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ABSTRACT  

Because of the expanding impact of the expression "advertising", it is critical to watch 

shopper conduct. As a result of it; the examination of the effect of buyer socioeconomics on 

the customer's acquiring conduct is additionally begun. In this investigation, the impact of 

sex, one of the statistic attributes, was tried to clarify basically the expression "customer 

practices". All in all, this investigation means to discover acquiring practices and to utilize 

each field in the related field of study. The example of the exploration comprises of an 

examination of the information acquired from the survey on customers in Azerbaijan. Out of 

the numerous viewpoints that can impact a purchaser' acquiring conduct, one of the central 

point is sexual orientation. People approach shopping with various intentions, points of view, 

reasons, and contemplations Males and females need diverse items because of their 

distinctive childhood and socialization alongside different variables like social, mental and 

so on. What's more, they are probably going to have distinctive methods for considering 

acquiring these. There were some significant relationships between the gender of the 

consumers and the answers they gave to their purchasing behavior. Advertisers have 

customarily utilized sexual orientation to section markets. Because of socially endorsed sex 

parts a few items are thought more appropriate to target ladies, while others more 

reasonable to guys. For instance, autos have been customarily focused towards guys, 

expecting that it would be guys who might be the influencers and deciders in the auto buy 

choice. Be that as it may, the current past has seen an obscuring of sex parts. An ever 

increasing number of ladies are getting advanced educations and a substantial number of 
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families have two workers – with the lady out-gaining the male in a developing number of 

families.  

KEYWORDS: Family Decisions, Family Members,  

INTRODUCTION 

It is assumed that the formation of the family and its function across societies will depend on 

the choices of men and women, but major family decisions, such as the urge to restrict 

childbearing or the sex of the infant, often require the involvement of the decisions of men 

and women in the family. Although the phenomena of elevated female fertility or son-

preference are evident in India's national-level figures, substantial degrees of variation remain 

across India's states. Since the essence of cooperation (or conflict) has a common effect on 

family decisions, it is worth exploring the degree to which women's family decisions vary 

from men's decisions. For example, India and the states of the northern region are known for 

the high fertility rates of women and their strong son-preference in the composition of the 

family. It is of special interest to examine whether the desire to restrict child-bearing or child 

choice is in fact a desire of the family's male or female actors. There are on the other hand, 

facets of family life, namely, mental, physical and sexual domestic abuse towards currently 

married women or the alienation of children from their parents, which have been found to 

have a detrimental effect on the growth of the family. Recent data from the National Family 

Health Survey III) indicate that various types of abuse are highly prevalent. Overall, in their 

current marriage, 39 percent of currently married women aged 15-49 have experienced either 

physical or sexual or emotional abuse and 27 percent have experienced violence in the past 

12 months. 

This shows that the majority of currently married women who have been raped by their 

husbands have also been abused at home. Similarly, even though both parents are alive, a 

large proportion of children below the age of 18 years do not live with either parent. 

Therefore it remains important to examine the interactions and impacts of women's and men's 

decisions on family preferences in order to understand how family policies are formed that 

bring about different family outcomes, such as female fertility, family size, infant sex 
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preference or child care. In this context, this research explores how these family results, using 

data from 29 Indian states, are formed from the choices and decisions of women and men. 1 

The following is the plan for the rest of the article. The functions of gender control in family 

decision-making are explored in section 2. In section 3, we concentrate on the major family 

problems that have been highlighted by previous research in India. Section 4 draws attention 

to recent aspects of family decision-making processes in India that are perceived to be 

important determinants. Section 5 presents the methodology of the empirical model, database 

and findings from our cross-sectional study of Indian states. In section 6, the conclusion and 

policy consequences are found. 

Objectives of the study 

1. To research the effect of gender on purchase decisions by family members. 

2. Studying the role of gender in decision making 

Concept and Theory of factors influence consumer behavior. 

