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Knowledge of consumer behaviour affects marketing strategy (Anderson et al, 2005)
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Zn information-processing rnachlne.. The simple five ph mer decision-making
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groduct choices, and 5 Post-purchase evaluation. (Solomon et al.,, 2010)

Recognition

Problem recognition is the first phase of consum

- iNg process. It arises when
Ces between thej

Information search is the step where bu

Yers are finding for more knowledge in a manner to
solve the recognized issue. To help them to make 3 right decision, consumers will look for
information from their surroundings. (Solomon et al., 2010)

i ken from the
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Choice
Product have to select one brand among after ﬁguring out "z,
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Even though the buying decision hag completed, consumers —
decisions. This is because they viant to feel convince about their selection and fO'CQr:]]? 2z
ca‘n ;orfe their issues of can satisfy the'nr ngeds. Jobber (2007) explained in pjs i M thay .__‘W.:-L_,
product and service is the main conclusion in post-purchase findings. Y that 4, e!a_._',’_:-':

Gender Difference
As studied many factors above out of all the factors that influence CONSuUmer don:
behaviour, one of the main factor is the gende_r. It refers to the social relaﬁan;'?sisn My,
responsibilities of male anq female, the expectations about their desires helg aboat]p; oles . c
aptitudes and similar behaviors of both male and female (femininity and masculinity) tha

change over ime and vary within and between cultures.

According to Mitchell and Walsh (2004), male and female approach for differen p,

they are likely to have different ways of liking and obtaining these. Gender has impﬂ,?,f”“{e;a
consumer behavior as the differences between men and vomen about their Expeclaﬁom s
need, life-style etc. reflect to their consumption behaviors (Akturan, 2009:66). vzt

Solomon et al (2010) give suggestions that, products are a kind of sex-typed or Unisexz/
Unisexual defines a product that takes on male or female characteristics. In simpler s-rs:
Barbie's for girls and hot vheels for boys. As per the socialization or upbringing of women 2
men, women are more likely to be internally focused and mostly talk as a way to connect and
relate to others, while men are likely to be externally focused and mostly view situations 25
problems to be resolved. They talk to brief others. This perception is just an observation znd
may have & lot of expulsions but expulsions do not abolish observations.

.ﬁ-a.

are ez

. Wemen are considered as being warm, expressive, compassionate, and understanding
(Broverman et al., 1972; Martin, 1987: Ruble, 1983; Williams & Best, 1990).

. People feel more positive towards viomen than men and also give more preference women than
men. (Eagly & Miadinic, 1989)

. This modern prototype of the differences between women and men are passively acknoviedged

by marketing specialists around the universe. Undoubtedly sex differences do exist not jus:
because of genetic reasons as men and women has, but are truly often due to cultura
fluctuations (Teather 1 995),

Now onwards every trader has realized this fact and so gender has become one of the major
factor and basis of separating a market place and targeting the consumers or buyers.

Differences in Problem Solving between Men and Women _—
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In & normal life everybody approaches the oblem with similar goals but with differ
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e tm.:l'azl with, Women are usually more worried about how problems are resolved ot feel the
same aé.g wom:mcblﬁrr lself. On the other hand most of the men are less worried and do
thanWomgp g \:OI € solving a problem. Mostly men approach the problems in a very rength.
competence. of ,re rI most men, §olwng a problem gives an opportunity to prove their s * he
problem ig going ms? ve', and their commitment to a relationship. For most of the Pe‘:lp in the pes!

esolve is not nearly ag important as solving it effectively and efficien y hority in 2

Possible manner, pme :
- Men h : . ut
Problem solving proc%s.aue @ tendency to dominate and 1o assume everything as their 2
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a research done by .Davis and Rigaux (1974) wi :
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cervices like home furnishing, appliances, grocery etc. whereas husbands wer afi prc? tui)s
ore dominant in the information search stage for male dominated products ﬁki eautg;ob?lese
elevision SEtS: ra?_ors.nmobﬂ}e phones etc. Difference between male and female has been
gentified as an impo ant factor in influencing information search and other meaningful
consumer behavior constructs (Putrevu 2001). Men and women consumers assess messages
in advertisements differently. g
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According to the French study with more than 700 adults (Helga, Karen, & Rosie ,2004) women
are much more stronger in purchasing involvement in compariso‘n to men particullariy in respect
of emotional lnvol\_re_rpent whereas men were high on efficiency and quaility. Block and Morwitz
(1999, pP- 361-2) initiate that the probability of a purchased product on a planned list was higher

for females than_ for mal_es. Women listed more objects of sentimental value, while men chose
more items relating to leisure and finances or of their need.

One distinct aspect of gender difference in purchasing decision is the factor of time. Men usually
tend to make their purchqsing decisions based on their immediate needs and how well the
product or service will satisfy needs in the present and into the immediate future. Long-term
applications seem to play little part for men. For women, however, this trend is almost reversed.
Frequently the long-term applications, and whether the purchase can be used again and again
over many times, may even be a stronger factor in the woman's purchasing decision than
immediate satisfaction. When the time comes to actually making the decision of purchasing,
women usually make purchase decisions on a more emotion level, while men go more with the
facts and data. In a study named, "Men Buy, Women Shop," researchers at Wharton's Jay H.
Baker Retail Initiative and the Verde Group, found that women react much more strongly than
men to personal interaction with sales representatives in respect of knowing about the product
and services. Men are more likely to respond to more functional aspects of the experience -
such as the availability of parking slots, whether the item they came to purchase is in stock, and
the length of the queue for checkout line.

Moreover, previous researches have shown that though gender plays a vital role there is

differential gender roles across products. Davis and Rigaux (1997) had done research on the

study of family decision-making roles. They found that there ar}e_three steps of decision raaku‘:\g
viz problem recognition; search for information; and final decision. They got to know that the
roles and relative influence of wives and husband differently based on decision-making stage
and product type (Wilkes, 1997; Moore-Shay and Wikie, 1998; Yavas etal. Vol

Further, as far as Post purchase behaviour research done on women and Een E:mgzir;%
€ @ man usually takes about 21 days to return an item if they nee '
N takes an average of 30 days to retuyrn the item she had purchased..Research also suggests tha
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