
JHSS (Journal of Humanities and Social Studies)  Volume 09, Number 03, Page 280-284 

https://jhss-lppm.unpak.ac.id e-ISSN: 2598-120X; p-ISSN: 2598-117X  
 

 
 

- 280 - 

INITIAL PURCHASE DECISION: A GENDER DIFFERENCES PERSPECTIVE 

 

Eugenius Besli a*), Maria Helena Chandra a) , Defitroh Chen Sami’un a) 

 

a) Institut Filsafat dan Teknologi Kreatif Ledalero, Maumere, Indonesia 

 

*)Corresponding Author: egibesli96@gmail.com  

 

Article history: received 11 November 2025; revised 22 November 2025; accepted 22 December 2025                     DOI: https://doi.org/10.33751/jhss.v9i3.116 

Abstract. This study aims to investigates gender differences in online purchase decision-making by analysing the influence of key 

factors among men and women. An independent t-test is employed to examine behavioural distinctions, while multiple regression is 

used to assess the strength of these influencing variables. The findings reveal only slight differences between men and women in their 

online shopping behaviour. However, the order of influence is consistent across both genders, with store ratings having the s trongest 
impact, followed by live streaming shopping and consumer reviews. Despite the similar order, women are found to be more actively 

involved in online shopping and show a higher sensitivity to these factors compared to men. These findings highlight gender's influence 

on consumer behaviour and help businesses refine digital design, marketing, and service strategies to suit each group's preferences. 
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I. INTRODUCTION 

The development of the digital world has also shifted 

conventional shopping behaviour to modern. Bain & Meta 

explained that Indonesia is the largest contributor to digital 

consumers for Southeast Asia with 154 million in 2021 to 168 

million in 2022 [1]. The offer of convenience makes people 

prefer to shop online with the e-commerce model [2]. Statista 

data shows an increasing trend of Indonesian e-commerce 

users from 93.42 million in 2018 to 178.94 million users in 

2022. Populix noted that Shopee (85%) and Tokopedia (51%) 

are the most widely used e-commerce for online buying and 

selling [3].  

The increase in the use of e-commerce is inseparable from 

the live streaming shopping feature offered by e-commerce to 

connect sellers and buyers virtually. Real-time display 

without edits makes live streaming look more natural and real 

to consumers, creating interaction and trust [4]. Initial 

purchases indicate that consumers do not yet have information 

and experience related to the product so that the perception of 

purchase risk increases. The live streaming feature is a 

solution to this problem with live product demonstrations and 

interactive communication [5]. Live streaming allows 

potential customers to see the performance and detailed 

information about the product in real time. Virtual product 

evaluation and seller responses to consumer questions are key 

in making purchasing decisions (Y. Sun et al., 2019; Xu et al., 

2020). 

Online first purchase decisions usually consider aspects 

related to expectations of the product. Consumers gather 

product information from the assessments of other consumers 

who have used the product. This assessment is in the form of 

product reviews and ratings [9]. Online reviews are consumer 

reviews of products that have been used in the form of an 

assessment of the suitability of sacrifices and benefits. 

Positive reviews are given when consumers feel the goods 

purchased match expectations and vice versa  [2], [10]. 

Reviews of previous consumers can be a reference for 

potential consumers so that online stores try to provide the 

best products and services to get positive reviews. Online 

reviews can serve as a source of company data in predicting 

purchasing decisions [2]. Reviews are considered valid 

information by potential consumers in making purchasing 

decisions [11], [12], [13]. The better the character of the 

online store built in the review, the greater the chance of 

potential customers buying the product [13]. 

In addition to the positive review angle, online buying and 

selling platforms also try to maintain a good store rating. Store 

ratings are usually in the form of an interval scale of 1 to 5. 

The closer to five stars, the store is considered to provide 

satisfaction to consumers. Ratings are feedback that shows 

comparative consumer responses regarding certain features, 

products and services [14], [15]. Consumers may consider 

many times when they want to buy products at stores with low 

ratings. Conversely, consumers will trust the quality of 

products in stores with five stars [15]. Ratings reflect the 

quality and value of products perceived by consumers so that 

they become a benchmark for the process of choosing and 

buying prime goods [16], [17].  

Live streaming features, reviews and ratings are 

considered by first-time consumers before buying a product. 