According to Rochanawutanon (2005), advertisers emphasise researching customer behavior 

because they want to learn more about what will make the consumer want to purchase their 

goods and services. In addition, there are so many ideas that speak about variables affecting 

consumer behaviour. The most interesting definition, however, comes from Philip Kotler's 

The variables which can affect consumer behavior are; (Kotler & Armstrong, 2001) 

1. Cultural influences mean the basic value, perception, preferences, actions and belief that 

human beings acquire and learn from family members and other significant institutions. 

2. The factors that contribute to human everyday life are social factors. Contain the social 

role and status with an idol group such as family or comparison group and the social role and 

status. For example, if the customer is in the celebrity category, this customer would prefer 

very high quality, advertised and costly goods to the product. This is one of the ways in 

which a social class can be defined. The social element may also affect the conduct of the 

customer. 
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3. Personal factors suggest that purchasing decisions have a significant effect on personal 

characteristics such as age, profession, economy, lifestyle and personality. 

4. Psychological factors include motivation, understanding, learning, belief, and attitude, 

indicating that four main psychological factors affect a person's purchasing choices. 

Decision making when buying a house  

House claimed that House has the special feature so that house varies from other items with 

the special feature. Even though, some house will have the same design, same size, but at 

different locations they will be located. Another feature is that house can be regarded as a 

fixed asset commodity, besides being high price, can be used in the long term. Therefore, 

only one house in their lives could be purchased by some relatives. With the unique feature of 

the home, when purchasing a house, make customers see and carefully consider when they 

want to make the purchase decision. When making buying decisions, there are many 

considerations that customers have to weigh, such as financial status and other circumstances. 

However, as house is a fundamental result of human need, we can see the human need the 

self-preservation and shelter if we refer to Maslow hierarchy of needs. House will also 

support the ownership of the house as it provides shelter for all in the household. In addition, 

the home is an investment for the owner-occupier (Reed & Mills, 2006). 

The main factors affecting on consumer behavior 

Purchaser behavior refers to the selection, procurement and use of goods and companies to 

tackle their problems. There are distinctive mechanisms involved in the actions of buyers. At 

first, the buyer seeks to figure out what items you may like to devour, selecting only certain 

items at that stage that ensure more prominent usefulness. The shopper makes a gauge of 

available assets that can occur in the aftermath of selecting the products. Finally, the buyer 

takes a gander at the current cost of goods and decides on the option of which items to spend. 

In the meantime, there are a few variables that affect shoppers, such as social, social, 

individual and mental transactions. Factors of Society. The behavior of the buyer is deeply 

influenced by social components, such as the lifestyle, subculture and social status of the 

buyer. Culture - Culture is essentially the offer of each company and is the real reason for the 
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person who wants and acts. The effect of culture on the purchasing behavior changes from 

nation to nation, vendors must be highly vigilant in investigating the way of life of different 

meetings, districts or even nations along these lines. Subculture- Each society has different 

subcultures, such as sects, nationalities, topographical areas, ethnic gatherings, and so on, 

which can use these meetings to split the market into a few small sections. For example, as 

indicated by the requirements of a particular geological gathering, advertisers may outline 

objects. Social class - In view of the fact that the buying activity of individuals in a particular 

social class is equivalent, every general population has any kind of social class is important 

for ads. Promoting exercises may subsequently be tailored to different social classes. We 

should take note here that social class is not only determined by pay, but there are a few 

distinct variables, such as income, schooling, occupation, and so on. Factors of Societal. 

Social factors also affect buyers' acquisition actions. Social variables are: the meetings of 

reference, relatives, aspect, and status. Reference groups - Reference groups have the ability 

for a person's personality or actions to be organized. 

