimulate this behavior with singles, marketing professionals launch magazines and 
singles‟ books (Patz, 1995). They propose certain ideas and suggestions to their readers leading them to 
vary their consumption choices and activities.  
Risk aversion  

Bauer (1960) introduced the perceived risk concept in marketing. Much attention has been given 
to that concept, in particular in the outlet‟s choice (Kernan et al. 1973), innovations broadcasting 
(Shiffman, 1972); information acquisition (Lutz, Reilly et al. 1973), and brand loyalty (Cunningham, 1967). 
Consumer behavior involves risk in the sense that the purchase engenders sometimes negative 
consequences which cannot be anticipated with certitude and could be unpleasant (Bauer, 1960). A 
person perceiving risk on every purchase is considered as being highly risk averse (Hirschmann, 1980). 
Singles are characterized by the absence of commitment and familial responsibilities. This gives them 
independence and low risk aversion, concretized by taste of adventure and risk (Kauffman, 1999; Donthu 
and Gilliland, 2002; Stern, Gould and Barak, 1987). Financial risk is even less perceived by singles due to 
their good financial resources which enable them to manage less restrictively their spending (Mills, 1992; 
Lewis and Moon, 1997; Gordon, 2003).  
H2: Singles are less risk averse than married people. 
Innovativity  
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It has been defined as the degree from which an individual adopts an innovation in comparison 
to his social system members (Roger and Shoemaker, 1971). The tendency to innovate is an individual 
predisposition, but at different levels (Midgley and Dowling, 1978). In order to show off and draw their 
environment‟s attention, singles invest in new products (Gould, Stern and Barak, 1987; Bologne, 2004), in 
opposition to married persons who have familial fulfillment and less material tendencies (Cockrum and 
White, 1984). They remedy to the routine to which they are exposed (Kauffman, 1999) by acquiring short 
lifecycle products (Donthu and Gilliland, 2002).  
H3: Singles are more innovators than married people.  
Brand consciousness  

It is defined as the intensity of the trail left in the individual‟s memory, reflected by its 
identification ability in different conditions (Rossiter and Percy, 1987). It has two components (Keller, 
1993): (1) Recognition: it is the individual‟s ability to recognize a brand to which he has been previously 
exposed, when this one is presented to him among many other ones. (2) Recall: it is the individual‟s 
ability to remember the brand when exposed to a product category. The social integration behavior is 
adopted by singles in order to recoup the felt emptiness in their affective life, and to push back the 
loneliness feeling (Gould, Stern and Barak, 1987; Lewis and Moon, 1997). So as to overcome this 
loneliness, single consumers develop a “coping strategy” (Donthu and Gilliland, 2002) through which 
they will identify with symbols and models, as well as with imaginative world and fantasy relating to the 
intended brands or products. To singles, brands become a sign of social affiliation. However, to married 
persons, brand names assume a secondary aspect and turn voluntary toward distributor brands and 
other generic brands (Michon, 2002; Keller, 1993).  
H4: Singles are more brand conscious than married people.  
Price Consciousness  

It has been defined as the degree to which the consumer aims exclusively at paying the lowest 
price. It manifests in very competitive markets and is attributed to purchasing behavior in the case of 
economic recession (Lishtenshtein, Ridgway and Netmeyer, 1993). This lower price pursuit persists for 
some consumers beyond recessionary period Moore (2000). Exempted from any familial responsibility, 
singles have a higher personal buying power than married people (Ebenkamp, 2000). This involves that 
they pay less attention to their spending and have a greater financial freedom. They are less price 
conscious in opposition to married people who, in view of their plentiful constraints, have to frequently 
check prices and pay much attention to promotional actions.  
H5: Singles are less price conscious than married people. 
Impulsivity  

“Behaving impulsively could be described as the fact of reacting to a stimulus or an event on the 
basis of an immediate emotional reaction, like desire or anger, with litter or no consideration of long term 
consequences” (Wingrove and Bound, 1997). Impulsive purchases are carried out when the individual 
succumbs to an intense and sudden purchasing desire, for a product which has not been planned in the 
list of purchases. It is often the result of a whim or a headbutt (Giraud, 2001). Singles are more receptive 
to sudden and unforeseen buying ideas. They can test out spontaneous buying stimuli, and tend to be 
motivated by immediate gratifications. Related to variety seeking, impulsivity appears more with single 
consumers than married ones (Donthu and Gilliland, 2002; Gould, Stern and Barak, 1987).  
H6: Singles are more impulsive than married people.  
Convenience seeking  

