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ABSTRACT
Family purchase decisions are mostly affected by gender. This paper focuses on men and women approach towards
family purchases. The categories of products covered under study are food & grocery, cleaning products, electronic
equipments, medicines, childcare products, furniture, and cloths. This paper is mainly analysed and compare shopping
parameters which are considered by men/women while purchasing. Author identified dissimilar parameters for men and
women. It was observed that compare to females; males prefer to visit different websites to check the reviews of
product/services. It was also observed that male and female have common reasons for selection of online mode of
shopping and offline mode of shopping.
KEYWORDS: Gender, Family Purchase & Online/Offline Mode of Shopping

INTRODUCTION
Family purchase: According to Alderson (1965) family purchase mostly influenced by wife as the principal family
purchasing agent. The research on family purchases has been primarily focused on husband and wife influence.
(Centers at al, 1971; Heer, 1963; Rollins, 1936; Safilios, 1970; Schleisinger, 1962). This research also centred on the
effect of gender (men and women) on family purchases.
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Gender: Becker (1965) considered family a “small factory” that consumes goods. Risman (1998) concluded
that a family is a gender factory. Therefore, understanding gendered differences in consumption of goods vary and
hence purchasing also.Ferber and Birnbaum (1980) observed that women are more serious about family purchases
than men.Sussman(1993) observed that housework predominated by women and men spend more time with their
children. Gentry and Commuri (2003)explain how gender differences have been observed in terms of household
production and consumption behaviours.
Family purchase: Levy and Lee, 2004 consider family is the most important decision making and
consumption unit. Therefore purchasing would be the collective than individual decision.
Williams and Burns, 2000 explain that every members in the family is important while purchasing any
category of products. Lee and Collins (2000) disputed that conflicts are observed during family purchase decision
because of their varied preferences.
Online/offline mode of shopping: Sarkar and Das (2017) identify that the main issue arise to consumer is
which mode of shopping (online or offline) to choose while purchasing any category of products. Customers drive
the market.Wang et al., 2013 urged that online channels have different advantages than offline channels.
Brynjolfsson and Smith (2000) and Clay, Krishnan, and Wolff (2001) identify that merchandise prises are dropped
drastically due to online channels. Degeratu and Rangaswamy (2000), explains that consumer buying process will

www.tjprc.org

SCOPUS Indexed Journal

editor@tjprc.org

11328

Dr. Hemant J. Katole

remain same for both online and offline mode of shopping and major difference would be shopping environment and
marketing communication.

LITERATURE REVIEW
According to Kolyesnikova, N., Dodd, T. and Wilcox, J. (2009), female purchase behavior are influenced because of
obligations while gratitude for male.Mann, M. and Liu-Thompkins, Y. (2019), revealed that imagination can enhance
purchase behavior of female customer and have negative impact on male customer.Chiu, Y., Lin, C. and Tang, L. (2005),
conclude that gender preference for selecting online purchase is different. Online personal security influence purchase
intention of male consumer while online ease of purchasing for female consumers.Barber, N., Dodd, T. and Kolyesnikova,
N. (2009), Source of Information are different for males and females as per purchase confidence and internal
knowledge.Nieves-Rodriguez, E., Perez-Rivera, M., Longobardi, T. and Davis-Pellot, J. (2017), influence of culture
specially seasons and special occasions on gender change the purchase behavior of apparel.Pradhan, D., Kapoor, V. and
Moharana, T. (2017), this study conclude that celebrity personality has a positive impact on user personality. Remaud, H.
and Forbes, S. (2012), gender has moderate impact on wine purchase decision. Across globe both gender are using same
parameters while purchasing wine.Hazari, S. (2018), prediction of purchasing sport material as a result of considering a
social media advertisement is gender followed by playing actual sport.Ferraris, A., Giudice, M., Grandhi, B. and Cillo, V.
(2019), researchers identify positive impact between the perception of cause related marketing and gender specially related
with goal achievement and brand fit.Atulkar, S. and Kesari, B. (2018), the result shows that the gender moderates the
association between consumer traits and situational factors with impulse buying.Maurer Herter, M., Pizzutti dos Santos, C.
and Costa Pinto, D. (2014), the results show that positive emotions increase urge of shopping for men and that negative
emotions reduce urge of shopping for women. Handarkho, Y. (2020), study reveals that gender and occupation were
significant impact on intention to purchase.Nikhashemi, S. and Valaei, N. (2018), this study shows that the effect of brand
personality and functional congruity is different across gender groups.Lee, H. and Lee, S. (2010),the mobile services most
and least were similar across the gender, however male showed a higher use of mobile services.
RESEARCH QUESTIONS
Researcher aimed to examine the impact of men and women on family purchase. From the literature review, researcher
identifies and responds the following research questions,
•

