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Abstract

This paper aims at manifesting how gender differences can affect the buying behavior of
consumers in Bangladesh. Because of the divergent rearing-up pattern and dissimilar
socialization accompanied by many psychological, behavioral, biological factors, males and
females tend to depict varying types of behaviors in varying situations. Out of many factors
that can affect consumer purchase behavior, gender is the most significant factor to be
carefully weighed. Consumer behavior can be uttered as the combination of a customers’
attitudes, liking, desire, and decisions making regarding any products or services the
consumers intend to purchase. Men and women tend to behave differently while choosing
products or services not only in Bangladesh but also throughout the world. They consider
discrete shopping approaches, motivation, outlook, and rationalization when they are asked to
pick their favorite products. Women tend to spend much time shopping than men. A solid
approach for function can disappoint very rapidly. Marketers of Bangladesh face a huge
difference in selling products and services to a different gender. Promotional tools are used for
launching products for man head-on logic-based approaches and for females, it will be more
emotional or hedonic. However, the main objective of this study is to identify how gender
differences result in making dissimilar buying decisions and also investigating the underlying
factors that affect different gender to behave differently while making a purchase decision. By
reviewing the literature, several independent variables were found. The independent variables
were hedonic Factors: (Social needs, peer recommendation, good service loyalty, shopping
lovers, and sensitive buyers) utilitarian factors: (performance-oriented, brand loyalty, dislike
buying, price consciousness, functional benefits) whereas the dependent variable is the impact
of gender on the consumer purchase behavior in Bangladesh. However, a quantitative research
methodology has been taken to determine the extent to which gender divergent affects
purchase intention in the context of Bangladesh.

Keywords: Consumer Behavior, Gender-Specific Tendencies, Utilitarian Shoppers,
Hedonic Shoppers.

1. Introduction

Consumer behavior is a very arduous action to be understood. The consumer
behavioral motifs are affected by the sociological, psychological, and financial status
of the person making a shopping journey (lamb et al., 2013). It is interchangeably
known as shopping behavior. Marketers of Bangladesh make their decision
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depending on when, where, how, and why consumers make their shopping decisions.
Shopping behavior tends to vary highly from gender to gender. Marketers of
shopping goods of Bangladesh face difficulty in selling products to the different
genders. Study shows that men are more informative and strong in making shopping
decision and women are more emotional in making purchase decisions (Noble et al.,
2013). Savvy marketers of Bangladesh tend to differentiate the brain and psychology
of both genders and then attempt to sell goods. This paper investigates the effect of
gender differences on consumer purchase behavior in Bangladesh. It seeks to
discover if there are basic influences on making choices. Are they convinced by
magazines, television, or social media advertisements? Are they influenced by any
celebrity or friend in decision making? Or does their social life play a part? The male
mind tends to think separately from the female one. When the male mind consists of
many boxes separated from each other, the female mind is made up of a big ball
where everything is interconnected with each other which determines women tend to
remember things more frequently than men do (Borger et al., 2006). The woman's
mind is influenced by advertisements on TV, social media, or friends' or peers'
recommendations unlike men. Men see an advertisement in newspapers but very
rarely and don’t rely much on peer recommendations. They always try to utilize each
penny invested in a product and often go through the functional benefit as far as the
cost while making decisions. Most of the popular companies in Bangladesh as such,
Unilever Bangladesh (FMCG), Grameen phone Ltd, Ericsson (Telecom service
industry), Nestle Bangladesh (FMCG), Avery Dennison (Service Industry), Robi
(Telecom service industry) merely focus on gender differences while promoting their
products. Sales personnel tend to take different approaches to knock at the door of a
different gender. From reviewing the literature, the objectives of the study have been
formulated which are the significant differences between males and females in
purchase behavior, whether men are utilitarian and women are hedonic shoppers or
not. To conduct the study, quantitative research methodology has been used and both
male and female consumers are surveyed by using the same questionnaire to find out
the differences in their tendency to buy any product or services.