Convenience, ease, and comfort, represent the new consumer orientations (Girard, Korgaonkar 
and Silverblatt, 2003). The purchasing act should be simple, understandable, without constraints and 
unjustified restrictions. Due to the very active lifestyle intended by singles (Stern, Gould and Barak, 1987), 
they devote few time to workaday purchases. Influenced by a low price consciousness, they go to 
groceries rather than hypermarkets. Likewise for alimentation, singles who are ardent amateurs of urban 
restoration, devote few time for cooking (Wickens, 2000).  
H7: Singles are more convenience seeking than married people. 

We contend that lawyers‟ forecasts related to the achievement of important goals play a pivotal 
role in practical legal decision making, but little is known about the reliability of these predictions. To 
what extent are they realistic? Psychological studies of human decision-making processes in a wide 
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variety of contexts have revealed that overconfidence is a ubiquitous phenomenon. Recently 
psychological researchers distinguished three forms of overconfidence: overestimation, overplacement, 
and overprecision (Moore & Healy, 2008). Overestimation is the inflated perception of one‟s ability, 
performance, or chance of success. Overplacement describes the relative judgment of oneself in 
comparison with others. Overprecision is “excessive certainty regarding the accuracy of one‟s beliefs” 
(Moore & Healy, 2008, p. 4). Overconfidence has been observed in social judgments, self-predictions, and 
professional predictions, in retrospective as well as prospective judgments (Allwood & Granhag, 1999; 
Dunning, Griffin, Milojkovic, & Ross, 1990; Lichtenstein & Fischhoff, 1977; Paese & Feuer, 1991; Vallone, 
Griffin, Lin, & Ross, 1990; Von Winterfeldt & Edwards, 1986). With regard to confidence judgments about 
achieving future goals, this calibration deficit implies that decision makers systematically overestimate 
their capacity to reach stated goals. 

METHODOLOGY 

Measurement scales 
The variables of the current study are tested with unidimensional psychometric scales, which 

have been validated in previous studies (Donthu and Gilliland, 2002; Donthu and Garcia, 1999; Donthu 
and Gilliland, 1996; Goldsmith and Hofacker, 1991). The comprehension easiness of the used scales has 
been verified through a pre-test carried among a dozen of people of different ages and socio-professional 
groups. It consists in five points Likert scales. These points are randomly reversed depending on the 
question, in order to encourage respondents to more concentration and to avoid systematic answers. A 
higher score implies a more positive rating: 1 means “totally disagree” and 5 „totally agree”.  
Measurement of variety seeking propensity. Three items reflect the variety seeking propensity (Donthu 
and Gilliland, 2002; Donthu and Garcia, 1999; Donthu and Gilliland, 1996.  
Measurement of Risk aversion. The current study employs the scale used in the Donthu‟s researches 
(Donthu and Gilliland, 2002; Donthu and Garcia, 1999; Donthu and Gilliland, 1996), which includes three 
items and offers a good validity (α= 0.70 
Measurement of the innovativity. Innovativity is measured with the six items scale of Goldsmith and 
Hofacker (1991). 
Measurement of Brand consciousness. This study employs the three items scale of Donthu and al. 
(Donthu and Gilliland, 2002; Donthu and Garcia, 1999; Donthu and Gilliland, 1996).  
Measurement of price consciousness. Price consciousness is measured with the four items scale of 
Donthu and al; (Donthu and Gilliland, 2002; Donthu and Garcia, 1999; Donthu and Gilliland, 1996). 
Measurement of impulsivity. The current study employs the four items scale of Donthu and al. (Donthu 
and Gilliland, 2002; Donthu and Garcia, 1999; Donthu and Gilliland, 1996). 
Measurement of convenience seeking. This study employs the three items scale of Donthu and al. 
(Donthu and Gilliland, 2002; Donthu and Garcia, 1999; Donthu and Gilliland, 1996). 
Data collection and sampling 

