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Abstract 

Gender encounter during interactive market is indeed a dynamic aspect of a marketing that 

affects its’ outcome which is to seal sales. The dynamic implication gender encounter has brought 

about the researching of both same gender and cross gender encounter in this paper. The division 

and independent investigate of same gender and cross gender encounter had given a clear motive 

on the gender preference among male and female students towards same/cross gender encounter. 

In actualizing this purpose, quantitative approach was use while the realist is the explanatory grid 

which constructed arguments in a deductive manner. In fulfilling the quantitative approach 

criterion, an online survey was carried out among students at Mälardalen University. Online 

questionnaire were distributed through a convenient sampling method and 389 valid responses 

were analyzed. The results shows majority of students prefers same gender encounter to cross 

gender. Therefore for an interactive marketing section to be successful as regards to gender 

differences, same gender encounter should be considered.   
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1.Introduction 

This chapter been the first is designed to give an overview and objective of the topic to be 

research on. The overview subchapter is the background section. This section connects to issue 

which is the problem of discussion. The problem of discussion in this paper will examine varieties 

of issues that influence an interaction process such as culture, age, education, social class, 

ethnicity and gender with a narrow ending to a strategic question that will be the focus of this 

research. The purpose of this paper will be stated in the purpose section and the target audience 

will be defined subsequently. The Methodology part will explain the chosen research approach. 

The last but not the least is the structure section. This part will define the structure of this paper 

by summarizing the structure of each chapter. 

 

1.1 Background 

Marketing generally is an important aspect of every business that is set to make profit. According 

to the Chartered Institute of Marketing, marketing is the management process responsible for 

identifying, anticipating, and satisfying customer requirements profitably (C.I.M as cited in 

Adrian & Douglas, 2001). Also the American Marketing Association defines it as the activity, set 

of institutions, and processes for creating, communicating, delivering, and exchanging offerings 

that have value for customers, clients, partners, and society at large (A.M.A as cited in Adrian & 

Douglas, 2001). The connection between these definitions is that there are needs to be met and 

the outcome should be profitable to the marketer and satisfactory to the customers (Adrian & 

Douglas, 2001). These needs have further divided marketing into two categories which includes, 

the classic or mass marketing and interactive marketing (Adrian & Douglas, 2001). 

The interactive marketing in today’s business world is an important phenomenon in marketing. 

According to Business dictionary (2011), an interactive marketing is a “trading situation where 

the buyers specify the nature and application of products they wish to buy, sellers try to match 

these request almost instantly or in a very short time”. This definition qualifies the argument that 

one of the objectives of interactive marketing is to get response during the process (Basye, 2008). 

Deighton (1996) defines this kind of marketing as a conversation base marketing, conversation in 

the sense that, there is a movement from a transactional base to conversational. 
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Direct marketing is a concept of interactive marketing which goes hand in hand and thus direct 

marketing is an important aspect of this paper (Basye, 2008; FitzGerald & Arnott, 2000; and 

Fletcher et al., 1991).According to the Direct Marketing Association, direct marketing is an 

interactive system of marketing which uses one or more advertising media to affect a measurable 

response and/ or transaction at any location (Adrian & Douglas, 2001). It has been recorded that 

many known practitioners such as Nash (1995) and Stone (1996) as cited by Adrian and Douglas 

(2001) have subscribe to this definition but yet there are strong criticism of it. Adrian and 

Douglas, (2001) criticize the definition of lacking emphases on collection and manipulation of 

customer data that characterizes so much of direct marketing activity. The loophole in this 

definition has driven for a search of a more balanced one that could explain the aspect of data 

collection. 

The UK’s Institute of Direct Marketing fills the loophole to the definition of direct marketing 

with some new additions. Direct marketing according to the UK’s Institute of Direct Marketing is 

the planned recording, analysis and tracking of customers’ direct response behavior over time 

…… in order to develop future marketing strategies for long term customer loyalty and to ensure 

continued business growth (Adrian & Douglas, 2001. p.7). This definition has shown the 

uniqueness of direct marketing as to traditional or classic marketing, which is the fact that 

traditional or classic form of marketing focuses only on the organization while the direct 

marketing focuses organizational attention on the customer (Adrian & Douglas, 2001). 

The focus of direct marketing on customers has triggered the issue of encounter during 

marketing. There are many dictionary definition of an encounter, for instance, the Military 

dictionary defines it as “a meeting by chance”, while Wordink (2011) defines it as “a meeting, 

especially one that is unplanned, unexpected, or brief….” This paper is not of the view that this 

period is unplanned, unexpected or brief but rather from a service perspective. Service encounter 

according to Shostack (1985), encounter is a period of time during which a consumer directly 

interacts with a service. Therefore, the perceive quality and outcome could be affected by several 

factors. Indeed, culture, age, gender, education, social class and ethnicity might be of importance 

during direct marketing and encounter (Cheyne & Efran, 1972). Among these factors, gender is 

the only factor to be examined in regards to the objective of this paper. 
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1.2 Problem discussion 

Encounter and gender factor during direct marketing is the bone of contention in this paper. It is 

indeed true that, the movement of marketing from a more classic view to a conversational one 

give room for an interactive and direct means of understanding the consumer’s needs while 

marketing (Adrian & Douglas, 2001). Since this understanding is govern roundabout personal 

encounter between the marketer and the potential customer which is interactive in nature 

(Deighton, 1996), there are causes for distortion. Just like in the case of realm of understanding in 

marketing communications, there might be risk of noise that might affect the quality of this 

interactive encounter (Schramm, 1955; Shannon and Weaver,1962, as cited by Wood, 2010). 

There is a high risk of culture, age, education, social class, ethnicity and especially gender been 

noise in the interactive encounter process if not properly meddled. 

In this paper, gender is an important aspect to be investigated on. Gender as a point of concern 

has been viewed as problematic by Deborah Tananen’s “You don’t just understand”, and John 

Gray’s “Men Are from Mars, Women Are from Vernus” literatures. Deborah Tananen as cited by 

Aires (1996) argues that, men and women approach conversations with a distinctive set of rules 

and interpretations of talk. Deborah Tananen further state that men focus more on statues and 

independence while women on intimacy and connection, thus this difference might make 

conversation problematic therefore investigating the effect during an encounter in direct 

marketing will be of great interest.  

The reason for investigating the effect of gender among other factors is based on the fact that 

research has not been done in this field on gender encounter among students at Mälardalen 

University Sweden. Since gender is an important factor, it worth investigating its effect on the 

communication quality of an encounter during direct marketing. Also the importance of gender in 

business and invasion of space during an encounter has been further strengthened by Cheyne and 

Efran (1972). In their experiment, Cheyne and Efran (1972) concluded that gender differences 

may become a central and problematic element as a whole during an encounter. 

Based on this problem, our strategic question in this thesis is if effective communication during 

an interactive marketing is base on same gender or cross gender encounter? 
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1.3 Purpose  

The purpose of this thesis is to investigate the gender preference of students towards same 

gender/cross gender encounter during interactive marketing and the reasons behind their 

preferences. 

 

1.4 Audience 

This paper is beneficial to marketers who intend to market their products and services directly to 

students especially, in Mälardalen University Sweden. Besides this primary audience, this paper 

will be vital for students, managers and researchers who tend to understand the importance of 

gender during an encounter in direct marketing since some suggestions of avoiding these 

obstacles will be formulated. Finally, this piece is open to anyone who finds this topic interesting 

and could relate it to their personal encounter or experience.  

1.5 Methodology 

Methodology which is the study of methods (Fisher, 2010) is an important concept to be 

discussed in this subchapter. There are two types of research approaches, and they include 

qualitative and quantitative approach (Denscombe, 2007). On one hand, qualitative approach is a 

form of research that involves the use or words and visual image to collect and analysis data 

(Denscombe, 2007). Research strategies such as grounded theories, ethnography and 

phenomenology are usually associated to qualitative approach whereas, interviews, documents 

and observations are methods of data collection when using this process.  

 

On the other hand, quantitative approach which is the collection and analysis of data through 

numbers rather than words (Denscombe, 2007) is another dimension of carrying out a research. 

Data are mostly collected through questionnaires, statistics are use doing analyzes and hypothesis 

can be tested using a quantitative approach (Denscombe, 2007). Due to the nature of this paper 

which is to investigate the gender preference of students towards same gender/cross gender 

encounter during interactive marketing and its proportion, quantitative approach is been thus 

adopted.  

 

In doing a quantitative research in this paper, realist research is the explanatory grid for this 

research. Realist research is the believe that the “knowledge we gain through research can 
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accurately mirror reality itself but the mirror image might be distorted by the intrusion of 

subjectivity into the process of knowing” (Fisher, 2010, p.42). Since the quantitative approach is 

been adopted with a realist view, the process of data collections and analyzing includes coding, 

categorizing, use of statistical test, tables, figures and interpretation of the statistical findings will 

be some key factors using this approach in this paper. Arguments will be constructed with a 

deductive approach which is the process of inferring particulars from general statement. Thus, 

theories will be tested and outcome will be generalized systematically.  

 

1.6 Structure  

For this paper to clearly achieve its objectives in an academic way there must be a defined pattern 

which is known as the structure. The structure of this paper will be shown in a tabular form 

below. 

 

 

Chapter 1 

This chapter would be known as the introduction chapter. It comprises of 

the background, problem of discussion, strategic question, purpose the 

audience of this paper and methodology. 

 

Chapter 2 

This chapter is the theoretical framework. In this chapter, the concept of 

direct marketing will be defined; theories by Adrian and Douglas (2001), 

Stone et al. (2003), Fletcher et al. (1991) and direct marketing 

Cornerstone model by Holder (1998) will be presented. As regards to the 

concept of gender and encounter, theories by Butler (1990), Cheyne and 

Efran (1972) and best sellers John Gray and Deborah Tananen will be 

presented. At the end of this chapter, the conceptual framework will be 

built out of the interactive Cornerstone of direct marketing. 

 

Chapter 3 

 

The methods chapter will be defined the ways both primary and 

secondary will be collected. For the primary data. Online survey 

(questionnaire) is the instrument for collection of primary data. 

Accepting a 5% margin of error, 389 out of 13,000 total populations is 

the sample size. Secondary data were collected through various business 

literatures and Mälardalen's homepage. SPSS analytical program will be 

use to analysis the findings and this will be explained in this chapter. 



6 

 

Finally, the reliability and validity, and ethical consideration of this 

research will be presented.  

 

Chapter 4 

 

 

 

 

 

 

The chapter 4 will be the empirical materials chapter. In this chapter, the 

primary data gathered by the authors through surveying will be 

presented. The authors organize the primary findings in four parts 

namely filter question part, experience toward interactive marketing part, 

gender preference during encounter part and demographic data part. In 

doing this, the purposes and outcomes of each question in each part will 

be described in detail. 