2. Literature Review

The study of consumer behavior explains how individuals, groups, services,
ideas, or experiences help consumers to choose products that satisfy their needs and
services Lakshmi, (2017). Even, Marketers often Value market segmentation based
on demographic information because it is often linked to consumers’ profiles, habits,
and behaviors (Lamb et al, 2015). Not only that, Consumers’ behavior explains how
consumers make buying decisions and how they use and dispose of purchased goods
and services Lind (2013). Even, men are loyal to brands and prefer the same brand
over a longer period but women are ready to switch if the other brands provide good
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service than the existing one when men are loyal to the brand, women are loyal to
good service Denny (2013). However, a wide variety of studies on gender behavior
states that men buy when women shop Wharton (2012). Also, According to Quan
(2011) women are likely to be satisfied with the best alternative products if they fail
to discover the same one Jenny Darroch (2011). Moreover, men are likely to shop by
destination and are looking for something very unique and specific but sadly they
don’t spend much time Peter (2011).

More often, at leisure, women are found browsing online shopping sites that makes
them do impulse purchases. But in contrast, when they're on the search for a particular
item, they are very much determined to find it than men Stephen (2010). Solomon (2010)
said that products are androgynous means gender-oriented. Gender familiarization
defines a product that is designed on masculine or feminine characteristics. Put simply,
Girls like barbie dolls boys prefer cars, hot wheels. Very commonly, men are rational
buyers they buy things that will be the most beneficial and cost-effective purchase for
them and they are considered to be a complete performance-oriented shopper known as
utilitarian buyers Rita Gomes (2010). Whereas females would love to test free samples
that the company sent them in the mail, men would immediately grab the same preferred
thing six to a dozen versions So, Males selectivity predict that they may hunt for products
less comprehensively than females and focus on fundamental information sources and
topics Meyers-Levy (2009).

