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Abstract

Objective

Brand interest varies among men and women. Brand and brand reputation are more prominent among
women, and it is stated that there is a difference in the degree of brand dependence in men and
women. Since there is a significant difference in the cognitive process among men and women,
focusing on product selection in the purchasing process, this study aims to investigate whether thereis
a significant difference between men and women in the fina decision. Therefore, the customers
decisions regarding the brands are examined using eye tracker and based on gender differences in the
present study.

M ethodology

Eye tracker has been used as the main instrument in this research. In addition, the brand logo was
examined as the visual symbol in the present study. The available data were first pre-processed using
Tobii software and the Excel data output was analyzed using SPSS software. A sample of 53
undergraduate students at the Faculty of Management, University of Tehran, with the age range of 19
to 25, participated in this study. Besides, 51% of the participants were women.
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Findings

The analysis of the questionnaire and the recorded results from the eye tracker device shows that 75%
of the participants have changed their opinion toward the brand. And also, 65% of them were women.
The average duration of fixation in men is longer compared to women, and men spend more time
looking at brands. The results showed that the average duration of fixation in men who choose a well-
known brand from their non-selected beverage group is higher than the choice for women. Moreover,
men have spent more time looking at brand logos. The average duration of fixation is also almost
equal in men and women while chosing a fake brand from their favorite group while making a
decision.

Conclusion

As aresult of this research, it can be said that the brand and its popularity have a significant
impact on a person’ s decision making when buying beverage. There is a significant difference
in eye movement between men and women regarding famous brands. The duration of fixation
over a brand is fewer in women, so women have a shorter cognitive process than men. The
impact of the brand varies between men and women, and women are more affected by the
brand. According to the results of this research, more women were willing to change their
minds about the brand, so women are more likely to be attracted by the well-known brands.
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