The impact of comparison packages changes across goods and brands across the board. For 

example, if the object is unmistakable, such as clothes, shoes, vehicle, etc., the influence of 

reference meetings would be strong. In addition, reference bunches integrate emotion 

pioneering (a man who impacts others by his uncommon ability, learning or different 

attributes). Family - Family is one of our general public's most imperative buying 

partnerships and, in this sense, is the most compelling meeting. Family influences a buyer's 

actions and demeanor. In the normal environment, it was the spouse who was in charge of 

deciding on buying choices associated with item classifications in a husband-wife show 

partnership, such as family unit items, sustenance, and wear. These components have 

changed, however, with more ladies settling on full-time careers. It will take care of business 

doing the shopping for the family unit today. In this way, it is important to have an 

advertisement mix that also targets these shoppers. A family carries its own features, codes 

and customs and speaks most of the time to a particular reference bunch of relatives 

exchanging criticism on devoted products or likely potential arranged purchases. In 

influencing buying behavior within a family, this relationship is a major building obstacle. 

Different studies revealed that the family is changing its auxiliary effect in the general public, 
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with a more atomic family display including unmarried spouses, one-individual families or 

solitary parent families currently replacing the traditional component of a giving protection in 

the past.  

These advances certainly affect purchasing actions, but we can now perceive the customary 

family as a fundamental aggregate basic leadership unit that is known from other comparison 

meetings to the degree that there is a regular cooperation vis-à-vis, subordination of one's 

near-home usage goals in connection with the family goals of up and coming In the last ten or 

twenty years, precisely, the last objective of becoming an acquisition operator for another 

relative has shifted. Indeed, guardians have spent less resources in deciding on buying 

options for the whole family, putting children in a one-of-a-kind position to affect the 

purchasing of products and diffuse the income of guardians. The above factors can prompt 

discussion and future disputes that should be resolved by their individuals and bring about a 

greater opportunity for contrasting continuity and other comparison meetings. A family 

comprises of different stages (family life cycle) aside from these individual influence factors, 

where its individuals pending on age and economic well-being have an impact on other 

individuals to alter their buying behaviour to match an expected social image. This image 

projection makes other relatives want to change their social image and buying actions. For 

example, mother and father are clear examples of how children see simple leadership and 

buying activity in the previous stage of the family life cycle in association. After some time, 

this effect will break down and be replaced by media (TV, Internet, etc.) and other reference 

meetings (companions, school, etc.), which will then lead young people to influence their 

people on the decision of products and buying behaviour. 

A more promising development is that when it comes to decisions on natural neighbourly 

objects, few essayists specify children as a noteworthy main thrust. When all is said to be 

finished, fewer dialogue will occur on items with a lower reliable balance confidence, but in 

the light of higher esteem speculation, for example, vehicles, TV sets or children's discourse 

materials are inevitable as sex-parts and socialisation have an effect on elective items' needs 

and friendship. For example, the choice of where to go on holiday is an average case of a 

syncratic basic leadership process, involving each person from a family with feelings varying 

in length and width, so that it is possible to save the way to find the right arrangement powers 
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compromises on everyone to ensure family friendliness. Obviously, by a dictatorial choice, 

such item classifications are selected where almost one person from the family is assigned to 

perform the duty and basic leadership. Roles and Status - One who provides comparable 

actions, qualities, and interests is the individual from a social class. In addition to income, 

individuals may have a position with common social groups in a similar profession, 

community, or instructive structure. In the public eye, each individual has different parts and 

standing as well as meetings, clubs, relatives, and so on association to which it has a position. 

Assume, for example, a lady who works as back manager in an organization. She is currently 

thinking that there are two pieces, one of the CFO and the mother. Consequently, their 

position and status can affect decision-making. Personal variables. Individual characteristics, 

such as the age, profession, monetary circumstances, lifestyle, and identity of the shopper, 

have an extraordinary effect on buying choices and behavior. 

