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ABSTRACT

The research set out to investigate gender differences in the way decisions were made in the
boardroom. Though there is a plethora of information available on gender differences in decision
making in general, there is a dearth of knowledge available when it comes to making decisions
inside closed meetings or in a business-to-business setting (B2B). Particularly, such research is
rare in the Middle East, where cultural norms and values predominantly dictate the way
communication is both sent and received both verbally and physically. In this paper, a survey was
administered to 156 respondents of both genders in different sectors of Kuwait’s workforce.
Significant differences were found amongst men and women when it came to the way they perceived
information in the boardroom and made final decisions accordingly. Also, differences were found
between genders regarding the needs and objectives of boardroom meetings. These findings are
important for decision making and sales training as they can highly impact final decisions. They
are particularly important to the international practitioner as they give insight on how the local
culture perceives information and translates it from a gender perspective, in a relatively
conservative culture like Kuwait.
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INTRODUCTION

Throughout time, there have been notable debates about the differences of purchasing styles
amongst genders. It is no surprise that differences in fact exist and that they ultimately impact the
actual purchasing decision. These debates left companies wondering what they can do in order to
enhance their product’s chances of being favored over another in the context of the sexes.
Therefore, many researchers embarked on their own initiatives to try and find answers to the
complex issues of gender purchasing styles and decisions. Nowadays, it seems like common logic
to direct a company’s marketing efforts to suit the target market, especially when it is gender-
dominant, in a business-to-customer (B2C) environment. But, is this same logic being applied when
it comes to making boardroom sales pitches and anticipated outcomes?

In 2005, senior managers at Deloitte set out to answer this question. Wondering why they
failed a recent sales pitch amongst a female-dominated boardroom, they decided to propose a
guestion amongst their internal staff and found that 70% of senior managers perceived pitching to
women was different from pitching to men when it came to sales (Benko & Palster, 2013). The
results quickly explained why the male-dominant sales team giving the pitch at the time could not
establish rapport with their intended customer as the majority of them were female. The differences
are assumed to have major implications as to how decisions are made amongst the two groups. For

example, with regards to purchasing differences, it has been widely acknowledged that women in
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general do spend more than men due to reasons such as impulse buying habits, and therefore are
better negotiators than men (Plabdaeng, 2010; Bahhouthet al., 2012).

With plenty of information and findings in a B2B setting, it is unfortunate that there is no
significance research on the decision making process in a B2C setting, such as a boardroom. In this
paper, the aim is to gain insight on the mentioned topic and explore the differences in perception &
decision making process in a B2C setting — in this case the boardroom.

LITERATURE REVIEW

Consumer behavior and the decision-making process is an ongoing area of research interest.
It is a phenomenon that existed in literature studies for many years such as those done by (Berry,
Guillén, and Zhou, 2010; Tulungen, 2013, Mullen et al, 2016; Pirlympou, 2017; Dennis et al, 2018,
Dwevedi; 2019; Khusaini, 2019;). In addition, it is essential to differentiate between consumers
preferences when looking at their pattern of purchases, some of those are demographic
characteristics such as sex, age, income, race, social class and area (Mostafa & Bahman, 2014).
However, there is one demographic characteristics that has been the focus of many organizations,
researchers and marketers, which is gender. Theoretical and empirical originations of gender
orientation commonly start with people, thus making marketers and organizations wonder do men
and women purchase differently.

Deloitte’s Observations

Partners at the famous auditing firm, Deloitte, had a hunch that there were distinct
differences between the way women and men made decisions in the boardroom. Armed with the
knowledge and experience of their sales team, they came together to map out the similarities and
differences which they had observed over the years. Benko & Palster (2013) reveal that their sales
teams, with a high reputation of being well-informed and well-trained, had failed at winning a
recent sales bid and they wanted to know why as they were sure to get it. As they investigated the
matter, the predominately-male team of representatives gave forth a possible explanation — the
boardroom had more women in it than they had anticipated, and they could not establish rapport or
common grounds with them. It was evident that it was worth their while to investigate the subject at
hand. Thus, the company then sent out a survey to all of its relevant internal subjects, asking them if
they too had similar observations. The information gathered revealed that there was, indeed, a
difference in selling to men and women and that the respective genders had differences in the way
they made their decisions in the boardroom, similarly to B2C environment.