Who (male/female) demographic wise prefer to visit different websites and check the reviews of products/services
before making the final purchase decision?

•

What factors are consider by male and female for monthly spending on shopping? And whether there is any
gender opinion difference between these factors?

•

What factors are considered by male and female to choose online and offline mode of shopping? And whether
there is any gender opinion difference between these factors?

RESEARCH METHODOLOGY
An online survey through google form was carried out to collect primary data. Online survey was appropriate for this study
because it reachedlarge audience and with their convenience they completing the questionnaire (Katole, 2019; Neuman,
2004; Ha H. & Coghill K, 2008). Online survey was most efficient method of primary data collection because it saves time
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and money both with accuracy of data (Lokken et al., 2003). Also, respondents did not disclose their identity. The secrecy
of respondents improve the trustworthiness of primary data collected (Mehta &Sivadas, 1995; Kent & Lee, 1999; Gunn,
2002; Ilieva et al.,2002; Archer, 2003; Parker et al., 2004; Katole, 2011).Online survey necessarily answer each question
before continuing to the next question hence no missing data occurred in this study (Saunders et al., 2003; Veal, 2005).
Additionally, online surveypermitted the responses to be storedautomatically in prescribed format nourished into SPSS
software. For data analysis researcher conduct descriptive statistics. And for hypothesis testing was completed through chi
square test and multiple regression test.

FINDINGS AND DISCUSSIONS
The subsequentsection confersand analyse demography and hypothesis testing.
Demography
The demography of the respondents is shown in table 1, One thousand four hundred and one valid responses were
received. 59 per cent of the respondents are male and 41 per cent are female.
Table 1: Sample Demographics
Parameter(s)
% (n = 1401)
Gender
Male
Female
Age (years)
18-24
25-40
41-60
61 and above
Occupation
Students
Employed
Unemployed
Business
Family annual income (in INR)
1-5 lakh
6-10 lakh
11 lakh and above
Who generally does shopping for home?
Male
Female
Frequency of shopping
Daily
Weekly
Monthly
Monthly spending on shopping (in INR)
1000-5000
5001-10000
10001-20000
20001 and above
Do you visit different website before
making the final purchase decision?
Yes
No
Source: survey data
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Majority of respondents were belonging to 25-40 age group and 54 per cent were employed. This shows that the
respondents areadult totake theirown decisions. Data also shows that 43 per cent of the respondents have 6 – 10 lakh as
family annual income.59 per cent male respondents were generally does shopping for home and 48 percent respondent
were done shopping on monthly basis. 67 percent respondents were spending Rs. 1000-10000 monthly for shopping for
home purpose. 68 percent respondents were visited different websites before making the final purchase decision.
Hypothesis Testing
Hypothesis 1: Compare to females, males prefer to visit different websites to check the reviews of product/services.
Table 2: Chi Square Test
χ2
p-Value Male %
Gender Vs visit website 12.081
0.001
72

Age
18-24
25-40
41-60
61 and
above

Female %
63

Table 3: Age, Occupation and Income wise Association of Male Gender who Visit
Different Website to Check the Reviews of Products/Services
pppχ2
Accept/Reject Occupation χ2
Accept/Reject
Income
χ2
Value
value
value
5.159 0.027 Accept
Student
0.031 0.859 Reject
1-5 Lakh 5.165 0.023
1.285 0.328 Reject
Employed 5.795 0.016 Accept
6-10 Lakhs 3.083 0.049
0.8900.852 Reject
Unemployed 0.1180.731 Reject
11 lakhs and
3.083 0.256
above
2.3100.046 Accept
Business
4.3700.037 Accept