Two hundred twenty three individuals participated in the study and were from different 
genders, ages, and civil status. Only two hundred one questionnaires were exploitable. 75% (n=116) of 
the respondents are singles. 57.7% of the sample are men (n=116) and 42.3% are women (n=85). The 
bracket 20-25 years old is the most representative range in the sample (34.3%). Followed by the brackets 
26-30 years old (26.9%), 31-35 years old (15.4%), 36-40 years old (10.9%), 41-45 years old (6.5%), 46-50 
years old (3.5%) and finally the more than 50 years old (2.5%). 31% of the sample declared having a 
monthly income comprised between 500 and 1000 Tunisian dinars (370-740$), followed by 28.9% having 
200 to 500 Tunisian dinars monthly (148-370$), and 17.9% having less than 200 Tunisian dinars monthly 
(148$). The lower percentages are those of the higher incomes. 14.4% of the respondents have between 
1000 and 1500 Tunisian dinars monthly. And only 7% have more than 1500 Tunisian dinars monthly.  

Questionnaires were self-administrated during ten days (from the 01/04/2009 until the 
10/04/2009) by three investigators, who have received specific instructions concerning the interviewees. 
Interviews have been realized in the respondents‟ domiciles or in their work places (administrations, 
university, societies…). The average duration of the interviews was 5 minutes.  

RESULTS AND DISCUSSION 

Principal component analysis (PCA) allowed verifying the dimensional structure of data and the 
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correlations between items and factors. These correlations were aimed at determining items which are not 
significantly correlated with the factors developed in the literature, or those which are correlated with 
many factors at a time. According to the PCA, the three items of the risk aversion variable are brought 
together under a unique factor which has a 2.371 eigenvalue, 79.033% of the initial information, and a fair 
Cronbach‟s alpha (0.867). The “innovativity” factor, represented by six items, recovers almost half of the 
information (48.329%) and represents a good internal consistency of the items (α=0.74). The application of 
the PCA to the “brand consciousness” factor, allows the factorization of the scale on a unique dimension 
which recovers a little more than half the information (51.617%), and has a 1.549 eigenvalue. The KMO is 
rather low, and the Bartlett is significant. The Cronbach‟s alpha is lightly superior to the minimal limit of 
acceptation (0.517). The low reliability of the dimension could be explained by the limited number of the 
items composing the scale. The PCA indicates that the four items of “price consciousness” traduce a 
unique factor which has a 2.237 eigenvalue and 55.925% of the initial information. The KMO is fair 
(0.687), the Bartlett is significant, and the Cronbach‟s alpha is quite good (0.732). 

The three items composing the variable “convenience seeking” have correlations which are 
superior to 0.7 with the unique factor resulting from the PCA. This factor has a 1.629 eigenvalue and 
recovers 54.286% of the initial information. The factorization of the “variety seeking” scale indicates the 
existence of a unique factor which recovers 62.245% of the information, and has a 1.867 eigenvalue. The 
KMO is fair (0.65) and the Bartlett‟s test is significant. The Cronbach‟s alpha is acceptable (0.694). 
According to the PCA, the four items of the “impulsivity” dimension are brought together under a 
unique factor which has a 2.505 eigenvalue, 62.633% of the information, and a good internal consistency 
(α=0.8). 

The following table presents the results of the different PCA realized on the scales:  
Insert table-1 here 

Hypotheses verification, Discussion and Implications 
Mean‟s comparison tests are realized for each hypothesis. Group 1 represents singles (N=152) 

and group 2 represents married people (N=49).  Table 2 presents the statistics relative to the different 
variables for singles and married:  

Insert table-2 here 
Married people have higher variances for the variables “risk aversion” and “price consciousness” 

than singles. The latter ones have higher variances for the variables “innovativity”, “brand 
consciousness”, “convenience seeking”, “variety seeking” and “impulsivity”.  

The “t” test is significant for all the variables in question (sig=0 < 0.05), H0 is rejected. There is a 
significant difference between the two civil states “married” and “single” concerning the research 
variables. Thus, all hypotheses are verified. 