To further affirm the fair suspicions, scientific evidence in the form of biological differences
can be reviewed. According to a study on brain matter, men’s brains have about 6.5 times more
gray matter than women, whereas women have 10 times more white matter in comparison to men
(University of Irvine, 2005). Therefore, scientists concluded that the differences may explain why
men are better at sheer processing tasks, while women “show relative strength in tasks that call for
assimilating and integrating disparate pieces of information” (Benko & Palster, 2013).

Gender Differences (B2C)

There has been plenty of research regarding gender differences when it comes to business to
consumer (B2C) settings such as purchasing consumer goods. Most follow the precise model of
behavior and activity as defined by Sproles (1985) work which entails 50 main cognitive traits. The
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study further highlights that a consumer decision-making style is “a patterned, mental, cognitive
orientation towards shopping and purchasing, which constantly dominates the consumer’s choices”
(Sproles, 1985, p. 79). In a study conducted in Malaysia on these elements, one of the key findings
was the confirmation of gender differences in decision-making styles among adult
consumers(Mokhlis, 2009). Moreover, in a similar study undergone in the UK, Bakewell and
Mitchell (2006) found that only nine of the mentioned 50-element decision-making styles outlined
by Sproles (1985) were common to both genders. Additionally, a study conducted in Iran by
Hanzaee and Aghasibeig (2008) reported more differences amongst the genders in different
generations. They concluded that Generation Y male and female consumers differ in their decision-
making styles.

Moreover, previous literatures expressed that a person’s gender strongly influences
consumer decisions (Mustonen, 2016). For example, in Réklaitis, K., & Pileliené, L. (2019) study,
they found that B2B communications depend heavily on personal communications in comparison to
B2C. Furthermore, Lin et al’s (2019) empirical survey-based research study in the e-commerce
context found that gender differences exist in online purchasing decisions. In terms of marketing,
research finds that genders differ in the way they receive information pertaining to a certain product
(Kim & Yim, 2018). Gender differences have also been noted to exist in the field of advertising.
This phenomenon is described as the gender mechanical impression of advertising spokesperson.
The gender differences impacted the marketing of target consumers and brand (Li et al, 2016).More
recently, Boscolo et al (2020) noticed that there were gender differences in the way consumers
perceived visual images. In conclusion, prior studies provide convicting evidence that consumers’
decision-making styles varies by genders.

Women Vs Men Entrepreneurship Opportunities

Accordin to Rudhumbu et al. (2020), there are various barriers hindering women’s abilities
to endeavour certain accomplishments, especially during the decision making process in a
boardroom. Brooks et al. (2014) also supports the above statement by leading a lab experiment
where the same pitch was conveyed by men and women, which was afterward assessed by non-
investor test participants. They have concluded that participants prefer pitches presented by men
and they were more likely to ‘mock fund’ male entrepreneurs over female entrepreneurs, even
though the pitch was exactly the same. The researchers did not mention reasons why participants
preferred male pitchers. Previously, Huse (2006) revealed that attraction may exist in board
meetings, hence people prefer attractive men or women even when men do not prepare well, as
opposed to women. In addition, Huse (2006) also mentioned that when men and women interact,
filtration may exist causing women to become uncomfortable. Such harassments may restrict
women’s opportunities and mobility (ILO, 2018). Hence, understanding how decisions are made is
crucial to understanding and acknowledging reasons behind boardroom decisions, as it is evident
from the available research that there are indeed differences in the way both genders receive and
send information.

RESEARCH OBJECTIVES

The research topic, which is inspired by the mentioned works or Deloitte as presented by
Benks & Palster (2013), aims to investigate the notion that men and women make decisions
differently in the boardroom. The case study broke down and highlighted issues that can contribute
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to this realization of which this research elaborates on and develops relevant questions, which
include if the outcomes or differences in B2C settings would be similar in B2B settings.