Accept/Reject
Accept
Accept
Reject

From table 2, researcher observed significant association between gender and their perception on actual visit of
different website to check the reviews of products/services (χ2=12.081, p=0.001<0.05). Now to know the exact association
between these variables, researcher observed that as compared to female respondents (63%), male respondents (72%) are
actually visit different websites to check the reviews of products/services. Hence researcher concludes that compare to
females, males prefer to visit different websites and check the reviews before making the final purchase decision. Further
researcher performs demographic analysis specially age, occupation and income of respondents in Table 3. From Table 2,
it was observed that age group 18-24 (χ2=5.159, p=0.027) and 61 and above (χ2=2.310, p=0.046) are significantly
associated. As per occupation, employed persons (χ2=5.795, p=0.016)and businessman (χ2=4.370, p=0.037) are
significantly associated. As per income, 1-5 lakh (χ2=5.165, p=0.023) and 6 to 10 lakh (χ2=3.083, p=0.049) are
significantly associated. Hence researcher observed that gender wise males are more prominent to visit different websites
and check the reviews of products/servicesbefore making the final purchase decision.So product information and their
reviews need to be present online, hence marketing manager prepare a marketing strategy. Hence they should know the
exact targeted customer. As per the analysis, researcher suggests that they should prepare two different marketing strategy
based on two targeted customer. First targeted customers would be males with age 18-24 yearswho are recently employed
or started their own business and having income below 10 lakhs. And second targeted customer would be males with age
61 and above years, who would be either retired or having their own business whose income would be below 10 lakhs.
Hypothesis 2: Monthly spending by Females on shopping mainly depends on convenience of shopping centres
followed by information given by sales advisor, availability of product category and availability of branded product.
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Table 4: Regression Equation Coefficientsa,b
Unstandardized CoefficientsStandardized Coefficients
Model
t Sig.
B
Std. Error
Beta
(Constant)
1.239
.199
6.218 .000
Price of product
-.027
.050
-.032
-.534 .594
Convenience of shopping centres .154
.059
.175
2.616 .009
Online Review of product
.015
.052
.017
.295 .768
Referral through others
.068
.054
.072
1.246 .213
Offers and discounts
.048
.051
.057
.952 .341
Availability of product category
-.098
.047
-.118
-2.067 .039
Advertising of product
-.041
.053
-.044
-.768 .443
Customer Service by malls
.016
.054
.018
.296 .767
Quality of product
.066
.059
.074
1.120 .263
Previous Product Experience
.077
.057
.085
1.367 .172
Performance of Sales Advisor
.107
.053
.118
2.023 .044
Availability of Branded products -.093
.047
-.106
-1.994 .047
a. Dependent Variable: Monthly spending on shopping
b. Selecting only cases for which Gender of Responses = Female
From table 4 regression equation coefficient, researcher revels that the significant factors impacting monthly
spending on shopping by females are convenience of shopping centres, availability of product category, performance of
sales advisor and availability of branded products.The linear regression equation model is as follow,
Monthly spending on shopping by females = 1.239 + 0.175 convenience – 0.118 availability + 0.118 sales advisor
- 0.106 brand
From this regression equation, it can be concluded that monthly spending on shopping by females are positively
affected by convenience of shopping centre and performance of sales advisor while negatively affected by availability of
product category and availability of branded products.
Hypothesis 3: Monthly spending by Males on shopping depends on past experience of product followed by online
reviews and advertising of product.
Table 5: Regression Equation Coefficientsa,b
Unstandardized CoefficientsStandardized Coefficients
Model
t Sig.
B
Std. Error
Beta
(Constant)
1.608
.172
9.350 .000
Price of product
.019
.039
.023
.477 .634
Convenience of shopping centres .018
.048
.021
.382 .703
Online Review of product
-.121
.045
-.140
-2.693 .007
Referral through others
.035
.043
.039
.817 .414
Offers and discounts
.061
.041
.073
1.472 .142
Availability of product category
-.074
.037
-.094
-1.970 .049
Advertising of product
-.081
.040
-.093
-2.008 .045
Customer Service by malls
.033
.043
.038
.753 .452
Quality of product
-.028
.049
-.033
-.572 .567
Previous Product Experience
.199
.048
.235
4.142 .000
Performance of Sales Advisor
.012
.036
.014
.328 .743
Availability of Branded products
.004
.036
.005
.112 .911
a. Dependent Variable: Monthly spending on shopping
b. Selecting only cases for which Gender of Responses = Male
From table 5 regression equation coefficient, researcher revels that the significant factors impacting monthly
spending on shopping by males are online reviews of product, availability of product category, advertising of product and
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previous product experience.The linear regression equation model is as follow,
Monthly spending on shopping by males = 1.608 - 0.140 online review – 0.074 availability - 0.081advertising +
0.199 previous product experience
From this regression equation, it can be concluded that monthly spending on shopping by males are positively
affected by previous product experience while negatively affected by online reviews, availability of product category and
advertising of product.
Hypothesis 4: There is significant association between gender reasons for selecting online shopping