Singles represent a hectic group, continually seeking new experiences. This characteristic is 
manifested by their inclination for variety. Hypothesis 1 is verified. Singles have more money to spend on 
relatively uninteresting articles than married. Their income excess makes them less averse to risky 
investments. Hypothesis 2 is therefore verified. The validation of hypothesis 1 and 2 indicate that the 
single consumer is more innovative than others. Individuals who like risk seek variety and tend to be 
impulsive in order to manifest a high level of innovation. Actually, singles are more innovative than 
married people. Hypothesis 3 is then verified. The single identifies brands more easily. This is due to his 
relation with brands which compensates emptiness in his life. Singles have therefore more brand 
consciousness than married people. Hypothesis 4 is validated. Likewise, due to their high income level, 
singles are less price-conscious than married. Hypothesis 5 is therefore verified. Impulsive purchases 
often have emotional or affective antecedents. As singles are more impulsive than married people, they 
are more sensitive to these emotional aspects. Hypothesis 6 is then validated. Singles are more 
convenience seeking than married people. This is due to their free time and their way of filling it. They 
also are self oriented and care very little about others. Hence, hypothesis 7 is verified.  

Singles are less risk averse and price conscious than married people, whereas they have a 
stronger tendency to innovativity, impulsivity, variety seeking, convenience seeking, as well as a high 
brand consciousness.  

Insert table-3 here 

Age: The application of the variance analysis to a factor allows the deduction of a significant 
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difference existing between the different age brackets in certain of their consumption orientations. 
Indeed, the Fisher‟s value is significant with a risk close to 0.05, maximum threshold for the propositions‟ 
rejection except for one variable: “brand consciousness”. These results are resumed in Table 4 

Insert table-4 here 
The graphics of variances, allow us to deduce that the under 25 and the more than 46 tears are the 

most risk averse. The first ones don‟t yet have stable and quite high incomes and cannot permit taking 
risk in engaging in spending leading to hardly coverable expenses. Latter ones tend to privilege stability 
and security,                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                    
and consider that they are over the age of making adventures. In contrast, risk aversion continuously 
goes down from the age of 26 to the minimum threshold at the age of 45. During this interval, the 
individual is relatively young, generally has a comfortable income and thinks only about his individual 
fulfillment.  

From 31 to 45 years old, the individual tends the most to seek innovativity. Singles take 
advantage of their financial funds to obtain the last innovations. This willingness is all the more 
motivated by the fact that during this age bracket, the persons feel their age and desire to find a new lease 
of life. The under 31 years old young people cannot totally express their desire for innovativity because of 
their low level of income. Finally, from 46 years old, the consumer grows tired of innovativity, and 
considers that innovativity seeking does not further bring in anything to him. Over 45 years old, the 
consumer is mature enough and verily realizes the prices on the market. Before, he didn‟t give enough 
importance to the price, especially between 36 and 41 years old.  

The instability of the professional and financial situation lived between 20 and 35 years old 
explains the oscillating tendency in the different levels of convenience seeking observed inside this 
interval. However, from 36 to 45 years old, the single seeks more convenience in order to devote the 
maximum amount of time in social activities. Over 45 years old, and due to the high level of price 
consciousness, the single consumer progressively gives up convenience and spends fewer efforts in 
looking for the best prices.  

Individuals aged between 31 and 35 years old are the least variety seeking. This could be 
explained by the fact that these persons feel transition and seek stability after the phase of adolescence, 
continuous changes, and started professional situation. From 40 to 45 years old, individuals start again 
looking for variety in consequence to the routine that they live. Over 50 years old, they again look for 
stability.  

The most impulsive consumers are those aged between 26 and 30 years old. The entrance into the 
active life provides a quite significant income‟s increase, which means that the individual can get away 
with indulging his whims or his headbutt to make unplanned purchases. In contrast, singles aged 
between 46 and 50 years old, who already are price conscious, don‟t get away anymore with their 
impulsions, and prefer to devote their spending budgets to relatively more considered purchases. Over 
50 years old, the consumer has definitely stabilized his financial situation, and tends to become impulsive 
again.  

Gender: there is no significant difference between single men and women in their tendency for 
impulsivity.  