Expected Outcomes

The outcomes of previous investigations, as highlighted in the literature review above, on
gender decision-making matters in B2C settings can be used to extrapolate that the same gender
differences will apply in B2B settings. Therefore, the researchers expect that there will be notable
differences in the way men and women perceive information and therefore make decisions in the
boardroom.

Research Question

The study will focus on how gender differences can impact decisions and will include an
investigation of the subject in grand boardrooms across Kuwait. Therefore, the research question
will be broken down accordingly. Based on the identified research gap, this paper will aim to
answer the following questions:

o  Are there gender differences in the decision making process in the boardroom?
e If so, what are some notable differences?
o Do these differences affect the overall decision making process of the genders?

Research Implications

If decision making differences can be found amongst the genders in the conventional
consumer setting of B2C environments, one can extrapolate the relevancy and deduce that there will
also be differences in boardroom decisions. Therefore, the outcome of this research will likely be
conclusive in the same manner — that men and women have different decision-making processes
when making decisions in B2B settings. In this case, the boardroom is the B2B setting. The
significance of this research is rather large as it would shed the light on the importance of knowing
one’s customer before giving a boardroom pitch of any kind, whether for sales purposes or for
general plans which require influence and decision making. The investigation could also provide a
new dimension to the gender differences paradigm which has never significantly been investigated
in boardrooms. As well, recognizing these differences may lead to multiple selling strategies
developed for marketing purposes, where plenty of research has been previously done with multiple
conclusions.

Marketing & Sales

It can also be a guide to a more general understanding of the differences which can help
identify the actual differences when observed. This can impact sales pitches considerably as they
will be able to read the room and adjust their strategy accordingly. Furthermore, after reviewing the
available literature, it was evident that though many studies related to consumer purchasing
behavior, researchers failed to focus on what happens in a business-to-business setting like a
boardroom, where gender diversity is ever present.

Gender Diversity
There is limited research which focuses on the hidden dynamics of certain elements of the
boardroom and how the systemic structure might be influenced by gender preferences (Bilimoria,
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2000; Burke and Mattis, 2000b; Van der Walt and Ingley, 2003), including the investigation of
what occurs in boardrooms when women pitch their ideas to the board of directors (Burke and
Mattis, 2000b).

Cultural Implications

In precise, there is hardly any research papers regarding the matter conducted in the Middle
East, especially a small country like Kuwait.

Personal Strategies

Furthermore, this research can be used a means to assess one’s own behavior in making
decisions in the boardroom. Much of our cognitive behavior is enclosed in staged clues. In order to
be understood and taken advantage of, they must first be observed and noticed both in one’s self
and amongst their boardroom companions. It is then the work of adaptation and awareness which
can be exercised and enhanced based on the findings. Gender awareness can serve in a multitude of
ways and benefit the overall strategy of both the seller and the buyer. Also, internal equality and
pro-forma measures of human resource departments can also use the findings of this research and
can build their training frameworks accordingly. Lastly, as Benko (2013) stated, perhaps the most
effective way to build respect for diversity inside your organization is to focus on your customers.
Therefore, it is important to keep a holistic view of the gender topic and incorporate it in all
elements of the value creation process in a company.

METHODOLOGY & DESIGN

This study employs a primary quantitative approach as it is descriptive in nature and uses a
closed-answer survey. Data collection was conducted using a structured method of gathering
feedback from participants via questionnaire. This data-oriented approach is best described as cross-
sectional in that it aims to find trends in a selected group of individuals. The research design
followed a quantitative approach of random sampling amongst executives of different companies in
Kuwait. The chosen tool for data collection is a structured questionnaire which was developed
based on mentioned elements of how decisions are made. It employs a cross-sectional strategy as it
intends to collect data from a sample of the population. The questions are close-ended in order to
reach the objective of this paper. Also, the questions was partly inspired by the Deloitte study
previously conducted. The results from such methods are expected to be logical and unbiased.