S.
No.
1
2
3
4
5
6
7

Table 6: Chi Square Test between Gender & Reasons for Selecting Online Shopping
pAccept/Reject
Hypothesis
χ2
Value
Hypothesis
There is significant association between gender and preference of
8.428 0.004 Accept
online shopping because of Payment security
There is significant association between gender and preference of
6.239 0.012 Accept
online shopping because of free delivery of product
There is significant association between gender and preference of
8.048 0.005 Accept
online shopping because of trust
There is significant association between gender and preference of
0.256 0.613 Reject
online shopping because of fast refund policy
There is significant association between gender and preference of
1.993 0.158 Reject
online shopping because of availability of product
There is significant association between gender and preference of
4.264 0.039 Accept
online shopping because of quick delivery
There is significant association between gender and preference of
0.677 0.411 Reject
online shopping because of virtual understanding of product
From table 6, researcher observed significant association between gender and reasons for selecting online

shopping which specifically include payment security (χ2=8.428, p=0.004<0.05 ), free delivery of product (χ2=6.239,
p=0.012<0.05), trust on e retailer (χ2=8.048, p=0.005<0.05), and quick delivery of product (χ2=4.264, p=0.039<0.05).It
means that a specific gender either male or female buy online because of these reasons. Reasons of buying online due to
payment security (62% male > 54% female), free delivery of product (71% male > 64% female) and trust on e-retailer
(59% male > 51% female) are valid to male as gender. And reason of buying online due to quick delivery (68% female >
62% male) is valid to female as gender. Further researcher observed no significant association between gender and reasons
for selecting online shopping which specifically include refund policy (χ2=0.256, p=0.613>0.05), availability of product
(χ2=1.993, p=0.158>0.05) and virtual understanding of product (χ2=0.677, p=0.411>0.05).It means both the gender (male
and female) have these common reasons for selection of online shopping. Hence researcher partially accepts the hypothesis
for payment security, free delivery of product, trust on e-retailer and quick delivery.
Hypothesis 5: There is significant association between gender and reasons for selecting offline shopping
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Table 7: Chi Square test between Gender & Reasons for Selecting offline Shopping
pAccept/Reject
Hypothesis
χ2
Value
Hypothesis
There is significant association between gender and preference of offline
2.296 0.130 Reject
shopping because of Payment security
There is significant association between gender and preference of offline
3.556
0.05
Accept
shopping because of free delivery of product
There is significant association between gender and preference of offline
0.000 0.991 Reject
shopping because of trust
There is significant association between gender and preference of offline
2.734 0.098 Reject
shopping because of fast refund policy
There is significant association between gender and preference of offline
1.629 0.202 Reject
shopping because of availability of product
There is significant association between gender and preference of offline
4.318 0.038 Accept
shopping because of quick delivery
There is significant association between gender and preference of offline
0.474 0.491 Reject
shopping because of touch and feel of product
From table 7, researcher observed significant association between gender and reasons for selecting offline