Even, women are more shopaholic than men do. Women see going to the mall as
a social event and are more likely to shop as a team unlike men Quan (2008). So,
men dislike buying and women feel exotic about shopping Bishop (2008). Women
view shopping is a personal and human fashion and men treat it as a job to get it
done, the belief that the data available has implications for retailers marketing
policies and develop a more segmented approach for building and maintaining
loyalty among male and female customers also significant. Jennifer Waters (2007).
The study of interactions found that men love to read all the product-related pieces of
information, ingredients, expiry before purchasing an item unlike women Seock
(2007). In addition to that, women are emotional buyers and tend to purchase the
products by peer recommendation or salesperson’s influence that hits on the
emotional level of female buyers Gordan (2007). Even, Women prefer the thorough
search men want a very quick and comfortable process Jenny Darroch (2006).
Moreover, while shopping women are on an adventure, and men are considered to be
in a mission Merry (2006). Not only that, men and women differ in terms of buying
even a unisex product one prefers the performance other focuses on color, design,
outlook Roshan (2006). Moreover, one specific part of gender difference in the
purchase decision is the time factor. Men make their purchasing decisions based on
immediate needs and how the product or service will satisfy preferences right now
when long-term considerations seem to play a very little part for men Rudra (2005).
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It is clear from various literatures that, men are utilitarian buyers and women are
hedonic buyers Harry (2004). However, for women, this trend is almost varying and
frequently the long-term considerations are the focal point, and the frequent use of
the same product over time may even be a more value-added factor in the woman’s
purchasing decision than rapid and instant satisfaction Rosie (2004). For this reason,
women are found buying both necessary items and new luxury items often for a try
without thinking much about money but men are the buyer of necessary items only
Jordan (2003). When time and cost are the most important things for male buyers to
buy any products females tend to think less over cost and time because they consider
shopping as adventures. The study reveals that during the sabbatical, men want to go
for a tour, picnic, and party but women prefer shopping first during their leisure time
Scorch (2003). People usually make purchase decisions to satisfy their needs and this
purchase decision highly varies from gender to gender Sidin (2002). Sometimes, the
family members will have different roles to play when making purchase decisions but
females play a more pivotal role in doing shopping for their whole family than the
male partner Mansumitchai (2002). It is seen that women are easy to be convinced in
case of buying beauty or shopping items than men do Gobin (2002). Men manage
problems in a very discrete manner than women. Often, Shopping is recognized as
the creation of self-identity of men and women and that it is viable for a man to
simultaneously involve in consumer behavior and maintain his masculine identity
focusing on performance Ellen (2001). Often, with financial stability, men played a
vital role in the family and controlled the family expenditures and determined the
shopping list. Since emancipation, this has drastically changed, accompanied by the
greater numbers of women seeking university education and parity in employment
and financial control Putrevus (2001). Most often, Men prefer functionality and
Women prefer design Herror (2001). However, female customers are considered as
shopping-lovers when they get the time they spend over shopping but men are more
mission-oriented shoppers spend less money and time while shopping Danial (2001).
Men will tend to go to the most common cue while women will tend to comprehend
all information available females are more subjective, intuitive, comprehensive, and
emotional processing while men are logical, analytical, selective, and item-specific
and quick purchase processing Maheswaran (2001). For most men, problem-solving
presents an opportunity to convey their talents, their strength of resolve, and their
loyalty to a relationship and how they solve the problem is not nearly as important as
solving it effectively and in the best possible manner but alternatively, Men have a
tendency to dominate and having authority in a problem-solving process Kacen
(2000). Often, men and women should exhibit different searching patterns Mart
(2000). However, fashion codes and beauty standards are often preferred by females
than males while making purchase decisions De Grazia (1996). Not only that, female
buyers often believe peer recommendation more trustworthy source than
advertisements but men are likely to believe in TV advertisements. Also, functional
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benefits are more important for male buyers but female buyers want the features and
outlook to be very good and glamorous to pick the products (Sheth at el, 1991). In
case of purchase of a product, consumption has always been gendered and most of
the products made these days have a specific gender type, some have masculine
features and some have feminine features to them Mladinic (1989). Even, Men like
utility while buying a kit bag Women prefer color while buying a backpack that
identifies who is a hedonic buyer and who is a rational one Hansen, (1972).
Moreover, one specific aspect of gender difference in the purchase decision is the
factor of time. By reviewing the previous literature, it has been found that very little
research work has been done on the aspects of different characters of male and
female customers in buying any products and even the unisex products under the
market circumstances of Bangladesh. So, the study gap is to determine the significant
differences in males and females for making purchase decisions so that women are
proved to be as hedonic shoppers or not and men are justified as utilitarian or logic-
based shoppers that are established as study objectives too.

As far as the literature review is concerned, The Variables are classified into two
broad categories. They are Hedonic and utilitarian factors. In terms of shopping, Men
utilize logic which leads them to utilitarian shoppers whereas women are more
emotional in choosing things that delineate them as hedonic shoppers. However, all
ten variables under two broad categories are represented as the graph below.

2.1 Variables from the Literature Review:
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Fig: Hedonic and utilitarian factors affecting consumer purchase behavior.

3. Objectives of the Study

The overall objective of the study is to evaluate the impact of Gender on
consumer purchase behavior in Bangladesh. The specific objectives are.

1. To determine the significant differences in males and females for making
purchase decisions.

2. To find out whether women are hedonic shoppers or not.

3. To justify whether men are utilitarian or logic-based shoppers.
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4. Methodology of the Study
4.1 Research Design

Research is about finding information regarding a specific topic or problem. It is
also about analyzing and interpreting them Scammon (1995). There are several
research methods possible; among them, the quantitative research methodology is
used for the study to give enough clarity to delineate. According to the underlying
objectives of research study of “The impact of Gender on consumer purchase
behavior in Bangladesh”, Quantitative research methodology is used for the study.
So, the nature of the study is quantitative. Survey questionnaires have been
developed as an instrument to collect data.