Insert table-5 here 

Educational level: there is a significant difference between the different levels of education in the 
tendency for risk aversion, innovation, and brand consciousness. Besides, there is no significant 
difference between individuals having different educational levels in their price consciousness, 
convenience seeking, variety seeking, and impulsivity. Results are presented in table 6: 

Insert table-6 here 
Individuals who have a baccalaureate plus 6 years‟ higher education are the most risk averse 

contrary to those who did not go to university, and who are theoretically the most prone to risk. These 
latter ones, who have not developed enough their intellectual knowledge, don‟t shrink from embarking 
on risky paths and run the regret, to the detriment of more reassuring decisions adopted by the persons 
having better scientific knowledge. Finally, consumers who have more than baccalaureate plus 6 years‟ 
higher education tend to a very low risk aversion. The self confidence and the experience acquired 
through the long curriculum lead the individual to get away with taking risks that he would not dare to 
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take in the past. The consumers who have the higher innovativity level are those who attended only 
primary school, followed by those who reached secondary school. They are continuously looking for 
innovations on the one hand in order to update their knowledge and compensate the shortcomings 
caused by their limited education, and on the other to integrate with the other society‟ members who 
have a higher educational level. Likewise, individuals who have more than baccalaureate plus 6 years‟ 
higher education tend to look for innovations. Their very developed scientific knowledge leads them to a 
continuous exploration of novelties and to a renewed desire for adopting the last innovations.  
Observations concerning innovativity are confirmed as far as brand consciousness is concerned, since the 
least educated consumers and the most educated ones are those who care the most about brands.  

Income: there is a significant difference between the different incomes in the tendency of facing 
risk aversion, innovativity, price consciousness, variety seeking, and impulsivity. Besides, there is no 
significant difference between individuals with different educational levels in their brand consciousness 
and their tendency to seek convenience. These results are presented in the following table: 

Insert table-7 here 

The higher is the income the lower is the risk aversion. Thus it is obvious that the consumers who 
have low incomes cannot afford taking risks because of the lack of financial funds, contrary to those who 
have high incomes. Individuals who have the lowest monthly incomes (less than 200 Tunisian dinars) are 
the least innovators. However, consumers who monthly have 1000 Tunisian dinars and more correspond 
to the higher levels of innovativity. They are not afraid of financial difficulties and freely tend to look for 
the last innovations. The income has an important impact on brand consciousness. Price consciousness 
decreases when the income increases. Singles receiving monthly more than 1500 Tunisian dinars do not 
seem to take prices into consideration during their purchases. The richer singles, already characterized by 
a low risk aversion, a low price consciousness, and a strong desire of innovativity spend a lot of money in 
comparison to the others with having the higher level of variety seeking.  

Individuals who are characterized by the lowest monthly incomes (less than 200 Tunisian dinars) 
are the least impulsive due to their very limited financial maneuver. Contrary to the richer singles that let 
themselves go with all their buying impulses. Otherwise, the persons whose monthly income is between 
200 and 500 Tunisian dinars let themselves go with impulsive temptations because their limited financial 
resources, insufficient to save and realize big investments in the future, allow them to satisfy little desires 
of  sudden purchases. Conversely, from 500 until 1500 Tunisian dinars, individuals want to dedicate their 
money to more considered and useful purchases.  

CONCLUSION 

The single consumer peels of his married homologue and is presented as a “big” consumer on all 
the studied fronts. Furthermore, the examination of the singles‟ socio-demographic profile demonstrates 
that the “bigger” consumers are those aged from 41 to 45 years old as well as those who have the higher 
income. However, no difference has been identified between men and women. The educational level 
provides only little differences between individuals. These results can be useful to marketers in order to 
refine and optimize their marketing decisions, through a communication which is adequate with this 
particular type of consumers. Companies should pay more attention to this consumer category which has 
a high potential so as to attract and develop this target‟s loyalty. This could be possible notably by 
designing advertising messages which promote an image of freedom, well being, autonomy, and 
individual fulfillment, while with avoiding to explicitly addressing to “singles” because their status has a 
negative image so that this population cannot be able to be designated as that (Murstein, 1974; Donthu 
and Gilliland, 2002). Companies could also broaden their product range in order to satisfy the unstable 
tastes of this target through innovating in different levels: on the packaging via mixing up functional and 
emotional without changing the product. As well in the matter of equipments for which there is a real 
margin of industrial development for many goods which are unsuitable for the life of the “solos”. Despite 
the expended efforts, this study has certain limitations. In the conceptual level, the present research is 
limited to the presentation of the different examined concepts without formulating a theoretical model 
which explains the singles‟ consumption orientations. The studied socio-demographic profile is based on 
research propositions, not on scientific hypotheses. Methodologically, the adopted convenience sampling 
as well as the data collection, realized over a sample limited to 201 respondents, do not allow 
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generalization. Furthermore, error possibilities would occur due to the translation of the measurement 
scales initially available in English. The error would not arise from an inappropriate translation of the 
terms, but rather from the general sense of the items which can have different interpretations depending 
on the individuals‟ culture. Our study invites further examination of additional variables notably cultural 
and social ones, in order to propose theoretical models describing and explaining the different 
consumption behaviors of singles. Otherwise, a particularly interesting question would be to operate on a 
more specific segment in the “singles” category and to determine the differences between divorced 
persons, those who have never been married, and single-parent-families. Or between singles who are 
living alone, those who are living in cohabitation and those living in co-tenancy. Finally, it would be 
interesting to develop marketing tools which attract singles.   
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Table 1 Summarization of the results of the PCA (principal component analysis) for the different measurement 
scales 