shopping which specifically include quick delivery of product (χ2=4.318, p=0.038 ) and free delivery of products
(χ2=3.556, p=0.05). It means that a specific gender either male or female buy offline because of this reasons. Reasons of
buying offline due to free delivery (70% female > 61% male), quick delivery (68% female > 63% male) are valid to female
as gender.Further researcher observed no significant association between gender and reasons for selecting offline shopping
which specifically include payment security (χ2=2.296, p=0.130), trust on e-retailer (χ2=0.000, p=0.991), refund policy
(χ2=2.734, p=0.098), availability of product (χ2=1.629, p=0.202) and actual touch and feel of product (χ2=0.478, p=0.491).
It means both the gender (male and female) have these common reasons for selection of offline shopping. Hence researcher
partially accepts the hypothesis for free delivery of product and quick delivery of product.

CONCLUSIONS
This paper has focused on gender issues in family purchase, with much emphasis being placed on household concerns.
Overall this research has generated new insights into the nature of gender behaviour on family purchase. The research
generated the interested data and analysed it. Researcher concludes that gender wise males are more prominent to visit
different websites and check the reviews of products/services before making the final purchase decision. Monthly spending
on shopping by females are positively affected by convenience of shopping centre and performance of sales advisor while
negatively affected by availability of product category and availability of branded products. Monthly spending on shopping
by males are positively affected by previous product experience while negatively affected by online reviews, availability of
product category and advertising of product. Researcher observed significant association between gender and reasons for
selecting online shopping which specifically include payment security, free delivery of product, trust and quick delivery.
Researcher observed significant association between gender and reasons for selecting offline shopping which specifically
include quick delivery of product and free delivery of products.
REFERENCES
1.

Alderson, Wroe, (1965) Dynamic Marketing Behavior: A Functionalist Theory of Marketing. Homewood, Ill.: Richard D.
Irwin. Archer, T.M. (2003). Web-based surveys. Journal of Extension, 41, 1-5.

www.tjprc.org

SCOPUS Indexed Journal

editor@tjprc.org

11334

Dr. Hemant J. Katole

2.

Atulkar, S. and Kesari, B. (2018), "Role of consumer traits and situational factors on impulse buying: does gender
matter?",International

Journal

of

Retail

&

Distribution

Management,

Vol.

46

No.

4,

pp.

386-405.

https://doi.org/10.1108/IJRDM-12-2016-0239
3.

Barber, N., Dodd, T. and Kolyesnikova, N. (2009), "Gender differences in information search: implications for retailing",
Journal of Consumer Marketing, Vol. 26 No. 6, pp. 415-426. https://doi.org/10.1108/07363760910988238

4.

Becker, Gary S. (1965). “A Theory of the Allocation of Time.” Economics Journal 76 (299): 493-517.

5.

Brynjolfsson, Erik, Michael D. Smith.( 2000). Frictionless commerce? A comparison of Internet and conventional retailers.
Management Sci. 46, 4563–585.

6.

Centers, Richard, Bertram H. Raven, and AroldoRodri- gues. (1971) "Conjugal Power Structure: A Re-examination,"
American Sociological Review, 36, 264

7.

Chiu, Y., Lin, C. and Tang, L. (2005), "Gender differs: assessing a model of online purchase intentions in e‐tail service",
International

Journal

of

Service

Industry

Management,

Vol.

16

No.

5,

pp.

416-435.

https://doi.org/10.1108/09564230510625741
8.

Degeratu, A., Arvind Rangaswamy, J. Wu. (2000). Consumer choice behavior in online and traditional supermarkets: The
effects of brand name, price, and other search attributes. Internat. J. Res. in Marketing 17, 155–78

9.

Ferber, Marianne and Bonnie Birnbaum (1980), "One Job or Two Jobs?" Journal of Consumer Research 7 (December): 263271.