4.2 Sample

Purposive non-probability sampling has been used because convenience sampling
chooses samples based on their convenient accessibility and proximity to the researchers
Guba (1997). As the study is generic, it is better to use Convenience sampling due to non-
availability of sampling frame. In order to test the theorized relationships, a questionnaire
survey of 370 respondents has been undertaken. 370 questionnaires were developed and
sent to respondents. Out of the 370 distributed questionnaires, 250 were returned, but
only 215 questionnaires were usable for analysis. So, the study has been analyzed based
on 215 responses from questionnaires. The target population of this study is male and
female shoppers shopping from both online and offline from the age group above 16. To
ensure wide cross section, students, professionals, shoppers found in shopping malls and
homemakers have been surveyed. They are equally divided by male and female. To
diversify, students from divergent streams like University of Dhaka, Jagannath
University, Jahangirnagar University, Dhaka City College, East West University, World
University have been surveyed.

4.3 Sampling Technique

Convenience sampling technique has been used as the nature of the study is
generic and also there is an absence of sampling frame. However, Sample size of the
study is 370 which are determined through convenience sampling.

4.4 Data Collection

Initially, data were collected from different professionals through online mode by
sharing Google doc link of questionnaire on Facebook and Gmail account randomly.
People of different professions are found by tracking their linkedIn profiles. Link of
Google doc questionnaire has been shared on linkedIn sites too. Online response was
very low and time consuming so that data collection has been shifted to offline mode
by distributing questionnaires to the professionals, students, housewives who are the
active shoppers and frequently shop from online. Questionnaires are also distributed
to shoppers by visiting different shopping malls in Dhaka City. A total of 370 self-
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administered questionnaires are distributed through personal visits. Some questions
are given to the halls of girls and boys of University of Dhaka. Students of some
private universities are also taken under the survey to find out more diversified
responses. Professionals are reached by sending emails.

4.5 Measures

The items of the questionnaire were measured on a five point Likert scale
ranging from 5(strongly agree) to 1(strongly disagree). Sample size of the study is
370 which are determined through convenience sampling. Primary data are collected
by preparing self-report questionnaires and send them to respondents. Different
diversified secondary data are also collected from several resources. Secondary data
sources include journals, internet browsing, publications, and articles. The main
instrument to find out the primary data from the respondents is questionnaire, 370
questionnaires were developed and sent to respondents. Among 250 returned
questionnaires, only 215 questionnaires were usable for analysis. So, the study has
been analyzed based on 215 responses from questionnaires. The overall work has
been conducted under strict supervision. SPSS software has been used to conduct the
Analyses. ANOVA, Regression analysis and factor analysis are used to find out the
significance of the study.

5. Findings and Discussions

The findings of the study are analyzed and represented by the statistical software
SPSS. Regression analysis, correlation analysis, factor analysis are used to show the
relationship between the impact of gender on consumer purchase behavior in
Bangladesh and the independent variables (social needs, sensitive buyer, good
service loyalty, shopping lovers, peer recommendation which mostly represent
hedonic characteristics and performance orientation, price consciousness, brand
loyalty, dislike buying, functional benefits which mostly carry utilitarian
characteristics) on the basis of which collected data are coded for analysis. The
findings of the study justify how much impactful the role of gender is in purchase of
any product and successfully define with logic that male are utilitarian shoppers and
female are mostly hedonic one.

Table 1: Regression Analysis and Model Summary

Model Summary
Model R R Square Adjusted R’ Std. Error of the Estimate
1 .816 775 707 .66606

a. (Predictors: (Constant), Social Needs, Sensitive Buyer, good Service Loyalty, Peer
Recommendation, Shopping lovers, Performance Orientation, Price Consciousness, Dislike
Busying, Brand Loyalty, Functional Benefit.)
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Model summery shows the value of R? = .775 which means there must be a
significant relationship between dependent and independent variables. Adjusted R
square =.707 that means if other exogenous variables which are not included in the
model are taken into account; the variation between them will be less. The SPSS
result of regression shows the dependent variables of the impact of gender on
consumer purchase behavior in Bangladesh is affected and defined 78% by the
independent variables (social needs, sensitive buyer, good service loyalty, shopping
lovers, peer recommendation, performance orientation, price consciousness, brand
loyalty, dislike buying, functional benefits).The value of standard error is also
significant that proves the study to be an effective way to find out the importance of
gender on consumer purchase behavior in Bangladesh.

