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Abstract

Consumer behavior will examine why, when and how people are purchasing and what types of
products they prefer. In this process it is important to help with the consumer behavior to
understand all the features in the decision making process and learn the goals and needs of

buyers.



Consumer behavior research is the scientific research of processes and consumers, which mainly
focuses on the strengths and weaknesses of consumers' choice of products and services.
Knowledge of consumer behavior can significantly affect marketing strategy.

With a broader analysis of the issue, we will come to the conclusion that consumer behavior is
changing according to gender and, as a result of these different behavior, marketers and public
relations specialists will be able to make a better segmented strategy for selling the product.
There are a number of factors affecting consumer behavior in a particular situation. These
factors can be: age, income, education, religion, culture and others. Consumer characteristics
consist of four main factors (age, gender, income and education). However, this does not mean
that people with the same age, sex or social status are acting identically in all situations, as
except in this list there are psychological and emotional factors of individuals.

Gender is one of the most important and main influencer of consumers' decision making
process. This applies to social relationships / roles, responsibilities, opinions and alleged
behaviors of women and men that change over time and vary between cultures.

The aim of the present paper is to identify the weak and strong sides of Georgian Internet
shopping stores and study the similarities and differences between gender in the decision
making process of consumers.

In the final part of the work, the main emphasis is on measuring gender role and
recommendations for Georgian Internet shops, based on the survey conducted with consumers

and Internet store managers.

Key words: gender, user, products, factor, decision, purchase.
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