 

Chapter 5 

 

 

 

 

 

 

This is the analysis chapter, in this chapter; the findings will be analyzed 

in regards to the framework. Three main analyses of collected data will 

be displayed: demography analysis, experience toward an interactive 

marketing analysis and gender preference during an encounter in 

interactive marketing analysis. The cross tabulation will be used in each 

question and the results will be recited thoroughly. 

 

Chapter 6 

 

 

 

 

 

 

The conclusion and recommendation chapter comprises of the final 

reflection of the paper, a discussion and suggestions for marketers and 

the targeted audiences and further research.  

 

 

 

 

Chapter 7 

 

The last chapter is the reference. In this chapter, the list of where to find 

the information written in this paper will be shown. The entire sources 

will be arranged by using the APA system. 

 

Table 1.1: Structure of paper 
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2. Theoretical framework 

As the main purpose of this research boundary around gender and direct marketing encounter, 

theories relating to these concepts will be adopted for this research. Although, there are some 

other aspects which might affect direct marketing during an encounter such as culture, age, 

education, social class and ethnicity, the authors focused only on the gender aspect in order to 

narrow the scope of this research due to the time constraint. Consequently, the framework 

construction of this research mainly revolves around the interaction between customers and 

marketer during the encounter in direct marketing which the point of studying is to see if the 

gender has an effect to the encounter. Theories that will guide this process will include, direct 

marketing and the cornerstone of marketing by Holder (1998), Butler (1990) view on gender, 

psychoanalytic theory (Freud, 1927), cognitive-developmental theory (Kohlberg, 1966), learning 

theories that emphasize direct reinforcement (Weitzman, 1979) and modeling (Mischel, 1970) 

and encounter by Shostack (1985) and Cheyne and Efran (1972). 

2.1 Direct marketing 

Direct marketing according to the UK’s Institute of Direct Marketing is the planned recording, 

analysis and tracking of customers’ direct response behavior over time …… in order to develop 

future marketing strategies for long term customer loyalty and to ensure continued business 

growth (Adrian & Douglas, 2001.p.7). Direct marketing just as defined is all about sending a 

message and getting response which made up the characteristics of direct marketing. 

Direct marketing is been characterized by three factors which includes, direct responses, 

measureable and database of customer and prospects (Stone et al., 2003). There are three types of 

direct marketing which includes business to consumers, business to intermediaries and business 

to business (Stone et al., 2003; Fletcher et al., 1991). The business to consumer direct marketing 

will be the focus of this paper and so this aspect will be examined.  

The business to consumer which is also known as marketing direct to consumers is been 

characterize by the cornerstone of marketing according to Holder (1998).  

The Cornerstone of direct marketing includes continuity, targeting, control and interaction 

(Holder, 1998). See figure 2.1 
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Figure 2.1: Cornerstones of direct marketing  

Source: Holder (1998) 

The idea behind this pyramid revolves round the concept of direct marketing which is continuity, 

targeting, control and interaction (Holder, 1998). The models shows the overall process of direct 

marketing which starts from the point where marketers identifies their targets, control messages 

that they send to their targets through an interaction therefore closing this process by committing 

the customer through continuity (Holder, 1998). 

Continuity: Holder (1998) argues on the view that direct marketing is all about a continue process 

of developing customer relations through information gathering. The Institute of Direct and 

Digital Marketing (2011) adds also that, continuity as a form of increasing customer loyalty 

rather than chasing after new customers.  

Targeting: It is vital to trade the right product to the right audience. Direct marketing activity is 

also characterized by a unique ability to target customers with relevant communications (Adrian 

& Douglas, 2001).  
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Control: Holder (1998) proposes this third dimension since it is practical to measure and control 

direct communications. The Institute of Direct and Digital Marketing (2011) draw more lights 

with the view that direct marketing is accountable since the communication system is easily 

measurable. Adrian and Douglas (2001) strengthen this argued with an example of controlling a 

mail order. In this instance the marketer decides what to include or not during directing 

marketing. 

Interaction: Above all, direct marketing revolves around interaction. As one of the vital 

cornerstones, Holder (1998) sees it as the point of encounter between the marketer and the 

customer. This mode of marketing according to David et al. (2010) makes it possible for 

marketers and customers to customize their communication. Customization of communication as 

regards to Holder’s (1998) view, gives the marketers lots of direct opportunities with the 

customers, which is the beauty of direct marketing that differentiates it from traditional 

marketing. Interaction according to Holder (1998) involves some media. These media could be 

through, post, face to face, internet/e-mail, fixed line telephone and mobile (Holder, 1998; Stone 

et al., 2003).  

Post: Post which is also known as direct mail is a form of interaction between a company and its 

potential customer through print or concrete form. Drayton (2000) categorizes this medium as a 

snail mail, meaning it is slow if compared to the internet and not so much in use nowadays.  

Face to face: Face to face strategy in directing marketing is normally use when the goal is to 

make sales thus brand building and awareness creation is not the basics of a face to face 

interaction (Chet, 2006). Face to face medium according to Chet (2006) is mostly use by small 

companies and this is one of the most effective means of marketing to make instant sales for 

small companies. 

Internet/email: In time of technological advancement, email marketing is a power medium for 

direct marketing (Anne, 2008). The internet/email marketing according to Jack (2001) is known 

as the light marketing due to its speed and response rate during interactive marketing. This 

medium if compare with other media is cheaper to employ since clicks from the mouse can bring 

millions of customers and same can take them away to competitors (Anne, 2008).  
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Fixed line telephone and mobile: This medium according to Anne (2008) is known as the 

telemarketing. This form involves a marketer interacting through a wireless voice communication 

in which response can get received simultaneously and the communication script unlike post can 

be modify during interaction  (Anne, 2008). Telemarketing according to Anne (2008) contributes 

a huge part of sales for direct marketing in general. 

As regards to the media of interaction, Anne (2008) argues that the basics are sending of 

messages and receiving of responses which are measurable. For an interaction to be possible, 

there must be a point in which the marketer and potential customer communicants. This point is 

called the moment of truth (Rao, 2007). There is a high possibility for high and well designed 

product to fail during this point (moment of truth) while low grade product could become 

successful (Rao, 2007). This moment of truth is called the point of encounter (Rao, 2007). 

2.2 Encounter 

Indeed, an interaction is only possible during an encounter. From an English dictionary 

definition, the term “Encounter” it is an unexpected meeting of two or more humans (Wordink, 

2011). This definition is not totally true when it comes to marketing. Solomon et al. (1985) argue 

more on encounter from the service point of view, where they see it as more of an interpersonal 

element. Since they have a broader and marketing view of encounter, their concept of 

interpersonal element is deem important in this paper. 

Shostack (1985) also defines encounter from a service perspective. Service encounter according 

to Shostack (1985), encounter is "a period of time during which a consumer directly interacts 

with a service." Richard Normann (as cited by Lovelock & Witz, 2007) calls the point of service 

encounter the “Moment of Truth”. This metaphor he borrowed from bullfighting in order to show 

the importance of the contact points between the customer and marketer. Rao (2007) argues that 

there are factors that influence this moment of truth. One of the variables that is an influential 

factor during an encounter is gender. Cheyne and Efran (1972) in an experiment on gender and 

space invasion argues that, mixed gender gathering will have less risk of invasion during an 

encounter, followed by females while males has the highest risk of space invasion. Contrary to 

the view of Cheyne and Efran (1972), John Gray views men and women as completely from two 
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different worlds. He further portrayed them as entities with different communications and 

thinking faculties.  

 

2.3 Gender  

Gender according to Butler (1990) “is the repeated stylization of the body, a set of repeated act 

within a rigid regulatory frame which congeals over time to produce the appearance of substance, 

of a ´natural` kind of begin.” Butler (1990) in regards to gender focuses more on the discursive 

construction of the bodies and bodily experiences. In strength of the definition by Butler (1990), 

many gurus had defined this term far from just biological sex. Burke et al.(1988) and Spence 

(1985) defines this as a the degree to which persons see themselves as masculine or feminine 

given what it means to be a man or woman in society, this is also known as gender identity. 

Gender identity is not same as concepts like gender role, gender attitude or gender stereotyping. 

Gender role is seen as the role tied to a given gender, for example men engaging in hard work 

outside the home while women in investing in domestic roles (Eagly, 1987). On the other hand, 

gender attitude is considered as man thinking in terms of justices while women, care (Gilligan, 

1982) and gender stereotypes which are shared views of personality traits often tied to one's 

gender (Spence & Helmreich, 1978). Though these concepts influences gender identity but far 

from been the same (Katz 1986; Spence & Sawin, 1985). 

 

Gender interaction in an encounter can be in form of a same gender interaction or a cross gender. 

Same gender interaction is a form of encounter between humans of same physical identity and 

their connection can be interpreted by homophily concept (Block, 1979, Lever, 1978, Eder & 

Hallinan, 1978). Gender Homophily according to Block (1979), Lever, (1978), Eder and Hallinan 

(1978) is the network connection between same gender which begins at the very moment when 

children are able to select their playmates and developing awareness of their gender identity. A 

research carried out by Zaharias et al. (2004) strengthens the network effect of homophily with 

their results that shows that doctors are more comfortable operating and interacting with same 

gender patients than cross gender. This result according to them might relate to the phenomenon 

of homophily.  
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Cross gender interaction is a communication system between humans of opposite gender 

identities. According to Ridgeway and Smith-Lovin (1999) network studies show that cross 

gender interaction is normally unequal between participants. Women according to the network 

studies are normally in low statue position. Eagly (1987, Eagly & Steffen, 1984, Eagly & Wood, 

1991) further strengthens this unequal statue by arguing that in a cross gender interaction 

scenario, there is an inter-play between agnatic/dominate role of man and communal/passive 

traits of a woman which influences this interaction process significantly.  

 

The influence of the gender differences during an interaction process has given room for gender 

preference. Preference which is the ability to evaluate, prioritize and choose is an important 

aspect to enable effect communication during an interaction process could be influenced by 

comfort (Dabholkar et al., 2000).Butcher et al. (2001) describes comfort as the feeling of 

relaxation arising from social interaction from service employee. Bagozzi et al.(1999) defines it 

as feelings of ease and lack of anxiety in an interaction and a kind of emotion. Comfort as regards 

to interactive marketing increases customer’s satisfaction thus consumer’s discomfort during an 

encounter should be avoided (Hanna, 1980; Paswan & Ganesh, 2005). Avoiding this discomfort 

in an interactive marketing is to understand the consumer’s preference and working by it. Also 

consumer preferences could be influence by trust, privacy, easy going or even natural. 

 

Trust:  Ford (2002) analysis trust from a relationship perspective focusing on the interaction 

model. Also Parkhe (1998) argues that trust is important in the event of uncertainty, vulnerability 

and absent of control. This implies that trust is important when it comes to service orientated 

product or intangible products. Trust can be embedded with the person offering a service or 

marketing a product and it is important with service customer as they perceive high risk or feels 

uncertain concerning the possible outcome of (Zeithaml et al., 2006). 