Sampling

In this research, any stakeholder that is in a position to make or impact the decision-making
process for a company was invited to take part. Participants were selected using purposeful
sampling, which is a recommended approach in research aiming to report quantitative data. Patton
(2002) asserts that the logic and power of purposeful sampling lies in selecting information-rich
cases for in-depth study. In this study, we focus on individuals who are in a management position to
make final decisions in various forms. This non-probability sampling method is most suitable given
the current lockdown effects of the pandemic. In order to ensure balance, we monitored the results
in an attempt to keep the quotas of job sector and gender in balance. Tracking the respondents and
non-respondents proved essential to provide a fair representation. Also, a snowball technique was
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used in that we asked our contacts to forward the survey to their colleagues and family members
who qualify to take the survey. Our aim was to get at least 50 respondents from each of the sectors
mentioned below. In order to have a fair representation, we sent out the survey to an equal ration of
men and women in three different sectors — Banking & Finance, IT & Communication, and Oil &
Gas. The results obtained were as follows:

Table 1
DESCRIPTION OF PARTICIPANTS
Sector Total Participants Male Female
Banking & Finance 55 26 29
IT & Communication 49 30 19
Oil & Gas 52 29 23
Total 156 85 71

Questionnaire

As reported in the Deloitte study, the major elements which were observed as being
different between the genders are highlighted below. Based on the observations, corresponding
questions were generated and derived from the logic used to analyze them. The questionnaire was
available in both English and Arabic to increase the number of local participants as well as reduce
language barriers (see table 2 and 3).

Table 2
CORRELATIONS OF LOGIC X SURVEY QUESTIONS
Related
Presented By Questions
Deciding Factors Buyer’s ethics & point of view Q2, Q9
Knowledge Perspective Buyer’s reception of information Q5,Q3,04
Acknowledgement of Buyer’s Power Seller’s representatives Q6, Q8
Body Language Buyer’s Staged clues & body movement Q7, Q10
Table 3
ACTUAL QUESTIONNAIRE
A) Male
Q1 | What is your gender? B) Female
A) Trust
What is most important to you when deciding to do B) Reputation
Q2 | business with another person/company? C) Similar Business Strategies
D) Record of Success
E) Cultural/Religious Beliefs
A) Male Representative
Q3 | Ina business sales meeting, do you have a preference B) Female Representative
6
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as to who is presenting the sales pitch? C) No Preference

A) Mission-oriented, primarily  interested  in
Q4 | Considering yourself in a business meeting setting, getting the deal done

which one of these statements describes you more? B) Knowledge-oriented, primarily seeking more
information from the other side

A) Looking for weaknesses in the information

Considering yourself in a business meeting setting, being presented
Q5 | which of these statements regarding your perception B) Looking for more creative ways to collaborate
of information is most accurate? C) Waiting for someone else to ask the questions

D) Always asking the first question

A) Actual decision maker (CEO/Top

Management)
Q6 | When making a business deal, who do you prefer to B) People who are directly involved in your
meet first? project (Team-Members)

C) Both (Top Management & Team Members)

A) Agreement

Q7 | During a business meeting, you find yourself nodding B) Wanting the discussion to move on
your head to primarily signal which of the following? C) To show interest & engagement
D) All of the above
A) Nextto
Q8 | During a business meeting with a seller, do you have B) Across from
a preference as to where the other team is seated? C) No preference

A) | feel it is important to get to know the

When it comes to formalities, which one of these person/team in front of you first by some

Q9 | statements describes you more accurately? initial small talk

B) I prefer a quick intro which leads straight to
the purpose of the meeting

A) Yes
Q10 | Do you often find yourself using anecdotes or B) No
sarcasm in your business meetings? C) Sometimes

Construct Validity &Reliability

Having developed research instrument, it was imperative to establish whether the research
constructs used were valid and reliable (Hancock & Mueller, 2013; Loehlin & Beaujean, 2017). For
this study, four major constructs were established and these were Meeting Objectives (MO),
Motivation and Interest (MI), Information Sharing/Receiving (ISR), and Informalities (INF). To
determine whether the constructs were valid and reliable, Confirmatory Factor Analysis (CFA) was
carried out as prescribed by Brown (2015). Construct validity was tested using both convergent
validity and discriminant validity (Kline, 2016). While convergent validity tested whether the items
converged to a construct or not, discriminant validity tested whether there were key differences
between the constructs or not (Thompson, 2018)and the resultant measurement model is presented
in Figure 1.