Table 2: ANOVA

Sum of Squares Df Mean Squares F Sig
Regression 19.455 24 1.329 1412 .099
Residual 81.545 75 910
Total

Sum of squares measure how much variations are there in the model value. It
gives the estimation of variance. Here sum of squares 19.455 in regression shows that
the difference in each observation is not very high. The df is used to find out the
critical value of F. Mean square 1.329 and .910 indicate the estimated error of the
study which is also very low. At significant level of 0.05, the critical value from the
rules (K-1) / (n-k) is 1.99. But the F is 1.412 which is less than1.99. F < 1.99 has
been found. As the above analysis of variables show the significant relationship
between the dependent and independent variable.

Table 3: Correlation analysis: (showing the correlation between the female and
hedonic factors)

Sensitive| Good | Shopping Peer Social | Female
Buyer |Service| Lovers | Recommen- | Needs
Loyalty dation
Sensitive Buyer Pearson Correlation 1 .597 .662 .630 .613 | -.053
Sig. (2-tailed) .000 .000 .000 .000 .000 | .455
N 215 215 215 215 215 215
Good Service Loyalty |Pearson Correlation .597 1 .617 .570 517 | .256
Sig. (2-tailed) .000 .000 .000 .000 .000 | .000
N 215 215 215 215 215 215
Shopping Lovers Pearson Correlation .662 .617 1 .631 .611 | -.029
Sig. (2-tailed) .000 .000 .000 .000 .000 | .680
N 215 215 215 215 215 215
Peer Recommendation |Pearson Correlation .630 .570 .631 1 623 | -.128
Sig. (2-tailed) .000 .000 .000 . 000 .000 | .071
N 215 215 215 215 215 215
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Sensitive| Good | Shopping Peer Social | Female
Buyer |Service| Lovers | Recommen- | Needs
Loyalty dation
Social Needs Pearson Correlation .612 .539 .518 547 1 -.023
Sig. (2-tailed) .000 | .000 .000 .000 413
N 215 215 215 215 215 | 215
Female Pearson Correlation -.053 .256 -.029 -.128 -.023 1
Sig. (2-tailed) 455 | .000 .680 071 413
N 215 215 215 215 215 215

** Correlation is important at the amount of zero.01 (2 tailed)

a. Pearson Correlation — These numbers live the strength and direction of the
linear relationship between the 2 variables. The parametric statistic will vary from -1
to +1, with (-1) indicating an ideal correlation, (+1) indicating an ideal correlation,
and zero indicating no correlation in any respect. (A variable correlative with itself
can invariably have a parametric statistic of 1). Parametric statistic helps in deciding
the worth of 1 variable given a worth of different variable. From the tabular array of
the variables feminine and therefore the indulgent factors (social wants, sensitive
emptor, sensible service loyalty, and peer recommendation, searching lovers) have
correlation. The numerical description of however tightly round the fanciful line the
points lie is .0597. b. Sig. (2-tailed) — this can be the p-value associated with the
correlation. The note underneath the tabular array explains what the only and double
asterisks signify. ¢. N — There are a unit range of cases discovered within the
correlation. As a result, no information is missing during this information set, all
correlations were supported all 215 cases within the information set.

Table 4: Correlation: (showing the correlation between the male and the utilitarian factors)

Performance| Price Dislike | Brand | Functional | Male
lover conscious | buying |loyalty| boons
Sensitive Buyer Pearson Correlation 1 .597 .662 .630 .613 -.053
Sig. (2-tailed) .000 .000 .000 .000 .455
N 215 215 215 215 215 215
Price conscious Pearson Correlation .597 1 .617 .570 517 .256
Sig. (2-tailed) .000 .000 .000 .000 .000
N 215 215 215 215 215 215
Dislike buying Pearson Correlation .662 .617 1 .631 .611 -.029
Sig. (2-tailed) .000 .000 .000 .000 .680
N 215 215 215 215 215 215
Brand loyalty Pearson Correlation .630 .570 .631 1 .623 -.128
Sig. (2-tailed) .000 .000 .000 .000 .071
N 215 215 215 215 215 215
Functional boons Pearson Correlation .612 .539 .518 .547 1 -.023
Sig. (2-tailed) .000 .000 .000 .000 413
N 215 215 215 215 215 215
Male Pearson Correlation -.053 .256 -029 | -.128 -.023 1
Sig. (2-tailed) 455 .000 680 | .071 413
N 215 215 215 215 215 215