Concepts KMO 
value 

Cronbach‟s alpha Dimension % of the 
recovered 
variance  

Items‟ 
number 

Risk aversion 0,734 0,867 Risk aversion 79,033 3 
Innovativity 0,740 0,785 Innovativity 48,329 6 
Brand 
consciousness 

0,594 0,517 Brand 
consciousness 

51,617 3 

Price 
consciousness 

0,687 0,732 Price 
consciousness 

55,925 4 

Convenience 
seeking 

0,605 0,576 Convenience 
seeking 

54,286 4 

Variety 
seeking 

0,650 0,694 Variety 
seeking 

62,245 3 

Impulsivity 0,783 0,800 Impulsivity 62,633 4 

 

Table 2 Group Statistics (Singles/married) 

Variable Civil status Mean Standard deviation 
Risk aversion 
 

Married 0.618 0.719 
Single -0.199 0.997 
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Innovativity Married -0.620 0.846 
Single 0.199 0.965 

Brand consciousness 
 

Married -0.521 1.121 
Single 0.168 0.898 

Price consciousness Married 0.847 0.843 
Single -0.273 0.889 

Convenience seeking 
 

Married -0.702 0.956 
Single 0.226 0.906 

Variety seeking Married -0.737 0.150 
Single 0.237 0.069 

Impulsivity Married -0.979 0.140 
Single 0.3315 0.063 

 

Table 3 Comparison of the means’ tests results for single and married  

 Levene‟s test of the equality of 
variances 

T test of the equality of averages 

F Sig. t Sig. (bilateral) 
Risk aversion 15.972 0.000 6.256 0.000 
Innovativity 1.874 0.173 -5.324 0.000 
Brand consciousness 6.635 0.011 -4.389 0.000 
Price consciousness 0.282 0.596 7.764 0.000 
Convenience seeking 0.949 0.331 -6.158 0.000 
Variety seeking 2.960 0.087 -6.529 0.000 
Impulsivity 5.825 0.017 -8.423 0.000 

 

Table 4 Results of the ANOVA for the variable “age” 

 F Significance 
Risk aversion 3.910 0.001 
Innovativity 3.331 0.004 
Brand consciousness 0.772 0.593 
Price consciousness 3.974 0.001 
Convenience seeking 2.971 0.009 
Variety seeking 3.010 0.008 
Impulsivity 3.447 0.003 

 

Table 5 Results of the ANOVA for the variable “Gender” 

 F Significance 
Risk aversion 0.773 0.381 
Innovativity 1.107 0.294 
Brand consciousness 3.037 0.083 
Price consciousness 0.317 0.574 
Convenience seeking 0.138 0.711 
Variety seeking 0.516 0.474 
Impulsivity 0.210 0.648 

 

Table 6 Results of the ANOVA for the variable “educational level” 

 F Significance 
Risk aversion 2.147 0.035 
Innovativity 2.131 0.037 
Brand consciousness 3.835 0.000 
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Price consciousness 1.568 0.140 
Convenience seeking 0.893 0.524 
Variety seeking 1.163 0.326 
Impulsivity 0.734 0.662 

 

Table 7 Results of the ANOVA for the variable “Income” 

 F Significance 
Risk aversion 4.054 0.004 
Innovativity 4.956 0.001 
Brand consciousness 1.890 0.115 
Price consciousness 6.190 0.000 
Convenience seeking 1.704 0.152 
Variety seeking 3.839 0.005 
Impulsivity 3.031 0.019 

 