This study will look at the factors that most influence first-

time purchase decision making from a gender perspective. 
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Previous research focused on purchasing decision-making 

factors without considering differences in respondent 

psychology. Men and women differ in making purchasing 

decisions [18]. Women tend to consider a variety of specific 

information related to the product such as the colour and 

shape of the product, remember detailed information and 

estimated risks that will be experienced and compare it with 

other products [18], [19], [20]. Men, on the other hand, make 

online shopping a mission: find the item, buy it and leave. 

Product evaluation considers cognitive aspects with simpler 

information such as price [20], [21]. The difference in 

consideration of men and women in making purchasing 

decisions needs to be realized as one part of market 

segmentation [18]. This study will see whether men and 

women have different reactions and perceptions of products 

on online buying and selling platforms. 

Consumer behaviour is an important element that sellers 

need to learn so that the product is right on target. Consumer 

behaviour is an activity that involves mental, emotional and 

physical when people choose products to meet their needs and 

wants [22]. There are various theories that describe consumer 

behaviour in purchasing products, but in general, decisions to 

use products are based on factors of needs, preferences, 

budget, promotions, recommendations and assessments of 

others who have previously used the product or service [23], 

[24]. Mental and emotional involvement in choosing a 

product is not only seen as self-involvement but also external 

factors. Emotional considerations will be influenced by the 

assessment of other people who have used the product 

through reviews and ratings as well as comparisons of product 

reality in live streaming shopping. Consumer behaviour 

describes the way customers consider, buy and use products 

to meet needs and wants. Consumer behaviour sees 

differences in consumer attitudes, choices, actions and 

motivations so that the choice of products and services 

between consumers is definitely not the same [25]. 

The variety of factors driving consumer behaviour makes 

purchasing decisions between men and women different. 

Women are easily influenced by external factors when they 

want to buy a product. Women also have a higher level of 

satisfaction when desire fulfilment occurs [26]. Women 

collect various detailed information related to the product in 

the hope of accuracy of decision making and long-term  

product benefits. Purchasing decisions by female consumers 

strongly consider factors outside of themselves. Meanwhile, 

men prioritize current product functions and are less likely to 

make product comparisons [27]. Pradhana & Sastiono (2019) 

explain that in the context of online shopping, women will 

consider more things than men. Women have risk averse 

characteristics when in the virtual world so they need to get a 

lot of information to increase decision-making confidence. 

Men prioritize the value contained in the product and the level 

of trust in the function. 

H1 = Men and women have different purchasing decisions 

The activity of seeking information before deciding to use 

a product is carried out by consumers in order to get 

satisfaction. Consumers as much as possible seek information 

about the product so that they can make the right purchase 

decision. Consumers will consider other consumers' 

assessments through online reviews and store ratings [9] 

while seeing the reality of the product in real time live 

streaming display [4]. Consumer reviews are considered as 

legitimate information so that the better the review, the greater 

the chance of the product being purchased [11], [13]. Store 

ratings indicate the quality of products and services based on 

the fulfilment of expectations after using the product. 

Consumer responses to product quality are seen from their 

ratings. The higher the store rating, there is a guarantee of 

quality, on the contrary, the closer the store rating is to one, 

the more likely consumers are to decide not to buy the product 

[15], [17]. Product information in live streaming strengthens 

consumer decisions (to buy or not to buy). The live streaming 

feature displays the product in real time, providing more 

detailed information and product demonstrations that increase 

consumer confidence [4], [5]. 

H2a = online reviews have a positive effect on purchasing 

decisions 

H2b = store ratings have a positive effect on purchasing 

decisions 

H2c = live streaming shopping has a positive effect on 

purchasing decisions 

 

II. RESEARCH METHODS 

This study will explore the strength of the factors that 

shape consumer purchasing decisions when they first shop 

online or make their first purchase at a  particular online store. 

Descriptive quantitative research with questionnaire data 

collection techniques. The sampling technique used was quota 

sampling, with groups formed from male and female students 

enrolled in universities located in Sikka Regency. To ensure 

a balanced comparative measurement between gender groups, 

each group should consist of at lea st 100 respondents. Validity 

and reliability tests were used to ensure the validity of the 

questionnaire as a means of data collection. Data analysis 

used independent t-test and multiple linear regression . 