Privacy: Jerry Durlak (as cited by, Kizza, 2010) defines privacy as a human value consisting of 

solitude (waiting to be alone), anonymity (no public identity), intimacy (not to be monitored) and 

reserve (right to control one’s personal information). The concept of reservation is under a type 

of privacy known as personal privacy (Kizza, 2010). This kind of privacy gives exclusion right to 

a person on whom he/she wants to communicate with or prevent from communicating with. Also 

another important definition of privacy is that of Shils (1966). Shils (1966) defines privacy as the 
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absence of interaction or communication, or perception during a period when they are 

practicable.  This implies that when an individual keeps to privacy, even at the right point of 

interaction, he/she might be silent.  

Easy going: The concept of easy going is embedded in the type B of the personality theory by 

Friedman and Rosenman (1974). Easy going according to this theory involves living without 

worries. Also according to the online dictionary, easygoing is been defined as a state of calm and 

unworried; relax and rather casual, an easygoing person. 

Natural: The term natural falls into the theory of nature in human behavior. This theory defines 

nature as the genetic predispositions, which means wanting to do something base on one’s 

instincts (Powell, 2010). The concept of nature can be linked to homophily, which is based on 

love for same or heterophily which is love for different and the ideas behind these concepts are 

base on genetic development (Rogers, 2003).    

For further understanding of same gender and cross gender interaction process and preferences 

during an encounter, the theories of masculinity and femininity are important in order to access 

the development of gender and gender identity among males and females and the driving force 

behind their preferences for a given gender. 

 

2.4 Masculinity and Femininity 

The development and origin of masculine and feminine could be explained by 

1. Psychoanalytic theory (Freud, 1927), 

2. Cognitive-developmental theory (Kohlberg, 1966) 

3. Learning theories that emphasize direct reinforcement (Weitzman, 1979) and modeling 

(Mischel 1970). 

 

2.4.1 Psychoanalytic theory; Freud (1927) analyzed this theory based on the concept of gender 

identity. Freud (1927) argues that gender identity develops through the identity by a child to 

same-sex parent. The oedipal stage of psychosexual development of the child develops a same 

sex identity which is inherited out of conflict and negative feelings towards same sex while love 

and affection for the opposite sex at age 3. According to this theory, at age 6 this system fades to 

a more neutral system and same-sex identity (Freud, 1927).  
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2.4.2 Cognitive-developmental theory; this theory is of the view that there are cognitive critical 

events that have a lasting effect on gender identity development. These events according to 

(Kohlberg 1966) are not psychosexual in origin. Kohlberg (1966) defines two stages of gender 

identity development as, acquiring a fixed gender identity, and establishing gender identity 

constancy. The first which is when a child identifies himself as male or female by hearing boy or 

girl and apply it to his or herself, then the gender becomes fixed at age 3. The stage of gender 

constancy is the reality by the child even is his or her age or appearance changes the gender 

remains the same. 

 

2.4.3 Learning and modeling theory; this theory is practically based on the social environment 

of the child such as parents, teachers and the society (Weitzman, 1979). In this scenario, the child 

learns on what is feminine or masculine directly from the society or parents base on imitating. 

Direct reward or punishment is given for non compliance. For example, dolls are for girls are 

trucks for boys and in terms of behaviors, passivity and dependence in girls and aggressiveness 

and independence in boys (Weitzman, 1979). In other words learning and gender identity is based 

on modeling same gender (Mischel, 1970). 
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2.5 Conceptual framework 

 

 

 

 

 

  

 

 

 

 

 

 

  

 

 

 

 

  

 

 

 

 

 

 

 

Figure 2.2: Conceptual framework (Own illustration) 
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Interactive marketing which is the core concept been research in this paper, is been influenced by 

gender differences during an encounter. Gender during an encounter according to this model is 

divided into same gender and cross gender encounter. The same and cross gender encounter 

points just as Richard Normann calls it the “Moment of Truth”, defines the perceived quality 

during an interactive section. This points, build a sense of preference towards future encounters 

and this preferences is been influenced by four factors which includes, trust, privacy, easy going 

and natural. These four factors are connected to masculinity and femininity factors. The 

masculinity and femininity factors are structure to understand why trust, privacy, easy going or 

natural defines a given gender prefer for either same gender or cross gender scenario.  
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3. Methods 

The introduction chapter has well defined the cause of research through a quantitative approach. 

Actualizing this objective has been the bedrock of the theoretical framework which has integrated 

relevant and important theories to this research. The question or reason forging ahead with the 

method chapter is to know how the research objective will be realized.  

3.1 Data collection 

At the stage of collecting data, both primary and secondary data will be use to support the 

arguments and explore the information in order to answer the strategic question of this research. 

3.1.1 Primary data collection 

According to Hamersveld et al. (2008), the primary data is the data that have been collected for a 

specific exploration or task in order to answer the specific question or questions. The advantage 

of collecting primary data is the newness of a set of data that did not available before to the 

researcher. Therefore, collecting the primary data is required for the authors to understand the 

importance of gender towards the direct marketing during an encounter. To collect the primary 

data, the authors decide to conduct a survey among the students at Mälardalen University in 

Sweden in order to gather vital information.  

Survey is one of the methods to collect the primary data that applies the questionnaire in order to 

record the verbal behavior of respondents (Ghauri & Gronhaug, 2005, p.124). In doing this, the 

authors acts as surveyors who had some knowledge about the territory of the survey and measure 

things statistically by producing maps, coordinating, and benchmarking (Fisher, 2010, pp.169-

170). Also, the authors used questionnaire as a survey instrument to collect primary data. The 

questionnaires are pre-coded, meaning that there will be lots of tick boxes for the respondents to 

choose from. This form of questionnaire is structured and collected data will be analyzed 

quantitatively.  

• Sample size 

In order to acquire the valid information, the size of sample depends on two things; the 

population size and the accepted margin of error. The table below exhibits the sample size 

required considering the population size and the margin of error (Fisher, 2010, pp.207-209).  
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Since the authors decided to survey the students at Mälardalen University (2011) which have the 

population around 13,000 people, therefore we would need 383 completed questionnaires for an 

acceptable 5% margin of error. (See table 3.1) After the authors distributed questionnaires, we 

got 395 responses but there were 6 invalid questionnaires. So, the authors analyzed totally 389 

completed questionnaires.     

 

 

Table 3.1: Estimating margin of error  

Source: Fisher, (2010, p.190) 
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• Sampling frame 

In order to distribute questionnaires, there are two main possible sampling approaches; 

probability sampling and non-probability sampling. The probability sampling is the approach of 

probably random sampling where every individual in the group or population of interest has a 

chance of being chosen equally for study whereas the non-probability sampling is the approach to 

select the members from the population in nonrandom manner (Blaxter et al., 2006).   According 

to StatPac (2011), the convenience sampling is one sampling strategies of non-probability 

sampling which the researchers select the sample because they are convenient and allow the 

researcher to get a gross estimate of the results without cost and time required to select a random 

sample.  

Meditatively, the authors chose convenience sampling as a sampling method due to time and cost 

constraints during this research. In doing this, the authors targeted students at Mälardalen 

University as the respondents that allow collecting primary data conveniently. Accordingly, the 

authors use the university website, students’ email and Mälardalen University’s facebook page 

with student’s contacts as means to approach the targeted respondents. This strategy will help 

collect data faster and reduce cost of distributing the questionnaires. Also, the public website of 

the university is able to reach students at the Mälardalen University without cost required. 

• Designing a questionnaire 

To collect the primary data, the authors conducted the questionnaire as a survey instrument in 

order to obtain the quantitative data which is the data in form of numbers rather than words 

(Denscombe, 2007). In doing this, the pre-coded questionnaires which contain a lot of tick boxes 

for respondents were designed (Fisher, 2010, p.178). This type of questionnaire allowed the 

authors to collect primary in short time and effectively. 

According to Fisher (2010, pp.210-211), there are some issues that the researcher should be 

considered when designing questionnaire in order to achieve maximum response rate. Firstly, the 

questionnaire should be short as much as possible. Secondly, the researcher should make the 

structure of questionnaire to be logical and sequential. Besides, the personal questions should be 

located at the last part of questionnaire. Lastly, the questionnaire should be easy to understand. 
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In order to maximize the questionnaire, the authors design the questionnaire followed Fisher’s 

instruction since the questionnaire contained only 17 questions so that the respondents can 

complete in approximately five minutes. Moreover, the questionnaire was designed to be 

sequential structure that the respondents can follow the theme of questions regarding the gender 

encounter during direct marketing easily. Also, the authors designed the question by using easy 

words, avoiding technical terms, and making every question logical and connected. Lastly, 

questions concerning personal information of the respondents were asked last so the respondents 

will feel comfortable starting the survey questions. (See the questionnaire in Appendix). Below 

are the descriptions of each question in relationship with the conceptual framework of this 

research. 

The first two questions were the selective questions to filter the respondents to ensure that the 

respondents are the students and studies at Mälardalen University. In designing these questions, 

the authors created the dichotomous questions which provide only two alternatives for the 

respondents to choose between (Fisher, 2010, p.211). Therefore, the options in this type of 

question were likely to be Yes/No or Male/Female. But In this case, the choices were Yes/No.  

Then, at the question 3 to 8, the questions were constructed in order to measure the experiences 

of respondents toward direct marketing considering gender and the media or medium of the 

communication channel. In doing this, the authors used dichotomous question to ask respondents 

if they ever had experiences toward direct marketing, which gender of the direct marketer that 

they faced at the last encounter. So, the options for respondent were both Yes/No and 

Male/Female. Also, the checklist question was implemented which provide a variety of 

alternatives for respondents to tick one or more than one items (Fisher, 2010, p.212). The authors 

use this type of method in question 4 to ask the medium or media that the respondents had the 

experiences when they communicated with the direct marketer. 

For question 9 to 15, the authors conducted both dichotomous and checklist questions in order to 

obtain the preferences of respondent toward gender during the encounter in direct marketing 

whether they prefer to communicate with same or opposite gender of direct marketer. This 

section of the questionnaire is in fulfillment of the upper part of the conceptual framework that 

divides and check the preference for either same or cross gender encounter and why reasons for 

their choices. Question 9 to 12 questions measure people's preferences towards either same or 
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cross gender during an encounter. The objective of this is to make a clear distinction the two 

categories (same and cross gender preferences) just as seen in the framework. Subsequently, 

questions 13 and 15 are channeled in knowing the reasons for the choices of either same or cross 

gender encounter. This is essential because according to the conceptual framework and the 

purpose of this reason, the reasons are important factors that will be considered in this paper. So 

the reasons for same or cross gender preference were optioned under factors like trust, easy 

going, natural and privacy. Also responses was also be grouped in accordance to their counts.  