 Age - The purchase behaviour of buyers could be influenced by age and life cycle. After 

some time, consumers obviously adjust the purchasing of goods and projects. The family life 

cycle involves different stages, such as youthful singles, married couples, unmarried couples, 

and so on, to help advertisers build suitable products for each stage. Occupation - A man's 

power greatly impacts his buying actions. For example, an association's advertising director 

is trying to buy tailored suits, while a low-level specialist purchases secure dress work in a 

similar association. Economic situation - The customer's financial situation affects their 

buying actions. If a client's salary and investment funds are high, more expensive products 

would be purchased at that point. In addition, a man with low wages and investment funds 

buys shabby products. Lifestyle - Another factor affecting import acquisition behaviour by 

buyers is the way of life that customers live. Way of Life refers to the way a person lives and 

communicates things in their situation in a general public. It is determined by the benefits, 

assumptions, and so on of the consumer, and exercises form their entire example of behaving 

on the planet and communicating. In view of their world views, a few people purchase, while 

others will need to buy affected by others' judgments. There are those who want to take the 

assortment and risk, and buy as needed in this way. 
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Gender Role in Decision Making:  

Economists also assume that the mechanism of family decision-making is the result of each 

spouse's deliberate decisions, and economic as well as non-economic factors decide the 

decision-making power of each spouse. Gender status is a crucial factor that affects the 

decisions of men and women in every society, and the decision-making process of the unit is 

decided by the variables that affect the power of husbands or wives in a family. Academic 

literature on market research has extensively studied the decisions made by husbands and 

wives to consider the family's financial decision-making process (Ferber and Lee 1974, 

Rosen and Branbois 1983, Elder and Rudolph 2003, Bernasek and Bajtelsmit 2002). 

Similarly, Anderson and Eswaran [2005], Furuta and Salway[2006], Acharya, et al[2010] 

have investigated the role of women or women's autonomy in the household decision-making 

process for health and family planning. Bertocchi, Brunetti and Torricelli [2012] examined 

the determinants of family decision-making power on economic and financial decisions in a 

recent study by taking into account the individual characteristics of each partner, household 

characteristics, and family history factors using data from the Bank of Italy Household 

Income and Wealth Survey for the period 1989-2010. 

With the disparity between her years of age, level of education, income, characteristics of the 

husband, as well as household characteristics such as family size and wealth, they found the 

likelihood that the wife is in control of economic and financial decisions increased. However 

the decision of fertility control is not an individual affair but requires individual or collective 

decision making in the family. The essence of the cooperation between the husband and wife 

thus determines the decision on the family size and the newborn's sex preference. Therefore it 

is implicit that the role of women remains especially crucial to the decision-making of the 

family. The status of gender depends on the power of gender, which can relate to access to 

education, income from money, resources, social roles, etc. With regard to the authority and 

decision-making process of the Indian family system, along with access to education and 

media presence, it is predictable that there have been some improvements in women's status. 

Recent research findings also seem to suggest that women's empowerment has influenced the 

outcomes of the family by its impact on contraceptive usage and by weakening the choice o f 
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the son or by spacing children (Dyson and Moore 1983, Mason 1986, Malhotra et al. 1995, 

Presser and Sen. 2000, Mason and Smith 2000, Jejeebhoy and Sathar 2001, Pande and Astone 

2007). 

Family Issues in India:  

In India, where previous studies in the past have found the presence of a common family 

structure, the family as an institution has undergone changes over several decades 

(Mandelbaum, 1959, Gore, 1965, 1968). The social and economic changes over the years had 

their effects on the structure of the Indian family, which experienced changes in the 

composition of the family and produced various forms such as the joint family, nuclear 

family, contingent nuclear family, etc. (Ross 1961, Beteille 1964, Gore 1968, Kapadia, 1969, 

D'Souza 1971, Richard et al 1985). Subsequent surveys in several parts of the world have 

noticed the growth of nuclear families over the years (Niranjan et.al. 1998, Freed and Freed). 

As an explanation for the decrease in family size, the decreasing fertility levels were 

primarily allocated. 