1532-5806-24-S1-235

Citation Information: Bahman, R.D. & Al-Enzi, A. (2021). Gender differences in boardroom communications & decision making A case
study comparing male & female executives in kuwait. Journal of Management Information and Decision Sciences, 24(1), 1-14.




Journal of Management Information and Decision Sciences Volume 24, Special Issue 1, 2021

ED
.96
=2 INF3 | 24 INF
B IINGER
94
&2
= o
40
oo
P—gv
ED
Mi1 04
DV
niz

MEASUREMENT MODEL

Convergent validity was tested in IBM SPSS (v27) using two methods, the path coefficients
and the Average Variance Explained (AVE). Hoyle et al. (2012), Kline (2016) and Gana and Broc
(2019) recommend that for convergent validity to be attained, the path coefficients that are between
the constructs and the items ought to be greater than 0.60and so should be the AVE statistic. From
the outcome in Figure 1, the minimum path coefficient was 0.94 and being greater than 0.60, this
meant that the convergent validity was not violated. Further, regarding the AVE in Table 4, the
minimum observed was 0.900 and because this was greater than 0.60, it followed that the
convergent validity was not violated.

Table 4
CONSTRUCT RELIABILITY AND VALIDITY
CR AVE MSV MaxR(H) INF ISR MO MI
INF 0.964 0.900 0.188 0.965 0.948
ISR 0.978 0.957 0.168 1.032 0.409*** 0.978
MO 0.969 0.939 0.321 0.971 0.434*** 0.155¢ 0.969
Ml 0.940 0.887 0.321 0.940 0.404%*** 0.088 0.566*** 0.942

T p <0.100; * p <0.050; ** p <0.010; *** p <0.001

On the other hand, Hoyle (2012) and Byrne (2016) argue that the discriminant validity can
be established from the Heterotrait-Monotrait(HTMT) ratio of correlations between the study
constructs in Figure 1 or in Table 4, and prescribe 0.85 as the maximum tolerable coefficient. The
highest observed HTMT ratio was 0.566 and since this was less than 0.85, this meant that
discriminant validity had not been violated. Since both the convergent validity and discriminant
were not violated, the overall construct validity was confirmed. Lastly, construct reliability was
tested and according to Technik and Fidela (2017) as well as Wang and Wang (2019), the optimal
test was the composite reliability analysis. Field (2016) and Hair et al. (2017) recommend the
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minimum acceptable coefficient to be 0.70. Since none of the composite reliability statistics was
less than 0.70, it could be confirmed that the constructs used in the study were reliable.

Data Analysis

The first step in a statistical analysis is the descriptive part (See Appendix). Descriptive
statistics helps describe the raw data in a clearer way and shows some patters in data and relations
between the variables.

e Ql - Related to the respondent gender; 54.5% of the respondents are male and 45.5% are female. The first
gender item is balanced and shows the significance of the sample used in this survey.

e Q2 - The majority of respondents state that the most important for them when they decide to do business is the
trust and reputation. The relation between the gender variable and what is the most important when deciding to
do business with another person/company is not significant, in other terms, there is so significant difference
between men and women on what component for this question regarding the p-value of the of Chi-square test
that is superior to the significance level 5%. From the cross tables, we can see that the majority of the men are
looking for trust as a must when doing business with another person/company, whereas the women are more
interested in reputation.

e Q3 - The majority of the respondents’ state the gender of who will conduct the meeting does not matter to
them. The percent of respondents that have chosen one gender is equal between male and female. The relation
between the gender variable and what is the preference of the respondent in relation to gender for giving a
presentation is not significant. In other terms, there is so significant difference between men and women on
gender preference of who should give a sales presentation in boardroom, as per the p-value of the of Chi-
square test that is superior to the significance level 5%. In fact, from the cross tables, we can see that the
majority of the men and women have no special gender preference regarding a presentation in boardroom.