Independent t-test was used to test differences in purchasing 

decisions of men and women. Multiple linear regression  

testing uses 2 research models to determine the strength of 

factors supporting purchasing decisions: 

Model 1 (Men)  PD = 𝛼 + 𝛽1RO + 𝛽2SR + 𝛽3LS 

Model 2 (Women) PD = 𝛼 + 𝛽1RO + 𝛽2SR + 𝛽3LS 

With: 

𝛼  : Constant 

𝛽 : Regression Coefficient 

PD : Purchase Decision 

RO : Review Online 

SR : Store Ratings 

LS : Live Streaming Shopping  

 

III.RESULT AND DISCUSSION 

This study aims to prove that men and women have 

different initial purchase decision making. A total of 340 

students from six universities in Sikka Regency contributed 

as research respondents. Validity and reliability testing was 

conducted to ensure the feasibility of the questionnaire as a 
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data collection instrument. The test results showed that each 

questionnaire statement item had r value > r table 0,106 

(df=340-2 with alpha 0,05). The statement items are also 

reliable with a Cronbach's Alpha value > 0,70 (RO = 0,916; 

SR = 0,929; LS = 0,931; PD = 0,839). Descriptive statistics of 

research data can be seen in table 1: 

 

Table 1. Descriptive Statistics 

 

Description RO SR LS PD 

Minimum 1 1 1 1 

Maximum 5 5 5 5 

Mean 4,0232 4,1655 3,7110 4,1353 

Standard 

Deviation 
0,81712 0,81137 0,95267 0,70794 

Source: Research Data, 2025  

 

Table 1 illustrates that in each variable, the minimum 

statement answer is 1 and the maximum is 5. This indicates 

that there are differences in respondents' perceptions of each 

indicator in the research instrument. A mean that is greater 

than the standard deviation indicates that the data values are 

distributed quite stably around the average The fluctuations or 

deviations are not too large. This means that respondents tend 

to give uniform or not too extreme answers; there is 

consistency in perception or assessment of a variable. 

 

Table 2.  Differential Hypothesis Testing 

 

Independent t-test 

Description  Sig. (2-

tailed) 

Mean 

Equal variances 

assumed 
 0,063  

Equal variances 

not assumed 
 0,063  

Men   4,064 

Women   4,206 

Source: Research Data, 2025  

 

The t-test was conducted by dividing the respondents into 

two groups: equal numbers of men and women. Table 2 shows 

the Sig. (2-tailed) value of 0.063 is greater than 5% but 

smaller than 10%. In this study, hypothesis 1 is not fully 

accepted because the significance value of 0.063 > 0.05 but 

smaller than the maximum social research error tolerance of 

0.1. Men and Women do not have significant differences in 

the first purchase decision. Men and women have 

considerations with almost the same value for the driving 

factors of the first purchase decision. The mean values by 

gender (table 2) which do not have a significant difference 

clarify the conclusion that there is no significant difference in 

men and women in making first purchase decisions. 

Szymkowiak & Garczarek-Bąk (2018) dan Tutar et al (2024) 

explain that there are no significant differences between men 

and women in the context of increasing the number of 

purchases. This means that the purchase decision seen from 

the size of the purchase amount is independent of the context 

of gender differences.  

 

Table 3.  Regression Testing 

 

Men 

Variables B t Sig. 

RO 0,157 2,639 0,009 

SR 0,252 3,052 0,003 

LS 0,234 4,846 0,000 

R Square: 43,1% 

Women 

RO 0,175 3,220 0,002 

SR 0,306 3,431 0,001 

LS 0,282 6,163 0,000 

R Square: 67,7% 

Source: Research Data, 2025  

 

Table 3 emphasizes the finding of small differences in 

online purchase decisions between men and women in table 2. 

Table 3 shows no difference in the order of the determinants 

of online first purchase between men and women ((1) store 

rating, (2) live streaming shopping, (3) customer reviews). In 

more depth, table 3 explains the differences in the depth or 

magnitude of the influence of each variable on online 

purchasing decisions based on gender differences. In the store 

rating variable, the magnitude of the influence on purchasing 

decisions in men is 0.252 and women are 0.306; the live 

streaming shopping variable in men is 0.234 and women are 

0.282; online reviews in men are 0.157 and women are 0.175. 