Finally, the last two questions are demographic incline thus gathering information such as gender 

and age range of respondents. The gender and age range of respondents are used in analyzing the 

encounter during direct marketing. In order to ask the age range of respondents, the authors 

constructed multiple choices questions which provide a choice of four to respondent to choose 

only one. 

3.1.2 Secondary data collection  

The secondary data is defined as the data that have been already collected beforehand and 

promptly available from the other sources that provide the economical way and save time effort 

to obtain the data required for the researcher when doing research (Adam et al., 2006). 

Accordingly, the authors collected the secondary data from different sources of information 

namely books, public websites, university databases, and databases from other organizations such 

as Wiley Online Library, ebrary, and Emerald.  

At the preliminary stage, information about researching and writing a dissertation from Colin 

Fisher’s book (2010) is been used as a guide during this process. In addition, works from 

scholars, business gurus and theorists were used as to this regards. Examples are from Adrian and 

Douglas (2001), Basye (2008), Deighton (1996), Nash (1995), Fletcher et al. (1991), Stone 

(1996) and Holder (1998) in their view about direct marketing. As regards to gender and 

encounter, varieties of literatures findings from Butler (1990), Burke et at. (1988) and Spence 

(1985), Eagly (1987), Gilligan (1982), Freud (1927), Kohlberg (1966) Weitzman, (1979), 

Mischel (1970), Solomon et al. (1985), Shostack (1985) and Cheyne and Efran (1972)  are useful 

in the cause of this project. The findings were useful in the formation for background knowledge, 
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development of theoretical and conceptual framework and finally will be necessary during the 

analysis section.  

Lastly on the secondary data collection, information about the population of the students at 

Mälardalen University were collected through the university website, these information allows 

the authors to specify the acceptable sample size which is the important aspect in doing research.   

3.2 Method to analyze data  

In order to analyze the quantitative data, the authors used the Statistical Package for the Social 

Science, SPSS, as an instrument for various processes which were data entry, data storage and 

data analyzing by tabulation and diagram to measure each relevant factor. The SPSS software 

allows collecting and analyzing the sophisticated data with the wide range of tools (Fisher, 2010, 

p.371).  

Firstly, the authors acquired table of frequencies from this software in order to summary the 

responses of each question which is the important instrument to be used in finding chapter. 

Moreover, the authors are allowed to present the data of each question in form of graphs such as 

bar chart by using graphic instrument.  

In addition, the authors will use cross tabulation as an analysis tools provided by the SPSS 

software in order to analyze the relationship between two variables and test how much the 

variables are associated to each other which this type of analysis is called “biveriate analysis” 

(Fisher, 2010, p.402). According to Greasley (2008), cross tabulation is the method of analysis 

the questionnaire data that enable the researcher to consider the relationship between categorical 

variables in greater detailed than considering the frequency of each data individually. The 

categorical or nominal is one type of data used for implementing descriptive statistics that shows 

different categories rather than a scale such as gender (male or female). In implementing cross 

tabulation, the authors input two categorical variables in order to examine the relationship of 

those two variables.  

Furthermore, the authors will use chi-square in order to apply a statistical analysis associated with 

cross-tabulation by comparing the actual observed frequencies in the cell of tables with the 

expect frequencies. The expected frequencies are the amount that the researcher would expect 

whether the data is distributed randomly or not. In order to analyze, the authors will consider the 
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Pearson chi-square value and the significant or probability value when comparing with the 

expected frequencies. (Greasley, 2008, pp.63-67) In this research, the authors specified the 

expected count less than 5. This mean that if the significant or probability value is less than 5%, 

there is a relationship between variables whereas if the significant value is greater than 5%, there 

is no relationship between variables. 

3.3 Reliability and validity 

Based on the primary data collection and methods to analyze data, the authors need valid 

measurements to explain, describe, and predict outcomes by implementing statistical techniques 

in order to accomplish the purpose of this research.  

3.3.1 Reliability 

According to Ghauri and Gronhaug (2002.p.68), reliability refers to the stability of the measure. 

Measurement is the rules for assigning numbers or numerals to empirical properties which a 

numeral is a symbol to represent the values in form of 1, 2, 3… or I, II, III (Ghauri & Gronhaug, 

2005). As mentioned in analyzing methods, the authors use categorical or nominal data to explain 

the experimental studying about gender aspect during encounter in direct marketing. In 

measuring the outcome of empirical materials, statistical methods will be use in order to get an 

accurate and consistent result. This is because the observed measurement score will reflect a true 

value of the outcome in this research. Google spreadsheet was used to collect data and SPSS 

statistic program was also use to measure and analyze the said data through cross tabulation and 

chi-square test, thus this form is consistent and even if repeated over time with same 

measurement, the outcome will remain the same.  

3.3.2 Validity 

A research measurement can be reliable but not valid. For an academic paper of this magnitude to 

be credible, data measurement needs to be reliable and valid. The validity can be defined as the 

extent to which the instrument measures what it purposes to measure (Miller, n.d.). For example, 

this paper tested relationship between comfort and same/cross gender interaction and gender 

preferences among student, thus the measurement can be reliable so must the outcomes reflect the 

real world which defines its validity. Four types of validity will be discussed in this paper. 
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The internal validity refers to the extent to which we can infer that a causal relationship exists 

between two (or more) variable (Ghauri & Gronhaug, 2002.p.71). Ghauri and Gronhaug, (2002) 

also categorize this as the cause-effect relationships. In regards to the internal validity concept, 

the authors of this paper has limited the research by focusing only on gender as the main cause 

that affects the preference for either same/cross gender interaction. This was important in order to 

reduce the confounding variables that can intervene in the relationship between independent 

variable (cause), and dependent variable (effect/outcome). Moreover, the authors design the 

questionnaire by formulating the question straightforwardly to obtain the outcome related to the 

research question directly and to know the cause of their preferences. For example, the authors 

formulate the question like “Why would you prefer same gender” in order to obtain the reason of 

the respondent who prefer same gender. 

The external validity is the extent the findings can be generalized to particular persons, settings 

and times, as well as across types of persons, settings and times (Ghauri & Gronhaug, 2002, 

p.72). On these bases, this research is validated externally. The external validity in this paper 

could be seen from the outcome of the measurement that most students prefers same gender 

encounter and in reality this argument is valid, and theories such as homophily and research 

carried out by Zaharias et al. (2004) has validated this argument. Research carried out in the 

medical field by Zaharias et al. (2004) has as well shown that doctors prefers to operates and 

interact with same gender patient than cross gender thus homophily plays a strong rule in this 

preference. 

Content validity or logical validity is concerned about how much the measurement represents 

every single element of a construct (Experiment-Resources, 2011). The authors measure the 

factor in every aspect in order to make it logical as possible. For example, the authors measured 

the preference of respondents on gender by considering every reason why they prefer same 

gender or cross gender. The reasons includes easy going, natural, privacy, and trust.  

Statistical conclusion validity is important in order to prove a causal relationship or co-variation 

and this relationship should be statistically significant (Ghauri & Gronhaug, 2002).  The 

statistical conclusion validity questions the issue of effect size and sample size needed. In this 

research, statistical conclusion validity has been drawn from the impact of the effect size of same 

gender preference as against cross gender. On one hand, rejecting the null hypothesis and 
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accepting the alternative hypothesis of same gender preference and on the other hand, accepting 

the null hypothesis and rejecting the alternative hypothesis of cross gender preference has draw 

statistical conclusion validity towards same gender and cross gender interaction at 5 percent 

significant.  

3.4 Ethical considerations  

Ethic has been considered an important fact during the cause of this research. Ethic which defines 

how people should be treated and not misled or given unfair treatment according to Fisher (2010) 

has been a watch dog in the paper.  

In fulfillment of been ethical, the authors of this paper have been might-full of every step on the 

way, even at the stage of topic selection. In fact the authors chose the topic concerning gender 

and marketing just for the academic purposes only. The objective is far from neither stereotype 

nor stigmatization but rather to build a system where people will have a better understanding 

during communication and marketers knowing their limits.  

In regards to ethics at the data collection stage, respondents were not selected base on their 

gender or age. They were selected just because they fulfill the objective of this paper in 

researching students in Mälardalen University. Standing by our ethical view, respondents were 

not group in any way that will identify easy response to given respondent. In achieving this, out 

of a population of 13,000 people only two questions of identification was ask, which include 

gender and age, thus making it impossible to identity respondents. Though question about email 

was rise but made optional for those who want to partake in a lottery draw. 

Finally, concerning confidentiality information of respondents such as name, department 

addresses were not ask so they remain invisible and protected in this research. Before filling the 

questionnaire, respondents were told its objectives, usage and their anonymous statues. 

According to Fisher (2010), researchers should be transparent by presenting the findings and 

conclusions in a way that the audiences can make their own judgments about the fairness of the 

researcher in reading the evidence.  Likewise this paper at the stage of analysis and reporting, the 

authors will analyze the information acquired impartially by using logic in analyses and reporting 

the same result without bias.  
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4. Empirical materials 

Based on the methods in doing this research, survey is use to collect data and this is done by 

distributing questionnaires in order to accomplish the purpose of this research and to answer the 

strategic question.  

4.1 Primary findings 

The primary findings are basically, from the survey carried out through online questionnaire 

between 21
st
 and 30

th
 of April 2011. The online questionnaire was distributed over a population 

of 13,000 with about 395 respondents. Unfortunately, the responses obtained from 6 respondents 

are invalid; therefore 389 valid responses will be present. The primary finding chapter will be 

divided into four parts including filter question, experience toward interactive marketing, gender 

preference during encounter in interactive marketing, and demographic data. 

4.1.1 Part I: Filter questions (question 1 and 2) 

In this part, the first two questions are the filter questions to check if the respondents are student 

at the Mälardalen University. 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Yes 389 100.0 100.0 100.0 

Table 4.1: Frequencies table of question 1 and 

2  

Figure 4.1: The frequencies of respondents who say yes to the question 1 and 2 
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Table 4.1 shows that 389 respondents (100 percent) of the total valid respondents are both 

students and studies at Mälardalen University. This finding has also been presented in figure 4.1. 

Base on this filter questions, the research will focus on 389 respondents since they are the right 

sample group as regards to this research. 

4.1.2 Part II: Experience toward interactive marketing (question 3 to 8) 

The purpose of this part is to obtain the primary data of respondents’ experience during encounter 

in interactive marketing.  

4.1.2.1 Q3. The question three is formulated to check whether they have had an encounter as 

regards to interactive marketing or not. 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Yes 389 100.0 100.0 100.0 

Table 4.2: Frequencies table of question 3 

From the table 4.2, the result shows that all of respondents have an experience when it comes to 

encounter during interactive marketing. 