e Q4 -The relation between the gender variable and what statement describe each gender the most considering a
business meeting setting is significant at 10%, in other terms, there is a significant difference between men and
women on how they describe themselves considering a business meeting setting regarding the p-value of the of
Chi-square test that is inferior to the significance level 10%. In fact, from the cross tables, we can see that the
majority of the men describe themselves as a Mission Oriented, primarily interested in getting the deal, while
women are more knowledge-oriented, primarily seeking more information from the other side.

e Q5 - As reported, 28.8% of respondent stated that they are more likely looking for weaknesses in the
presentation while in a business meeting. In the second position, “looking for more creative solutions” is
answered by 25% of the respondent. The relation between the gender variable and what the statement
describes as per each gender is very significant at 5%. In other terms, there is a significant difference between
men and women on how they describe themselves considering a business meeting setting regarding the p-
value of the of Chi-square test that is inferior to the significance level 5%. In fact, from the cross tables, we can
see that the majority of the men describe themselves as a looking for weakness in the information being
presented while women are more looking for more creative ways to collaborate.

e Q6 - The relation between the gender variable and who they prefer to meet first when making a business deal
is very significant at 5%. In other terms, there is a significant difference between men and women on who they
prefer to meet first while making a business deal regarding the p-value of the of Chi-square test that is inferior
to the significance level 5%. In fact, from the cross tables, we can see that the majority of the men prefer to
meet the actual decision maker (CEO Top Management) first while women are more looking to meet both
(Actual Decision maker and People who are directly involved in the project).

e Q7 - The majority of the male respondents stated that they are more likely nodding their heads as a sign of
wanting the discussion to move on or end, while the majority of females reported nodding as a way of showing
interest. The relation between the gender variable and the head signal of each one during a business meeting is
not significant at 5%. In other terms, there is not a significant difference between men and women on what
they found themselves nodding at during a business meeting regarding the p-value of the of Chi-square test
that is superior to the significance level 5%. The majority (31%) of females use head-nodding as a signal to
mainly show interest, secondly to show agreement. While, the male are more head nodding to move one and
wanting the discussion to end with a percent of 32%.
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e Q8- There is a balanced percentage of respondents regarding business meeting interludes attitude. About half
of them stated that they are more likely to go straight to the purpose while the other half thinks that’s important
to know the participants first before getting to the purpose of the meeting. The relation between the gender
variable and what it describes is not significant at 5%. In other terms, there is not a significant difference
between men and women on their attitude regarding the prelude of a business meeting as per the p-value of the
of Chi-square test that is superior to the significance level 5%.

e Q9 - The relation between the gender variable and the where they want to sit during a business meeting is not
significant at 5%. In other terms, there is no significant difference between men and women on choosing
sitting next, across or no preferences to the visitor during a business meeting as per the p-value of the of Chi-
square test that is superior to the significance level 5%. In fact, from the cross table, we can assert that the male
and female have more preference to sit across the visitors during a business meeting.

e Q10 - The relation between the gender variable using sarcasm or anecdotes business meeting is highly
significant at 5%. In other terms, there is a great significant difference between men and women on using
sarcasm and anecdotes during a business meeting as per the p-value of the of Chi-square test that is inferior to
the significance level 5%. In fact, men reported using sarcasm and anecdotes during a business meeting much
more than women. More than 85% of men reported always or sometime using sarcasm while more than 50%
of women reported never using it.

Variable Associations

From the analysis of the relationship between the variables (See Appendix), we can assert that:

» There is a significant association between Q1 (what is your gender) and Q4 (mission-oriented or knowledge-
oriented). The males have confirmed more preference to being Mission-oriented. The relation is significant at
5% significance level.

» There is a significant association between Q4 (mission-oriented or knowledge-oriented) and the majority of
results in Q5 (looking for more creative solutions). Therefore, it can be deduced that mission-oriented
individuals, who were predominantly male, are usually looking for more creative solutions than weaknesses
when making decisions in the boardroom.