Regional disparities in family size exist, however in India, e.g. Southern states have smaller 

family sizes than other parts of India, and the proportion of nuclear families is still more 

common in urban areas than in rural areas. In terms of variations in religion (Hindus and non-

Hindus), castes, landownership, economic status, age, literacy level, place of residence, etc., 

studies have attempted to establish the socio-economic determinants of family composition. 

Several studies have reported the prevalence of son preference in South Asian countries' 

family decisions and correlated it with the use of sex-selective abortions or female infanticide 

and high sex ratios between men and women at birth (Das Gupta and Bhat 1997, Arnold et al 

1998, Sudha and Rajan, 1999). 

In several studies (Rosenzweig and Schultz 1982, Behrman 1988, Kishore 1993, Murthi, 

Guio and Dreze 1995, Mutharayappa et l 1997, Arnold et al 1998, Agnihotri 1999, Clark 

2000, Miller 2001, Bandhyapadhyay 2003), the nexus between son choice, fertility activity 

and family composition has previously been highlighted. Contemporary research findings in 

India have shown that the continuation of son preference has an effect not only on the desired 
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family structure, but also on the use of contraceptives, spacing, and the number of children in 

the family (Das Gupta 1987, Das Gupta and Bhat 1997, Clark 2000, Pande 2003, Pande and 

Astone 2007). In the states of northern India (Bihar, Madhya Pradesh, Rajasthan and Uttar 

Pradesh), the son preference in India is found to be higher compared to southern Indian states 

(Andhra Pradesh, Karnataka, Kerala, and Tamil Nadu). Jayaraman, Mishra and Arnold 

[2008] argued in a recent study involving the South Asian countries of India, Bangladesh and 

Nepal that the widespread function of son preference has a significant impact on women's 

reproductive actions. They find that women with more sons in India have a lower urge to bear 

another child and are more likely than those with more daughters to use contraceptives. 

Current Scenario:  

India was ranked by the UNDP's Human Development Report 2013 as the worst position for 

women with a low Gender Disparity Index in the South Asian region of 132 out of 187 

countries. With the exception of Afghanistan (147th), all countries in South Asia were a 

better place for women than India; with Sri Lanka (75th) leading they all while Nepal ranked 

102, Bangladesh 111st, and Pakistan 123rd. In the family set-up in India, aspects of gender 

inequality are also prevalent. Some Indian states have shown gender disparity in health and 

education, so it is normal to see women who are more illiterate, concentrated in informal, 

unqualified and low-paid jobs, and who are vulnerable to violence both inside and outside the 

family. 

On the other hand, in contrast to other states, there are states which are economically 

egalitarian but have skewed sex ratios. A comparison of the two-point census data from 2001 

and 2011 indicates that the sex ratio of infants and children (between 0 and 7 years of age) 

performed worse than the sex ratio of the older age group (7 and above). Therefore it follows 

that India's gender gap has expanded in the last decade due to son-preferences after a sharp 

rise in female feticide. The relevant data reflects that the desire of women to have no more 

children after two exceeds the same for men in 13 states and on the other hand, the response 

of men to restrict childbearing exceeded that of women in 16 states and throughout India 

(Figure 1). On the other hand, in our sample and in all-India, the female son-preference 

clearly exceeded that of males in 14 states, while the male son-preference clearly exceeded 
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that of females in the remaining 14 states. 

The issue of domestic abuse has recently been acknowledged globally as a challenge to 

women's health and rights, according to Kishor and Johnson [2004]. 2 It is understood that 

domestic violence poses not only a direct threat to the conception of women, but also a 

negative effect on the survival and well-being of children in the household (Kishor and 

Johnson 2006, Hindin, Kishor, and Ansara, 2007). Garcia-Moreno et al [2006], which 

estimated the level of intimate partner physical and sexual abuse against women in 10 

countries including Bangladesh, Brazil, Ethiopia, Japan, Namibia, Peru, Samoa, Serbia and 

Montenegro, Thailand and the United Republic of Tanzania, concluded that women were at a 

much higher risk of partner physical or sexual violence than those of other individuals. 