4.1.2.2 Q4. The question four is formulated to obtain the medium or media used during the said 

encounter asked in question 3. In this question, there are five choices the respondents can choose 

from. Also the respondents can select more than one choice if applicable. 

 Frequency (out of 389 respondents) Percent (100%) 

Post 53 13.6 

Face-to-face 367 94.3 

Internet/E-mail 211 54.2 

Mobile phone 285 73.3 

Fixed line 32 8.2 

Table 4.3: Frequencies table of medium used during encounter 
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Table 4.3 shows that out of 389 respondents, 53 (13.6%) said yes to post medium, 367 (94.3%) 

said yes to face to face medium, 211 (54.2%) said yes to internet/E-mail medium, 285 (73.3%) 

said yes Mobile phone medium and finally 32 (8.2%) said yes to fixed line medium. 

Figure 4.2: Frequencies of medium used during encounter in respondents’ experience 

Figure 4.2 is a bar chart representation of the findings. The axis with numbers ranging from 0 – 

400 represents number of respondents while the other is the used media. 

4.1.2.3 Q5. The question five is formulated in order to obtain the respondents’ experience 

concerning face-to-face encounter as this research focuses on face-to-face, mobile phone, and 

fixed line media during encounter. 

Q5 Have ever been approached by a sales person in a shop or at the street 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Yes 367 94.3 94.3 94.3 

No 22 5.7 5.7 100.0 

Total 389 100.0 100.0  

Table 4.4: Frequencies table of respondents’ experience toward face-to-face encounter 
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From table 4.4, this shows that the total number of valid respondents is 389 and 367 have had a 

face to face encounter, thus this implies that 94.3% of the total respondents have had a face to 

face encounter and 5.7% have not. 

 

4.1.2.4 Q6. The question six is formulated to obtain the respondents’ experience toward gender 

during face-to-face encounter. 

 Q6 Sales person met in the shop or street for last encounter 

 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Man 126 32.4 34.3 34.3 

Woma

n 
241 62.0 65.7 100.0 

Total 367 94.3 100.0  

Missin

g 

System 
22 5.7   

Total 389 100.0   

Table 4.5: Frequencies table of respondents’ experience toward gender during face-to-face encounter 

Table 4.5 shows that the total number of valid respondents is 367 and 126 said yes to man while 

241 said yes to woman Q6, gives 32.4% response rate to man while 62.0% to woman. 22 

respondents said neither yes to man nor woman which puts it at 5.7%. This implies that 5.7% 

have no encounter of such. 
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Figure 4.3: Frequencies of respondents’ experience toward gender during face-to-face encounter 

Figure 4.3 represents the findings in a bar chart. 

4.1.2.5 Q7. The question seven is formulated to obtain the respondents’ experience toward 

telephone encounter which is another important aspect of this research. 

 Q7 Have ever got a call from a sales person 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Yes 285 73.3 73.3 73.3 

No 104 26.7 26.7 100.0 

Total 389 100.0 100.0  

Table 4.6: Frequencies table of respondents’ experience toward telephone encounter 

This table (4.6) shows that the total number of valid respondents is 389 and 285 said yes to Q2 

which gives it 73.3% response rate to yes and 26.7% to no. 
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4.1.2.6 Q8. The question eight is formulated to obtain the respondents’ experience as regards to 

gender during telephone encounter. 

 

Figure 4.4: Frequencies of respondents’ experience toward gender during telephone encounter 

From the figure 4.4, this shows that the total number of valid respondents is 285 and 67 (17.2 %) 

said yes to man while 218 (56.0%) woman. 104 (26.7%) answered yes to neither man nor 

woman. 

 

4.1.3 Part III: Gender preference during encounter in interactive marketing (question 9 to 15) 

The purpose of this part is to acquire the data of respondents’ preferences toward gender during 

the encounter in interactive marketing whether they prefer to communicate with same or opposite 

gender during direct marketer. 

4.1.3.1 Q9. The question nine is formulated with the purpose of understanding if same gender 

would have effect on their previous communication. 

 Q9 Communication would be better if it was same gender 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Yes 193 49.6 49.6 49.6 

No 196 50.4 50.4 100.0 

Total 389 100.0 100.0  

Table 4.7: Frequencies table of respondents’ gender preference during encounter 



32 

 

 

The table 4.7 shows that the total number of valid respondents is 389 and 193 said yes to Q9 

which gives it 49.6% (193) response rate to yes and 50.4% (196) to no. 

 

4.1.3.2 Q10. The questions ten, twelve, and fourteen are formulated to understand the preference 

of respondents toward gender during encounter in interactive marketing.   

Responds for 10, 12 and 14 are the same. The possible answers are either Yes of No, and since 

the results are same, this part has been merged together. See appendix for questions. 

 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Yes 222 57.1 57.1 57.1 

No 167 42.9 42.9 100.0 

Total 389 100.0 100.0  

Table 4.8: Frequencies table of respondents’ preferences toward gender during encounter 

 

 

Figure 4.5: The frequencies of respondents’ preferences toward gender during encounter 

This shows that the total number of valid respondents is 389 and 222 said yes to Q10, 12 and 14 

which gives it 57.1% response rate to yes and 42.9% rate to no. 



33 

 

4.1.3.3 Q11. The question eleven is formulated to obtain respondents’ preference as regards to 

marketers marketing products of opposite gender.  

Q11 More comfortable if a male/female marketer markets a female/male product to you 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Yes 239 61.4 61.4 61.4 

No 150 38.6 38.6 100.0 

Total 389 100.0 100.0  

Table 4.9: Frequencies table of respondents’ preferences if market opposite gender product 

The findings as presents in the table 4.9, the total number of valid respondents is 389 and 239 

said yes to Q11 which gives it 61.4% response rate to yes and 38.6% rate to no. 

 

4.1.3.4 Q13. The question thirteen is formulated to obtain possible reasons of respondent’s 

preferences for same gender during encounter. (The respondents can answer more than one 

option as long as it is applicable to them). 

 Frequency (out of 222 respondents) Percent (100%) 

Trust 78 35.1 

Easy going 141 63.5 

Privacy 41 18.5 

Natural 84 37.8 

Comfort 1 0.45 

More understanding 1 0.45 

Table 4.10: Frequencies table of respondents’ reasons to prefer same gender during encounter 

This table (table 4.10) presents the response rate of 222 respondents which were distributed over 

five multiple choices on preference. 167 respondents neither chose any of the objections since it 

was not applicable to them. 
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Figure 4.6: The frequencies of respondents’ reasons to prefer same gender during encounter 

The figure presents six options for possible reasons of respondent’s preferences.  

On trust, out of 222 respondents, 78 said yes to trust while 144 said no. This gives the positive 

response rate at 35.1%. 

On easy going, out of 222 respondents, 141 said yes to easy going while 81 said no. This gives 

the positive response rate at 63.5%. 

On privacy, out of 222 respondents, 41 said yes to privacy while 181 said no. This gives the 

positive response rate to Q13.3 at 18.5%.  

On natural, out of 222 respondents, 84 said yes to natural while 138 said no. This gives the 

positive response rate to Q13.4 at 37.8%. 

On comfort and more understanding, only one respondent each that said yes leaving responds rate 

at 0.6%.  
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4.1.3.5 Q15, Question fifteen is formulated to obtain the reasons of respondent’s preference for 

cross gender during encounter.(The respondents can answer more than one option as long as it is 

applicable to them). 

 Frequency (out of 167 respondents) Percent (100%) 

Trust 49 29.3 

Easy going 98 58.7 

Privacy 31 18.6 

Natural 84 50.3 

Table 4.11: Frequencies table of respondents’ reasons to prefer cross gender during encounter 

This table (table 4.11) presents the response rate of 389 respondents which were distributed over 

four multiple choices on preference. 222 respondents neither chose any of the objections since it 

was not applicable to them, while 167 chose one or more options. 

 

 

Figure 4.7: The frequencies of respondents’ reasons to prefer cross gender during encounter 

According to figure 4.7, on trust, out 167 respondents, 49 said yes to trust while 181 said no. This 

gives the positive response rate at 29.3%. 

On easy going, out of 167 respondents, 98 said yes to easy going while 69 said no. This gives the 

positive response rate at 58.7%. 
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On privacy, out of 167 respondents, 31 said yes to privacy while 136 said no. This gives the 

positive response rate at 18.6%.  

On natural, out of 167 respondents, 84 said yes to natural while 83 said no. This gives the 

positive response rate at 50.3%. 

4.1.4 Part IV: Demographic data (question 16 and 17) 

This part presents the demographic data of respondents namely gender and age. 

4.1.4.1 Q16. The question 16 is to collect gender of respondents 

 Q16 Gender 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Male 144 37.0 37.0 37.0 

Femal

e 
245 63.0 63.0 100.0 

Total 389 100.0 100.0  

Table 4.12: Frequencies table of respondents’ gender 

 

Figure4.8: The frequencies of respondents’ gender 

 

From table 4.12 and figure 4.8, this shows that the total number of valid respondents to question 

sixteen is 389. 144 (37.0%) are male while 245 (63.0%) are female. This implies that more 

respondents are females. 
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4.1.4.2 Q17. The question seventeen is formulated to collect the age of respondents 

 Q17 Age range 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Less than 20 

years old 
50 12.9 12.9 12.9 

20-29 years 

old 
295 75.8 75.8 88.7 

30-39 years 

old 
42 10.8 10.8 99.5 

More than 

39 years old 
2 .5 .5 100.0 

Total 389 100.0 100.0  

Table 4.13: Frequencies table of respondents’ age ranges 

 

 

 

Figure4.9: The frequencies of respondents’ age ranges 
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From table 4.13 and figure 4.9, this shows that the total number of valid respondents is 389 for 

Q17. 50 (12.9%) respondents are less than 20years old, 295 (75.8%) are within the range of 20-

29 years old, 42 (10.8%) are with the range of 30-39 years old and finally 2 (0.05%) are more 

than 39 years old.   
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5. Analysis 

The previous chapter has presented the findings from both primary and secondary data. In 

regards to the purpose of this research, these data will be analyzed in this chapter in order to 

answer the strategic questions. This analysis will begin by first analyzing the experiences of 

respondents during an encounter. This aspect is important because it analyzes the previous 

encounter experiences of the respondents. This will help to give a better understanding on why 

the present preference by respondents has been chosen.  

 

5.1 Demography Analysis 

This part will make a clear cross tabulation statistic of the demographical proportion of the 

respondent’s age and gender in this research.  