This difference shows that women dominate more than men 

in the context of online purchases. The difference between 

men and women in online purchases is also indicated by the 

magnitude of the r square value, which is 67.7% compared to 

43.1% for women. The large r square value in the female 

group indicates that women are more likely to make online 

purchases by considering store ratings, live streaming 

shopping and customer reviews than men. This shows that 

women are more sensitive to available information before 

making a purchase decision. They utilize features such as 

customer reviews and live streaming to ensure the credibility  

and quality of the product. In other words, the shopping 

decision-making process in women is more analytical and 

evidence-based than men [18], [28], [30]. The intensity of 

online visits also plays a significant role in purchasing 

decisions. Women visit online stores more often than men so 

they have enough information in making purchasing decisions 

[31]. 

Further partial hypothesis testing is carried out on gender 

groups to answer H2. The test results in table 3 show, both in 

the male group and the female group, customer reviews have 

a positive effect on initial purchase decisions with sig values. 

0.009; 0.002 <0.05 with a positive correlation coefficient (B). 

Partial regression testing proves H2a is accepted. Informative 

reviews help potential buyers understand product quality 

more objectively, even before trying it. In addition, positive 

reviews also form a good image of the product or brand, thus 

encouraging greater buying interest. With so many positive 

reviews, consumers feel more confident and motivated to 

make purchases immediately [2], [12]. Qiu & Zhang (2024) 

found that review valence affects consumers' propensity to 
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buy. Positive valence tends to increase purchase intention, 

while negative valence can weaken consumer confidence in 

the product. 

H2b is accepted because the sig. 0.003 (male) and 0.001 

(female) < 0.05 with regression coefficients 0.252 and 0.306 

(table 3). Rawat (2023); L. Sun et al (2020) explained that 

high store ratings (e.g. 4.5 or 5 out of 5 stars) reflect that many 

previous buyers are satisfied. This makes potential new 

buyers more confident that the products and services offered 

are of good quality. Store ratings play a role in increasing 

store visibility on e-commerce platforms. Stores with high  

ratings are usually prioritized by search algorithms and appear 

more often in the top results, so the opportunity to attract more 

buyers is even greater. A high store rating can increase 

consumer confidence because it shows that many previous 

buyers are satisfied with the products and services provided. 

This condition directly affects purchasing decisions because 

consumers tend to choose stores that are rated well to reduce 

risk and get a safer shopping experience [33], [34].  

Testing H2c in table 3 shows acceptance of the hypothesis 

that live streaming shopping has a positive effect on 

purchasing decisions. Regression testing on male and female 

groups shows a sig. value of 0.000 < 0.05 with regression  

coefficients of 0.282 and 0.234, respectively. Live streaming 

shopping influences purchase decisions by creating direct 

interaction, increasing consumer trust, and building urgency 

through limited promos during the broadcast. In addition, the 

presence of a trusted host or influencer makes viewers more 

motivated to buy quickly and impulsively [5], [6], [8]. Live 

streaming allows sellers to effectively exchange information 

with consumers based on specific needs and provide 

additional customer service. Through the delivery of accurate 

product information and an interactive shopping atmosphere, 

consumers show a higher propensity to make purchases when 

watching sales via live streaming [7]. Live streaming plays an 

important role in shaping a more personalized shopping 

experience and driving real-time purchase decisions. 

 

IV. CONCLUSIONS 

The This study aims to prove that men and women differ 

when making online purchase decisions. In more depth, the 

drivers of purchase decisions were tested on different gender 

groups to investigate the strength of influence on the groups. 

The results show that there is little difference between men 

and women when deciding to buy products online. Regression  

testing showed the same order of influence strength in both 

male and female groups when making purchase decisions: 

store ratings, live streaming shopping and finally consumer 

reviews. Although the order of power in the gender groups is 

the same, the test successfully proved that women are more 

active in online shopping. In addition, the strength of factors 

that drive purchase decision-making is greater in the female 

group than in the male group. The implication of this research 

is that gender differences in purchase decision-making can be 

leveraged to create more personalized, relevant, and effective 

customer experiences. By understanding these differences, 

companies can customize digital interface design, 

promotional content, and customer service to better suit the 

needs and preferences of each gender. In addition, gender-

tailored customer experiences can increase satisfaction, 

loyalty, and the likelihood of repeat purchases, as consumers 

feel more understood and valued. This approach can also 

strengthen the brand image as one that is responsive to the 

needs of its diverse consumers 
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