Domestic violence in India stems from factors such as poverty, son preference, dowry, low 

educational status, childlessness, and infidelity, female alleged neglect of in-laws and 

children, as well as drug and alcohol use of males, according to researchers (Bhatt 1998, 

Murthy et al 2004, Mitra 2006, Koenig et al 2006). The NFHS-3 data recorded that about 

35% of married women had experienced physical spousal abuse, while 16% and 10% had 

experienced emotional and sexual violence at all levels in India, respectively. The severity of 

various types of domestic spousal abuse differs significantly across India's states (Figure 3). 

It can be seen that some of the northern-Indian states (Bihar, Jharkhand, Rajasthan, and Uttar 

Pradesh), central-Indian states (Gujarat and Madhya Pradesh), southernIndian states (Andhra 

Pradesh and Tamil Nadu), northeastern parts of India (Arunachal Pradesh) and eastern-Indian 

states (Odessa, Tripura and West Bengal) recorded higher magnitudes of all forms of spousal 

violence. 

The association of children with parents or the co-residence of the family remains a crucial 

feature of the composition of the family that affects the growth and well-being of the 

children. Parental deaths, poverty and insecurity of livelihoods or due to dysfunctional family 

set-ups can result in the abandonment of children from their parents. About 70 percent of 

Indian children under the age of 18 years live with both their parents in every state, according 

to NFHS-3 data. In the states of Kerala, Bihar, Himachal Pradesh, Uttar Pradesh, Goa and 

Tamil Nadu, the percentage of children living only with their mother while their father lives 
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elsewhere has remained high. In Sikkim, Nagaland and Arunachal Pradesh, on the other 

hand, the proportion of children who do not live with either parent, even though both parents 

are alive, remained high. Information on the orphan-hood status of all children under the age 

of 18 with both parents alive is given in Figure 3. As female literacy has been shown to be 

related to improved women's health and labour market results, mass media representation has 

the ability to empower women in their decision-making positions. Indian women are less 

likely to be exposed to TV, radio, newspapers, magazines and films than men. Alternatively, 

about 35% of women in India are not exposed to any sort of such media compared to 18% of 

men. 

CONCLUSION 

We can draw inferences from the above discussion that gender is a very important factor 

among all the factors; it plays a very crucial role in purchase decisions. Women are more 

internally focused whereas men ought to be externally focused. Gender shapes different 

characteristics of female and male shopper. It has been suggested that male and female 

consumers demonstrate considerably different approaches in their decision making and 

purchasing behavior when shopping. After the through writing survey, it has been noticed 

that sexual orientation isn't just an organic idea similar to being just a male or female, 

however past. Taking a gander at sexual orientation with various measurements, sex isn't just 

a market division variable, it is a variable that strongly affects to the choices. Advertisers 

need to comprehend sexual orientation based propensities keeping in mind the end goal to 

better fulfill the clients. Enormous contrasts lie in the attitudinal and behavioral parts of 

people because of mental and physiological contrasts. Both male and female buyers portray 

totally unique practices at the extent that acquiring different products and ventures that are 

concerned. Where men are all the more remotely engaged ladies have a tendency to be inside 

centered individuals who tend to talk, keeping in mind the end goal to interface with others 

dissimilarity to men who converse with others as a rule so as to illuminate. Men tend to 

accumulate data through heuristic men as and assemble remarkable signs in contrast with 

ladies who have confidence inside and out data look. Where ladies are more subjective and 

instinctive men have a tendency to be more explanatory and legitimate who make their 

sentiment in light of different people groups buy as opposed to attempting it themselves. Men 
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tend to esteem quality and productivity the most while ladies esteem enthusiastic associate 

and relations. Further, where men tend to make buys in light of the quick needs, make 

decisions for buying as a long haul choice. The examination about Azerbaijan families and 

family buy basic leadership process demonstrated that the correlation isn't just 
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