 

Q17 Age range * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q17 Age range Less than 20 years 

old 
17 33 50 

20-29 years old 109 186 295 

30-39 years old 16 26 42 

More than 39 years 

old 
2 0 2 

Total 144 245 389 

Table 5.1: Cross tabulation between Q17 and Q16 

 

The demographic cross tabulation between age and gender shows that majority of the respondents 

are between 20-29 years old. Females have the highest representatives for age ranges of less than 

20 years old, 20-29 years old and 30-39 years old, whereas males have the highest representatives 

for people above 39 years old. 
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5.2 Analysis of experience toward interactive marketing 

In carrying out this task, question 4 to 8 will be the lead questions to be analyze with the guide of 

the conceptual framework. In doing this, each question will be cross tabulated with gender. This 

is because the response from these questions will determine each respondent previous encounter, 

the medium or media and marketer’s gender. This is important in order to build an understanding 

on their preferences that will be analyzed in the next section (section 5.3). 

 

5.2.1 Q4.1 Used post as medium to communicate with the sales person or representative of the 

company * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q4.1 Used post as 

medium to 

communicate with the 

sales person or 

representative of the 

company 

Yes 
18 35 53 

No 

126 210 336 

Total 144 245 389 

Table 5.2: Cross tabulation between Q4.1 and Q16 

 

The findings from the cross tabulation show that 18 out of 144 males have had an encounter 

through post where as 35 females out 245 have had. Post is one of the strategies of interactive 

marketing as presents by Holder (1998) and the reason behind the low count for the use of post 

medium could be as a result of its slow and effective means of marketing as argue by Drayton 

(2000). Drayton (2000) states that post could be likened to a snail which is slow, thus most 

marketers nowadays do not use this medium. 
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5.2.2 Q4.2 Used face-to-face as medium to communicate with the sales person or representative 

of the company * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q4.2 Used face-to-

face as medium to 

communicate with 

the sales person or 

representative of the 

company 

Yes 

140 227 367 

No 

4 18 22 

Total 144 245 389 

Table 5.3: Cross tabulation between Q4.2 and Q16 

From the cross tabulation findings, 140 out of 144 males used face to face while 227 out of 245 

females used face to face medium of interaction. The figure if compare to post is higher. Holder 

(1998) classified face to face as an important medium of encounter so did Chet (2006). Chet 

(2006) argues that for small companies, this is one of the most effective means of interactive 

marketing. This might be true because over 93.8% of our respondents have had an encounter 

through face to face medium. 
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5.2.3 Q4.3 Used Internet/E-mail as medium to communicate with the sales person or 

representative of the company * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q4.3 Used Internet/E-

mail as medium to 

communicate with the 

sales person or 

representative of the 

company 

Yes 
75 136 211 

No 

69 109 178 

Total 144 245 389 

Table 5.4: Cross tabulation between Q4.3 and Q16 

Anne (2008) describes the internet/email as a powerful medium of interactive marketing while 

Jack (2001) called it a light marketing due to its speed. Statistic from cross tabulation has shows 

that 75 out of 144 males and 136 out of 245 females had used this medium. Though better 

percentage has but a total of 178 which is about 45.8% had not. Now if this medium is powerful 

and fast, why the significant difference? Anne (2008) in answering this states that though a click 

can bring millions of customer’s order, same could take away customers to a competitor. If this 

been true, then companies are careful on the use of internet/email for marketing thus therefore the 

score (211 out of 389) is influence by this. 
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5.2.4 Q4.4 Used mobile phone as medium to communicate with the sales person or representative 

of the company * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q4.4 Used mobile 

phone as medium to 

communicate with 

the sales person or 

representative of the 

company 

Yes 
116 169 285 

No 

28 76 104 

Total 144 245 389 

Table 5.5: Cross tabulation between Q4.4 and Q16 

The cross tabulation shows that 116 of 144 males and 169 of 245 females have had encounter 

through mobile phone. The total number shows that majority of both males and females have had 

encounter through mobile phone. The high volume in the usage can be base on the claim by Anne 

(2008). Anne (2008) considers the telemarketing as an effective form of marketing where script 

during communication could be change to suit to situation. This advantage has contributed to the 

increase sales since this form is flexible thus many marketers might be using this medium 

therefore an increased in usage had led to the findings of this research. 
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5.2.5 Q4.5 Used fixed line as medium to communicate with the sales person or representative of 

the company * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q4.5 Used fixed line 

as medium to 

communicate with 

the sales person or 

representative of the 

company 

Yes 17 15 32 

No 

127 230 357 

Total 144 245 389 

Table 5.6: Cross tabulation between Q4.5 and Q16 

The cross tabulation has shown that greater numbers of both males and females do not use the fix 

line medium. Though Anne (2008) defines telemarketing as an effective form of marketing but 

the poor outcome of fix line medium in this research might be tied to the sample group which are 

students. Many students might not have access to fixed line thus the poor outcome. 

 

5.2.6 Q5 Have ever been approached by a sales person in a shop or at the street * Q16 Gender 

Cross tabulation. 

Count  

 

Q16 Gender 

Total Male Female 

Q5 Have ever been 

approached by a 

sales person in a 

shop or at the street 

Yes 
140 227 367 

No 

4 18 22 

Total 144 245 389 

Table 5.7: Cross tabulation between Q5 and Q16 
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From the cross tabulation findings, 140 out of 144 males and 227 out of 18 females had 

encountered a sales person physically. This medium is categorized under the face to face 

encounter medium. The figure shows that most people have had a face to face encounter.  Holder 

(1998) classified face to face as an important medium of encounter so did Chet (2006). Chet 

(2006) argues that for small companies, this is one of the most effective means of interactive 

marketing. This might be true because over 93.8% of our respondents have had an encounter 

through face to face medium. 

 

5.2.7 Q6 Sales person met in the shop or street for last encounter * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q6 Sales 

person met in 

the shop or 

street for last 

encounter 

Man 55 71 126 

Woman 

85 156 241 

Total 140 227 367 

Table 5.8: Cross tabulation between Q6 and Q16 

The cross tabulation findings show that majority of both male and females had women in their 

last encounter. 85 out of 140 males encountered women in their last encounter whereas 156 

females of 227 encountered women in their last encounter. Theoretically, this might be as a result 

of choice or preference but this will be further analyze during the section 3 of the analysis chapter 

on same and cross gender encounter. 

 

 

 

 

 

 

 



46 

 

5.2.8 Q7 Have ever got a call from a sales person * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q7 Have ever got a 

call from a sales 

person 

Yes 116 169 285 

No 
28 76 104 

Total 144 245 389 

Table 5.9: Cross tabulation between Q7 and Q16 

The cross tabulation shows that 116 of 144 males and 169 of 245 females have had a 

telemarketing encounter. The total number shows that majority of both male and females have 

had encounter through phone. The high volume in the usage can be base on the claim by Anne 

(2008). Anne (2008) considers the telemarketing as an effective form of marketing where script 

during communication could be change to suit to situation. This advantage has contributed to the 

increase sales since this form is flexible thus many marketers might be using this medium 

therefore, the findings of this tabulation is not a surprising. 

 

5.2.9 Q8 Last caller * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q8 Last 

caller 

Man 42 25 67 

Woman 74 144 218 

Total 116 169 285 

Table 5.10: Cross tabulation between Q8 and Q16 

Again, data from the cross tabulation has shows that majority of both male and females had their 

previous encounter with woman. The figure shows that 74 out of 116 males and 144 out of 169 of 

females had their last encounter with women. The reason for this will be analyze during the 

section 3 of the analysis chapter on cross and same gender encounter. 
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5.3 Analysis of gender preference during encounter in interactive marketing. 

In carrying out this task, question 9 to 16 will be the lead questions to be analyze with the 

theoretical framework. In doing this, each question will be cross tabulated with gender. This is 

because the response from these questions will determine the gender preferences for same or 

cross gender encounter among students. Also the Chi-square test will be use for correlation and 

hypothesis testing in order to check for relationship between variables that might influence same 

or cross gender encounter preference. 

 

5.3.1 Q9 Communication would be better if it was same gender * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q9 

Communication 

would be better 

if it was same 

gender 

Yes 56 137 193 

No 

88 108 196 

Total 144 245 389 

Table 5.11: Cross tabulation between Q9 and Q16 

The findings from the cross tabulation show that 193 respondents of 389 would have prefer same 

gender in their last encounter.  They also acknowledge the fact that the communication quality 

will be better off if it was from same gender. 

 

Out of these 193 respondents, 56 are males while 137 females. From a total of 144 male 

respondents, 88 said no meaning they prefer the cross gender encounter. This implies that 

majority of males from the sample group preferred cross gender encounter in their last encounter 

as compared to majority of female (137 out of 108) that preferred same gender encounter. 

 

The reason for this could be base on the concept of homophily which has been define by Block 

(1979), Lever, (1978), Eder and Hallinan (1978) as the network connection between same gender. 

In fact research carried out by Zaharias et al. (2004) shows that doctors are more comfortable 



48 

 

interacting or operating same gender than opposite. This Zaharias et al. (2004) attributed to 

homophily. 

 

From the cross tabulation, more male prefer cross gender encounter and this could be base on 

high degree of invasion during interaction just as argued by Cheyne and Efran (1972). Cheyne 

and Efran (1972) in their experiment proof that male to male interaction have a high tendency of 

been invaded while a male to female interaction has stronger effect as compare to only males. 

 

5.3.2 Comfort and same gender preference test 

This section will be structure to test the relationship between comfort and same gender 

interaction. This is in relationship to the conceptual framework of this research where same 

gender interacts/encounter and preferences as result to this interaction. The objective is to check 

the preference of students towards same gender encounter, thus a yes to comfort signifies yes to 

same gender encounter while a no signifies otherwise.  

Cross tabulation and chi-square will be use to check for relationship and test for hypothesis. For 

this to be possible there will be 2 hypotheses that will be tested in order to see the relationships 

between the variables. These hypotheses will be known as H0 and H1, where H0 represents the 

null hypotheses and H1 the alternative hypotheses.  

Chi-Square Test on Hypothesis 

To analysis and test the hypotheses, the Chi-Square Test will be use to check the relationship of 

comfort and same gender encounter. For same gender, Q16 will be use as variable 1 while Q10 

variable 2 for comfort. The outcome will determine if there is a relationship between comfort and 

same gender and its influence on student’s preference.  

 

H0, There is no relationship between comfort and same gender preference during an encounter in 

direct marketing. 

H1, There is a relationship between comfort and same gender preference during an encounter in 

direct marketing. 
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Crosstab Q10*Q16 

 

Q16 Gender 

Total Male Female 

Q10 More 

comfortable with 

same gender than 

opposite gender 

Yes 57 165 222 

No 

87 80 167 

Total 144 245 389 

Table 5.12: Cross tabulation between Q10 and Q16 

 

Chi-Square Tests 

 Value df 

Asymp. 