10. Ferraris, A., Giudice, M., Grandhi, B. and Cillo, V. (2019), "Refining the relation between cause-related marketing and
consumers purchase intentions: A cross-country analysis", International Marketing Review, Vol. ahead-of-print No. ahead-ofprint. https://doi.org/10.1108/IMR-11-2018-0322
11. Gentry and Commuri. 2003, “Review of Literature on Gender in the Family”, Academy of Marketing Science Review, January
2003.
12. Gunn, H. (2002). Web-based surveys: changing the survey process. First Monday, 7(12), 1-14.
13. Ghumaan, GURDEEP KAUR, and PAWAN KUMAR Dhiman. "Impact of public distribution system on BPL families an
analysis of Punjab." International Journal of Business Management & Research 4.2 (2014): 125-134.
14. Ha H. & Coghill K. (2008). Online shoppers in Australia: dealing with problems. International Journal of Consumer Studies,
32, 5-17
15. Hasan, Haslinda, Amran Harun, and MohdShaffran Zainal Rashid. "Factors influencing online purchase intention in online
brand." International Journal of Business Management & Research 5.5 (2015): 63-72.
16. Handarkho, Y. (2020), "Impact of social experience on customer purchase decision in the social commerce context", Journal
of Systems and Information Technology, Vol. ahead-of-print No. ahead-of-print. https://doi.org/10.1108/JSIT-05-2019-0088
17. Hazari, S. (2018), "Investigating social media consumption, sports enthusiasm, and gender on sponsorship outcomes in the
context of Rio Olympics", International Journal of Sports Marketing and Sponsorship, Vol. 19 No. 4, pp. 396-414.
https://doi.org/10.1108/IJSMS-01-2017-0007
18. Heer, David M. (1963) "The Measurement and Bases of Family Power: An Overview," Journal of Marriage and Family
Living, 25, 133-9

Impact Factor (JCC): 8.8746

SCOPUS Indexed Journal

NAAS Rating: 3.11

“Impact of Gender on Family Purchases in India”

11335

19. Ilieva, J., Baron, S. & Healey, N. (2002). Online surveys in marketing research: pros and cons. International Journal of
Market Research, 44, 361-376.
20. Katawetawaraks, C., & Wang, C. H. (2013). Online Shopper Behavior: Influences of Online Shopping Decision. Asian Journal
of Business Research, 1(2), 66-74.
21. Katole, H.J. (2019), Dispute resolution of online shoppers in India, Academy of Marketing Studies Journal, Volume 23, Issue
3, 1-15
22. Katole, H.J. (2011). A study of problems & prospects of internet retailing in India. International Journal of Research in
Commerce, IT & Management. 1(3), 114-117.
23. Kent, R. & Lee, M. (1999). Using the Internet for market research: a study of private trading on the Internet. Journal of the
Market Research Society, 41, 377-386.
24. Kolyesnikova, N., Dodd, T. and Wilcox, J. (2009), "Gender as a moderator of reciprocal consumer behavior", Journal of
Consumer Marketing, Vol. 26 No. 3, pp. 200-213. https://doi.org/10.1108/07363760910954136
25. Lee CKC, Collins BA. (2000). Family decision making and coalition patterns. European Journal of Lee, H. and Lee, S. (2010),
"Internet vs mobile services: comparisons of gender and ethnicity", Journal of Research in Interactive Marketing, Vol. 4 No. 4,
pp. 346-375. https://doi.org/10.1108/17505931011092835
26. Levy DS, Lee CKC. (2004). The influence of family members on housing purchase decisions. Journal Lokken, S.L., Cross,
G.W., Halbert, L.K., Lindsey, G., Derby, C. & Stanford, C. (2003) Comparing online and non-online shoppers. International
Journal of Consumer Studies, 27, 126-133.
27. Mann, M. and Liu-Thompkins, Y. (2019), "Shopping online? The role of imagination and gender", European Journal of
Marketing, Vol. 53 No. 12, pp. 2604-2628. https://doi.org/10.1108/EJM-04-2018-0226 Marketing 34(9/10): 1181–1198.
28. Maurer Herter, M., Pizzutti dos Santos, C. and Costa Pinto, D. (2014), "“Man, I shop like a woman!” The effects of gender
and emotions on consumer shopping behaviour outcomes", International Journal of Retail & Distribution Management, Vol.
42 No. 9, pp. 780-804. https://doi.org/10.1108/IJRDM-03-2013-0066
29. Mehta, R. &Sivadas, E. (1995). Comparing responses rates and response content in mail versus electronic mail surveys.
Journal of the Market Research Society, 37, 429-440.
30. Neuman, L.W. (2004). Basics of Social Research: Qualitative and Quantitative Approaches. Pearson, Boston, New York, San
Francisco.
31. Nieves-Rodriguez, E., Perez-Rivera, M., Longobardi, T. and Davis-Pellot, J. (2017), "Culture and gender’s role in apparel
purchasing