**correlation is significant at the level of .01 (2 tailed)
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The same correlation result takes place while comparing the correlation between
male variable and therefore the utilitarian factors (performance orientation, value
consciousness, brand loyalty, dislike shopping for, purposeful benefits). The table
represents high correlation. Each correlation results considerably show however the
hedonic factors correlate with feminine variable and Utilitarian factors correlate with
feminine variable.

Table 5: (KMO and Bartlett’s Test)
KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.® 934
Bartlett's Test of Sphericity” Approx. Chi-Square 8676.712
df 66
Sig. .000

a. Kaiser-Meyer-Olkin Measure of Sampling Adequacy — This action highly varies between 0 and
1, and values near to 1 are better. 0.6 value is a suggested as minimum.

b. Bartlett’s Test of Sphericity — This counts that the correlation matrix is an identity matrix.
Diagonal elements are 1 in an identity matrix and all off diagonal elements are 0 which
corroborates the relationship between dependent and independent variables.

Brought together, these tests provide a minimum established standard which

should be passed before a factor analysis (or a principal component analysis) should
be conducted.

Factor Analysis

Factor analysis is employed to indicate that factors are additional impactful on
the acquisition behaviors variations between male and feminine. A statistical method
that is used to proscribe differences among observed, correlated variables in terms of
a potentially limited number of unobserved variables called factors. Factor analysis
aims at finding for mixed variations with respect to unobserved latent variables.
Factor analysis aims to find independent latent variables.

Table 6: Factor analysis: (Communalities)

Communalities
Initial Extraction
Social Needs 1.000 513
Sensitive Buyers 1.000 720
Good Service Loyalty 1.000 .615
Shopping Lovers 1.000 .629
Peer Recommendation 1.000 973
Performance Orientation 1.000 973
Price Consciousness 1.000 910
Brand Loyalty 1.000 .810
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Communalities

Initial Extraction
Functional Benefits 1.000 429
Dislike Buying 1.000 .860

The Impact of Gender on
Consumer Purchase
Behavior in Bangladesh 1.000 .821

Extraction Method: Principal
Component Analysis

a. Communality is the portion of each variable's variance that Principal
components analysis expresses. It is also pointed as h? and can be also defined as the
sum of squared factor loadings. b. Initial - the first value of the communality in a
principal components analysis is 1. ¢. Extraction - The measures in this column
indicate the proportion of each variable's variance that can be exemplified by the
principal components. Variables with strong values are well represented in the
common factor space, while variables with low values are not well presented. (In this
table, there are not that kind of low values.) counts on the diagonal of the reproduced
correlation matrix. Peer recommendation, shopping lovers, performance orientation,
price consciousness, dislike buying, brand loyalty, functional benefits and the impact
of gender on the consumer purchase behavior in Bangladesh tend to have higher
value. The number of saved components. One can find these counts on the diagonal
of the reproduced correlation matrix. Peer recommendation, shopping lovers,
performance orientation, price consciousness, dislike buying, brand loyalty,
functional benefits and the impact of gender on the consumer purchase behavior in
Bangladesh tend to have higher value.