Sig. (2-

sided) 

Exact 

Sig. (2-

sided) 

Exact 

Sig. (1-

sided) 

Pearson Chi-

Square 

28.534(b

) 
1 .000   

Continuity 

Correction(a) 
27.412 1 .000   

Likelihood Ratio 28.605 1 .000   

Fisher's Exact 

Test 
   .000 .000 

Linear-by-Linear 

Association 
28.461 1 .000   

N of Valid Cases 389     

Table 5.13: Chi-square test of cross tabulation between Q10 and Q16 

From the above table, since the p-value of the Pearson chi-square test is less than 5% significant 

level, hence we reject the null hypothesis and conclude that the two variables are not independent 

of each other. That is to say that there is a relationship between same gender and comfort during 

an encounter thus comfort influence the same gender preference of students in an encounter 

during direct marketing. 
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Theories on comfort has stipulates that indeed comfort is an important factor that influence an 

interactive section and some of those theories have been presented by Hanna (1980); Paswan and 

Ganesh (2005). Empirical analyze in this research has shown that indeed comfort influence the 

interaction and in addition, comfort influences same gender preference during an interaction. 

The reason also for the significant relationship might be base on the concept of comfort as argue 

by Bagozziet al. (1999) which is the feelings of ease and lack of anxiety, meaning in a same 

gender encounter, most students feels at ease while interacting with same gender. 

5.3.3 Comfort and cross gender preference test 

This section will be structure to test the relationship between comfort and cross gender 

interaction. This is in relationship to the conceptual framework of this research where cross 

gender interacts/encounter and preferences as result to this interaction. The objective is to check 

the preference of students towards cross gender encounter, thus a yes to comfort signifies yes to 

cross gender encounter while a no signifies otherwise. Cross tabulation and chi-square will be use 

to check for relationship and test for hypothesis. For this to be possible there will be 2 hypotheses 

that will be tested in order to see the relationships between the variables. These hypotheses will 

be known as H0 and H1, where H0 represents the null hypotheses and H1 the alternative 

hypotheses.  

Chi-Square Test on Hypothesis 

To analysis and test the hypotheses, the Chi-Square Test will be use to check the relationship of 

comfort and cross gender encounter. For same gender, Q16 will be use as variable 1 while Q11 

variable 2 for comfort. The outcome will determine if there is a relationship between comfort and 

cross gender and its influence on student’s preference.  

 

H0, There is no relationship between comfort and cross gender preference during an encounter in 

direct marketing. 

H1, There is a relationship between comfort and cross gender preference during an encounter in 

direct marketing. 

 

 



51 

 

Crosstab Q11*Q16 

 

Q16 Gender 

Total Male Female 

Q11 More 

comfortable if a 

male/female 

marketer markets 

a female/male 

product to you 

Yes 
94 145 239 

No 

50 100 150 

Total 144 245 389 

Table 5.14: Cross tabulation between Q11 and Q16 

Chi-Square Tests Q11 * Q16 

 Value Df 

Asymp. Sig. 

(2-sided) 

Exact Sig. 

(2-sided) 

Exact Sig. 

(1-sided) 

Pearson Chi-Square 1.422(b) 1 .233   

Continuity 

Correction(a) 
1.176 1 .278     

Likelihood Ratio 1.430 1 .232   

Fisher's Exact Test    .238 .139 

Linear-by-Linear 

Association 
1.418 1 .234   

N of Valid Cases 389     

Table 5.15: Chi-square test of Cross tabulation between Q11 and Q16 

From the above table, since the p-value of the Pearson chi-square test is above 5% significant 

level, hence we accept the null hypothesis and conclude that the two variables are independent of 

each other. That is to say that there is no relationship between cross gender and comfort during an 

encounter thus comfort does not influence the cross gender preference of students in an encounter 

during direct marketing. 

Contrary to Ridgeway and Smith-Lovin (1999) network studies on the inequality during cross 

gender interaction, the dominative nature of men and submissive nature of women do not 

influence gender presence of student base on comfort. This implies that it might be possible that 
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women are used to the dominative nature of men and men the passive nature of women so there 

is no major cause for discomfort. The theory of hetephily as cited by Rogers (2003) shows that 

most humans have the love and affection for opposite gender during an encounter and this is not 

define by comfort but rather nature. 

5.3.4 Gender preferences towards same and cross gender encounter among students 

Now we know that there is a relationship between comfort and same gender but no relationship 

between comfort and cross gender during an interaction. Next is to check the gender preference 

of students towards same and cross gender encounter. This is done in order to fulfill the purpose 

of this research and in doing this; question 12 and 16 will be cross tabulate. Also in regards to the 

conceptual framework, the reasons behind the preference will be analyze.  

(Note that, yes to same gender signifies same gender preference why no signifies cross gender 

preference). 

5.3.4.1 Q12 Prefer a marketer with a same gender * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q12 Prefer a 

marketer 

with a same 

gender 

Yes 57 165 222 

No 

87 80 167 

Total 144 245 389 

Table 5.16: Cross tabulation between Q12 and Q16 

The cross tabulation between Q12 and Q16 shows the general outcome that 222 out of 389 

respondents prefer marketer with same gender whereas 167 out of 389 respondents prefers cross 

gender. In this figure, 57 from a total of 144 male respondents prefers same gender encounter 

while 165 out of 245 female respondents said yes to same gender whereas 87 out of 144 males 

and 80 out of 245 females prefers cross gender. This shows that most females from the sample 

population prefers same gender encounter as against the male respondents. 
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Theoretically, the concept of homophily as presented could be the underlining factor for the 

general high outcome for prefers of same gender. The concept of homophily which argues that, 

persons of same gender prefers to be identify with their kind might be the cause for this (Block, 

1979, Lever, 1978, Eder & Hallinan, 1978). Zaharias et al. (2004) in his research also strengthen 

this concept of homophily, where he concluded that doctors prefer to interact and operate same 

gender patients.  

 

The high figures on by females prefer same gender encounter could be tied to the dominative role 

of men. Men according to Eagly (1987, Eagly & Steffen, 1984, Eagly & Wood, 1991) are 

dominative during an interaction while women are passive, thus in order for women to be more 

comfortable in an interaction, they go for a same gender interaction that is between two passive 

parties. 

5.3.5 Check Proportions 

For females: The probability to prefer same gender to cross gender is 

  

For Males: The probability to prefer same gender to cross gender is 

  

 

Proportion implication: The sample proportion of saying yes to same gender than cross gender 

for females is about one and half times higher  than the sample proportion of males.  

5.3.6 Reasons for same gender preferences 

In order to understand the respondents’ reasons for same gender preferences, the authors 

implement cross tabulations between the respondents’ reasons gathered from the surveys and 

gender of respondents. By doing this, the authors can measure the reason for same gender 

preferences by examining the frequency of outcome and analyzing the outcome based on the 

theoretical and conceptual framework. 
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5.3.6.1 Q13.1 Prefer same gender marketer because of trust aspect * Q16 Gender Cross 

tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q13.1 Prefer same 

gender marketer 

because of trust 

aspect 

Yes 17 61 78 

No 

40 104 144 

Total 57 165 222 

Table 5.17: Cross tabulation between Q13.1 and Q16 

From the cross tabulation on preferences base on trust, 17 out of 57 males and 61 out of 165 

female respondents prefer same gender because of trust. The low outcome of preference base on 

trust could be because of the nature of trust. Trust which is base on a relationship perspective 

requires time to build (Ford, 2002).  

Also the cognitive-developmental theory by Kohlberg (1966) could give some reasons for trust 

during gender development. The male and female respondents that prefers same gender base on 

trust might have develop a cognitive relationship with same gender over time during interaction. 

This gender developmental theory which identifies a person to a given gender might as while 

built trust and better understanding with their kind.  

 

5.3.6.2 Q13.2 Prefer same gender because of easy going aspect * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q13.2 Prefer same 

gender because of 

easy going aspect 

Yes 37 104 141 

No 
20 61 81 

Total 57 165 222 

Table 5.18: Cross tabulation between Q13.2 and Q16 
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The data shows that 37 out of 57 male and 104 out of 165 female respondents prefer same gender 

marketers because it is easier to interact with them. The heighten figure could be base on the 

personality theory by Friedman and Rosenman (1974). Easy going according to this theory is in 

type B and is a state of relaxation and calmness. For this to be associated to same gender then the 

learning and modeling theory by Weitzman (1979) and Mischel (1970) could be an explanatory 

factor. 

 

The theory defines the state of learning and modeling of a child at a young age when males tends 

to know what are masculine and females feminine. The idea behind this theory is that from young 

age, both males and females knows and learn more about their gender type through imitating 

same gender, thus the implication is that they tend to understand themselves more and during 

interaction it is easier to communicate with their kind. 

 

5.3.6.3 Q13.3 Prefer same gender because of privacy aspect * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q13.3 Prefer same 

gender because of 

privacy aspect 

Yes 9 32 41 

No 
48 133 181 

Total 57 165 222 

Table 5.19: Cross tabulation between Q13.3 and Q16 

 

The data shows a very low prefers base on privacy, 9 out of 57 males and 32 out of 165 females 

prefers same gender due to privacy. Jerry Durlak (as cited by, Kizza, 2010) categorizes privacy 

into solitude, anonymity, intimacy and reserve. His category shows that people needs to know 

their limits both in interaction and other aspects of communication. In regards to the low figure, 

students nowadays might not care so much about privacy. They tend to be more open than been 

in solitude.  
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5.3.6.4 Q13.4 Prefer same gender because of natural aspect * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q13.4 Prefer same 

gender because of 

natural aspect 

Yes 20 64 84 

No 
37 101 138 

Total 57 165 222 

Table 5.20: Cross tabulation between Q13.4 and Q16 

The cross tabulation as seen above shows figures of both males and females prefers towards same 

gender base on natural aspect. Prefer base on natural feelings towards same gender could be link 

to one’s instincts. Powell (2010) argues that natural is an act of wanting to do something base on 

one’s instincts. In the case of this research, people decide on same gender base on their instincts. 

In regards to psychoanalytic theory by Freud (1927), this instinct could be influence by latter 

development of a child’s gender identity whereas he/she starts having a strong same-gender 

identity.  

  

5.3.7 Q14 Easier to communicate with same gender * Q16 Gender Cross tabulation 

Count   

 

Q16 Gender 

Total Male Female 

Q14 Easier to 

communicate with 

same gender 

Yes 57 165 222 

No 
87 80 167 

Total 144 245 389 

Table 5.21: Cross tabulation between Q14 and Q16 

In summary, question 14 affirms the gender preference of question 12 and since ironically the 

figures are same, same analysis of question 12 is applicable to question 14. 
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5.3.8 Reasons for cross gender preferences 

In the same way as analyzing reasons for same gender preferences, the authors implement cross 

tabulations between the respondents’ reasons gathered from the surveys and respondents’ gender 

in order to measure the reasons for cross gender preferences during an encounter by examining 

the frequencies of outcome and analyzing related to the theoretical and conceptual framework.  