patterns",

Journal

of

Fashion

Marketing

and

Management,

Vol.

21

No.

1,

pp.

16-32.

https://doi.org/10.1108/JFMM-04-2016-0032
32. Nikhashemi, S. and Valaei, N. (2018), "The chain of effects from brand personality and functional congruity to stages of brand
loyalty: The moderating role of gender", Asia Pacific Journal of Marketing and Logistics, Vol. 30 No. 1, pp. 84-105.
https://doi.org/10.1108/APJML-01-2017-0016
33. Parker, S., Schroeder, M.J., & Fairfield-Sonn, J.W. (2004). Advantages of online surveys. Foresight, Survey Suppurt
International.
34. Pradhan, D., Kapoor, V. and Moharana, T. (2017), "One step deeper: gender and congruity in celebrity endorsement",
Marketing Intelligence & Planning, Vol. 35 No. 6, pp. 774-788. https://doi.org/10.1108/MIP-02-2017-0034

www.tjprc.org

SCOPUS Indexed Journal

editor@tjprc.org

11336

Dr. Hemant J. Katole

35. Punekar, Sarika, and R. Gopal. "A Study to Identify Customer's Online Apparel Shopping Behavior in Relation to Return
Policies of E-Commerce Businesses, WR To Pune Region, India." International Journal of Sales & Marketing, Management
Research and Development (IJSMMRD) 6.3 (2016): 1-6.
36. Rajeswari, M. "A study on the customer satisfaction towards online shopping in Chennai City." International Journal of Sales
& Marketing Management Research and Development 5.1 (2015): 1-10.
37. Remaud, H. and Forbes, S. (2012), "The influence of gender on wine purchasing and consumption: An exploratory study
across

four

nations",

International

Journal

of

Wine

Business

Research,

Vol.

24

No.

2,

pp.

146-159.

https://doi.org/10.1108/17511061211238939
38. Risman, Barbara J. (1998). Gender Vertigo: American Families in Transition, New Haven, CT: Yale University Press.
39. Rollins, James M. (1963) "Two Empirical Tests of a Parsonian Theory of Authority Patterns," Family Life Coordina- tor, 1, 579.
40. Safilios-Rothschild, Constantina. (1970) "The Study of Family Power Structure: A Review 1960-1969," Journal of Marriage
and the Family, 32, 53941. Sarkar and Das (2017), Online Shopping vs Offline Shopping : A Comparative Study, International Journal of Scientific
Research in Science and Technology, 3(1), 424-431.
42. Saunders, M., Lewis, P., & Thornhill, A. (2009). Research methods for business students. Essex. Financial Times/Prentice
Hall.
43. Schleisinger, Benjamin (1962). "A Survey of Methods Used to Study Decision Making in the Family," Family Life
Coordinator, 11, 8-14
44. Sussman, Marvin B. (1993). "Families in Time to Come: Taking a Position on Trends and Issues." In Barbara H. Settles,
Roma S. Hanks, and Marvin B. Sussman (Eds.), American Families and the Future: Analyses of Possible Destinies, New York:
The Haworth Press, 303-313.
45. Veal, A.J. (2005). Business Research Methods - A Managerial Approach. Pearson-Addison-Wesley, Sydney, NSW.
46. Williams LA, Burns AC. (2000). Exploring the dimensionality of children’s direct influence attempts. Advances in Consumer
Research 27: 64–71.

Impact Factor (JCC): 8.8746

SCOPUS Indexed Journal

NAAS Rating: 3.11