Table 7: Total Variance Explained

Total Variance Explained
a Initial Eigenvaluesb Extraction Sums of Squared Loadingsf
Component p - ] - s - -

Total® | % of Variance™ | Cumulative %° | Total |%o of Variance | Cumulative %

1 6.249 52.076 52.076| 6.249 52.076 52.076

2 1.229 10.246 62.322| 1.229 10.246 62.322
3 719 5.992 68.313
4 .613 5.109 73.423
5 561 4.676 78.099
6 .503 4.192 82.291
7 471 3.927 86.218
8 .389 3.240 89.458
9 .368 3.066 92.524
10 .328 2.735 95.259
11 317 2.645 97.904

Fig: Extraction Method of Principal Component showing the total variable explained in the
study.
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This matrix contains the loadings of each variable onto each factor. By default
SPSS portrays all loadings; however, we know that all loadings less than 0.4 be
suppressed in the output. So, there are blank spaces for many of the loadings. At this
stage SPSS has extracted four factors. Factor analysis is an exploratory tool and so it
should be used to guide the researcher to make various decisions. One important
decision is the number of factors to be extracted. By Kaiser's criterion we should
extract four factors and this is what SPSS has done. The above justification proves
the significance of the study by strengthening the relationship between dependent
variable and independent variables.

Table 8: Component matrix

Component matrix
Component
1 2 3 4
Social Needs 528 .031 -114 431
Sensitive Buyers .083 .052 .256 523
Shopping Lovers -.536 .298 .363 361
Peer Recommendation 617 436 -134 -177
Good Service Loyalty -210 .939 -.063 -.016
Performance orientation -.220 979 -.062 -.017
Functional Benefits .889 116 .315 -.050
Price Consciousness 877 .079 -.101 195
Dislike Buying -.234 -.039 421 419
Brand Loyalty .089 -.040 -.762 516

Extraction Method: Principal Component Analysis.
a. 4 components extracted.

Component - Many components are extracted during PCA. As there are
variables that are put into it. In our table, we used eleven variables (so we have 11
components. b. Initial Eigen values — the variances of the PCA are Eigen values.
Because we did our principal components analysis on the correlation matrix, the
variables are purely standardized, which means that each variable has a variance of 1,
and the total variance is equivalent to the number of variables used in the analysis, in
this case, 11. c. Total — The total entitled column consists of the Eigen values. The
first component will always show the highest Eigen value and the next component
will account for as much of the left-over variance as it can, and so on. So, each
consecutive component will account for less amount of variance. d. % of Variance -
This column contains the % of variance explained by each principal component. e.
Cumulative % - This column contains the cumulative percentage of variance
accounted for by the current and all previous principal components. For example, the
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third row shows a value of 68.313. This means that the first three components
together represent 68.313% of the total variance. f. Extraction Sums of Squared
Loadings - The three columns of this half of the table exactly produce the values
given on the same row on the left side of the table. The number of rows displayed on
the right side of the table is determined by the number of principal components
whose Eigen values are 1 or above.

6. Conclusion

This study was developed to grasp “The impact of gender on shopper purchase
behavior in the People's Republic of Bangladesh. From reviewing the literature, 3
core objectives are found those area units are vital variations between gender in
creating shopping for choices, girls area units are hedonistic shoppers and men area
units are the utilitarian shoppers. The study objectives tend to administer ten factors
and eleven variables. The freelance variables area units are social wants, sensitive
customer, sensible service loyalty, searching lovers, peer recommendation that
largely represent hedonistic characteristics and performance orientation, worth
consciousness, complete loyalty, dislike shopping for, useful edges that largely carry
utilitarian characteristics) and also the variable quantity ‘the impact of gender on
shopper purchase behavior in the People's Republic of Bangladesh’. The result's vital
purpose is to show the seventy-eight impact of independent variables on the variable
quantity and every one the results of the correlational analysis area unit in favor.
shoppers became choosey and tightened day by day and marketers ought to trust
gender variations whereas merchandising any product in the People's Republic of
Bangladesh. Girl's area units are the emotional shoppers and that they switch among
completes simply however men area units are logic-based shoppers and tend to be
brand loyal. Girls see and believe microorganism advertisements over men do.
Literature review and diverse previous studies have unconcealed that vital variations
lie between male and feminine whereas creating purchase choices. A similar
conclusion is drawn within the current study, additionally, a direct correlation has
been found between all the variables. The study principally focuses on the gender
variations in creating shopping for choices in the People's Republic of Bangladesh
and this facet is focused on the study.
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