» There is a significant relation between the Q2 (important factors when deciding to do business with another
company) and Q6 (who do you prefer to meet first). In fact, what the respondents values most in companies
they want to do business with and their preference for meeting the involved individuals are quite associated.
Those who rely more on trust and reputation confirmed a desire to meet the top management/decision maker
first to establish a trustful relationship.

RESEARCH LIMITATIONS

Naturally, there are some limitations to this research which may stem from its various
components.

Practical Limitations

e The number of respondents was limited and only represented relevant clusters from sectors
investigated.

e When discussing styles of a subjective nature, it must be noted that the conclusions are tendencies,
not absolutes.

e The questions were forced-answer and could have limited the sentiments of the respondents.

Social Limitations

e The respondents come from a conservative society and may have not given fully
personalized answers but rather gave expected answers.
10
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e There participants were all higher management who could have filled the survey
quickly just to get back to work faster.

e The word “management” is vague and perhaps the lack of consistency impacted the
results.

Scientific Limitations

e The subject of gender differences is vast with many and multiple conclusions. Though this
research confirms the expected outcomes described previously, more research is required on
the subject in order to have more accurate results.

e More validity and reliability testing of the questionnaire could also prove to be purposeful.

e This research used a macro-level approach to provide an initial investigation on the matter
and showed compelling evidence that gender differences exist in B2B settings, perhaps
future research can be precise in terms of managerial level/experience, time spent in the
role, etc which may impact the outcomes.

Although this is a preliminary study, any clue as to who your audience may be is a relevant clue
regardless of how salient it may be.

CONTINUING RESEARCH

As boardrooms around the world continue to fill the female quota, there is a continued need
to study their individual needs. It is apparent that women have different ways of assessing and
gathering information than men in some business related elements. Therefore, it is essential that
scientists continue to investigate the matter and address the differences. Furthermore, in a relatively
closed and conservative society like Kuwait, gender issues are of particular interest as they are
considered highly sensitive matters. Differences related to gender in any given scenario, especially
in terms of perceptions, are highly likely to have impact on the interaction on multiple levels. As
Kuwait continues to push for more gender equality in the workplace as part of its ‘New Kuwait
2035’ vision, it is important to note the differences in perceptions on a magnitude of levels. For the
local and international practitioner, researcher, and salesperson alike, these differences are crucial to
note and address in order to achieve success. The local culture is heavily exposed to international
franchises in various fields thus exploring gender topics in perceptions could be highly
advantageous.

CONCLUSION

From the information collected during this study, it was clear that there are significant
distinctions regarding gender differences in decision making in the boardroom. These new
discoveries are a major contribution to the field of management science in the age of congested
channels of communication. The findings will surely pave the way for more elaborate studies as it
was proven that men and women seek different needs when presented with sales information. In
fact, the research showed that some of the private cognitive matters of the individuals involved in
receiving information may show in subtle ways through body language. The findings are
summarized below:
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o The majority of the men are looking for trust as a must when doing business with another
person/company, whereas the women are more interested in reputation.

e The majority of the men and women have no special gender preference regarding a presentation in
boardroom.

e The majority of the men describe themselves as a Mission Oriented, primarily interested in getting
the deal, while women are more knowledge-oriented, primarily seeking more information from the
other side.

e The majority of the men describe themselves as a looking for weakness in the information being
presented while women are more looking for more creative ways to collaborate.

e The majority of the men prefer to meet the actual decision maker (CEO Top Management) first
while women are more looking to meet both (Actual Decision maker and People who are directly
involved in the project)

e There is not a significant difference between men and women on their attitude regarding the
prelude of small talk of a business meeting.
¢ Both males and females have more preference to sit across the visitors during a business meeting.

e The majority of men (more than 80%) use sarcasm and anecdotes during a business meeting while
more than half of women respondents stated they never used either.

In conclusion, this research highlighted the notion that men and women are influenced
by different factors when making a decision in B2B settings just as well as in B2C settings. It is
obvious that there are indeed differences between genders which should be considered. Thus, it is
important for companies to observe and cater to these differences accordingly in order to maximize
their influence.
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