 

5.3.8.1 Q15.1 Prefer opposite gender because of trust aspect * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q15.1 Prefer 

opposite gender 

because of trust 

aspect 

Yes 32 17 49 

No 

55 63 118 

Total 87 80 167 

Table 5.22: Cross tabulation between Q15.1and Q16 

The data above shows that 32 out of 87 male and 17 out of 80 female respondents prefers cross 

gender base on trust. Ford (2002) sees this more from a relationship perspective. It requires 

development over time and thus might be the underling factor why the prefer base on trust is low. 

Zeithaml et al. (2006) further argues that trust is embedded in the person offering a service, thus 

in a cross gender encounter, the level of trust might be low if it is base on first time encounter. 

 

In comparison with the female respondents on trust, more males prefers cross gender because 

they trust the opposite sex more than the way females trust males during an interaction. This 

difference from the male side can be interpreted by the psychoanalytic theory by Freud (1927). 

This theory explains that a male child at a young age of 3 have negative feelings for same gender 

but love for the mother. Though this gradually changes with time but the effect of hetephily could 

still exist within males.  
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5.3.8.2 Q15.2 Prefer opposite gender because of easy going aspect * Q16 Gender Cross 

tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q15.2 Prefer 

opposite gender 

because of easy 

going aspect 

Yes 48 50 98 

No 

39 30 69 

Total 87 80 167 

Table 5.23: Cross tabulation between Q15.2 and Q16 

From the cross tabulation data, majority of both male and female respondents prefers cross 

gender base on easy going aspect. Easy going according to the personality theory by Friedman 

and Rosenman (1974) theory is in the type B and is a state of relaxation and calmness. Though 

this might not be directly tied to gender development theory, it can be seen more as personality 

preferences. So some students might prefer cross gender base on their personal evaluation or 

experiences.  

 

5.3.8.3 Q15.3 Prefer opposite gender because of privacy aspect * Q16 Gender Cross Tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q15.3 Prefer 

opposite gender 

because of privacy 

aspect 

Yes 18 13 31 

No 

69 67 136 

Total 87 80 167 

Table 5.24: Cross tabulation between Q15.3 and Q16 
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Findings show that 18 out of 87 male and 13 out of 80 female respondents prefers cross gender 

interaction on the base of privacy. Jerry Durlak (as cited by, Kizza, 2010) categorizes privacy 

into solitude, anonymity, intimacy and reserve. His category shows that people needs to know the 

limit both in interaction and other aspects of communication. In regards to the low figure, 

students nowadays might not care so much about privacy. They tend to be more open than been 

in solitude. 

  

5.3.8.4 Q15.4 Prefer opposite gender because of natural aspect * Q16 Gender Cross tabulation 

Count  

 

Q16 Gender 

Total Male Female 

Q15.4 Prefer 

opposite gender 

because of natural 

aspect 

Yes 43 41 84 

No 

44 39 83 

Total 87 80 167 

Table 5.25: Cross tabulation between Q15.4 and Q16 

 

The cross tabulation above shows that majority of both males and females prefers cross gender 

base on natural aspect. Preferences base on natural feelings towards cross gender could be link to 

one’s instincts. Powell (2010) argues that natural is an act of wanting to do something base on 

one’s instincts. In the case of this research, people decide on cross gender base on their instincts. 

Also Rogers (2003) defines this instincts more from the concept of hetephily, which is love for 

opposite. Thus by the law of hetephily it might be natural for most people to prefer cross gender 

interaction. 
 

Indeed, direct marketing is a conversational and sensational method of marketing based on the 

overall findings of this paper. Conversational and sensational in terms of its interactive mode of 

communication that is very sensitive and could be affected by various factors, like culture, age, 

gender, education, social class and ethnicity (Cheyne & Efran, 1972). 
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6. Conclusion and Recommendations 

6.1 Conclusion 

According to this research, interactive marketing is indeed a known form of marketing among 

students, since majority of students have had an encounter with one or two forms of interactive 

marketing. Most students had same or cross gender encounters through various medium such as, 

post, fixed line, mobile phone, emails and face to face encounters, thus, their experiences from 

previous encounters have build a strong preference towards future encounters. 

On future encounters, gender is a dynamic issue that influences one's preference. Dynamic in the 

sense that interactive marketing which is a conversational and sensational methods could be 

influenced by both same and cross gender. This research outcome shows that majority of students 

prefers same gender encounter, thus the concept of homophily as portray by Block (1979), Lever, 

(1978), Eder and Hallinan (1978) plays a significant role in the form of encounter. Majority of 

students that prefers same gender encounter are the female students. It is fascinating to see that 

most females in the total results prefer same gender as against the male. The majority of male 

respondents prefer cross gender encounter but this was not the case among female respondents in 

cross gender encounter. Same gender which is a form of encounter between humans of same 

physical identity is the most prefer form of encounter among the two forms base this research.  

The proportion of student’s gender preference during an encounter according to this research 

implies that there is a probability of 1.699 that students generally will prefer same gender than 

cross gender interaction during an interactive marketing. Reasons for both same gender and cross 

gender preferences during an encounter are trust, easy going, privacy and natural. These reasons 

or factors are also influenced by the masculinity and femininity factors. 

The quest to keep investigating various trends of increasing quality in direct marketing and 

understanding the factors behind consumer’s gender preference will never come to an end since 

humans are prone to change and innovative in nature. In other words, in as much as researchers 

keep developing new strategies to address a given market problem, the market keep moving to a 

new dimension, thus the research concerning the gender and encounter might as well open yet 

another trend in marketing.   
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6.2 Recommendations 

In this part, recommendations for the targeted audiences will be given. These recommendations 

will revolve base on the analysis of this research. 

� Direct marketing. Many students in Mälardalen University seem to be very familiar with 

this form of marketing. In fact, all of our sample population had one or two encounter 

with direct marketers which keeps the familiarity percentage at 100%. If this happens to 

be the case, marketers focusing on the student population could try and employ a direct 

marketing system which could be interactive in nature. 

 

� Choice of direct marketing. From our statistics, not many students have access to fix line; 

only 8.2% out of 100% of the student population in this research have had an encounter 

via this medium. So spending marketing resources on getting to the student market might 

not be an efficient means of resources usage. Besides fix line, face to face and mobile 

phone encounter has the highest number of respondents which is 93.3% and 73.3% 

respectively. Though this might be an expensive alternative for marketers to get to this 

population but, it is one of the most effective means of getting them. The choice of emails 

as a medium is fairly good as it recorded as much as 54.2% usage, but this question is in 

these age where spam mails has almost taken over email marketing, this medium might 

not be a good starting point for a new encounter process. Marketers can use this medium 

as a follow strategic rather than deploying it as a first point encounter alternative. 

 

� Same and cross gender encounter. Our findings in total have shown that same gender 

encounter is the most effective form of interaction since it is mostly preferred by students. 

57.1% of the total population sample prefers this method. So a same gender marketing 

strategy could be considered by markets but, marketers should also consider individual 

gender preference. Findings shows that 60.4% of male students prefers cross gender 

encounter, where as only 32.7% females prefers cross gender marketing encounter. 

Marketers can use a same gender strategic as primary strategic for females while cross 

gender as a secondary strategic on females too. For male students, marketers can use cross 

gender strategic as primary while same gender as secondary mode. Primary in the sense 
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that among female population, same gender encounter should be the main source of 

interactive marketing as regards to this segment while cross gender encounter should 

come as an alternative. 

 

� Trust, privacy, easy going and natural are the reasons one posses a given preference 

towards same gender or cross gender. This research has shown that most people prefers 

same gender encounter base on the concept of easy going. This concept as presented by 

Friedman and Rosenman (1974) argues on the bases of relaxation. Thus for an interactive 

section to be effective, participants do not need to be in a panic state of mind, therefore 

the concept of easy going defines the need for same gender preference according to this 

research. 

   

� Finally, while doing this research, we observed that there is a significant difference 

between the male and female gender preferences towards cross and same gender 

encounter. During the correlation and test of hypotheses, we observed that same gender 

encounter has a greater impact on the relationship of comfort and gender preference while 

cross gender has no relationship. Our investigation has led us to conclude that base on the 

data collected, majority of respondents are female thus increasing their overall responds 

rate which resulted to the same gender preference. Further investigation shows that this 

imbalance among male and female respondents is as a result of the sampling strategy used 

in this paper which is convenient sampling method. A stratified sampling method might 

yield a different result on same and cross gender encounter preference among male and 

female since each strata have an equal opportunity to be represented in the sample. 

 

6.3 Further Research 

Just as been concluded that the quest to keep investigating various trends of increasing quality in 

direct marketing and understanding the factors behind consumer’s gender preference will never 

come to an end since humans are prone to change and innovative in nature. Further researches 

needs to be carry out in the field of direct marketing, especially on other demographic issues like 

culture, age, education, social class and ethnicity and their impact on encounter during interactive 

marketing. 
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8. Appendix A (Questionnaire Format) 

5mins Survey on Gender Encounter during Direct Marketing 

This questionnaire is aimed at understanding the influence of gender in an encounter during 

direct marketing. As part of this research project, this questionnaire is focusing on students in 

Mälardalen University, Sweden. The Completed responses will be automatically entered in a 

random selection process that will entitle one respondent to a 100sek shopping discount in 

Amazon online or adlibris online shop, please leave your email address if you want to be a part of 

the draw. 

 

This research is NOT aimed for whatindividual answer will be but what all people will respond 

together. So in other words, you are ANONYMOUS and it will not be possible to check out 

what one individual have responded referred back to a specific person and it is just for 

academic purpose ONLY. 

 

How do you fill in the questionnaire?  

This is a close ended questionnaire, meaning that you tick the appropriate answer. 

1.  Are you a student? 

�  Yes �  No 

2. Do you study at Mälardalen University? 

�  Yes �  No 

3. Have you ever been approached by a sales person or representative of a company? (If No, 

the rest of the question is not applicable.) 

�  Yes �  No 

4. Which medium or media did you use during the communication with the sales person or 

representative of the company? (You can choose more than 1 choice) 

�  Post �  Face-to-face 
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�  Internet/E-mail �  Mobile Phone 

�  Fixed Line  

5. Have you ever been approached by a sales person in a shop or at the street? (If No, please 

skip question 6) 

�  Yes �  No 

6. Your last encounter was with a ….. (Sales person you met in the shop or street) 

�  Man                     0R �  Woman?  

7. Have you ever got a call from a sales person? (If No, please skip question 8) 

�  Yes �  No 

8. Your last caller was a ….. (Sales person that called your phone) 

�  Man                     0R �  Woman?  

9. Would your communication be better if it was same gender? 

�  Yes �  No 

10. Are you more comfortable with same gender than an opposite gender? 

�  Yes �  No 

11. Will you be comfortable if a male/female marketer markets a female/male product to you? 

�  Yes �  No 

12. Do you prefer a marketer with same gender? (If No, please skip question 13) 

�  Yes �  No 

13. Why would you prefer same gender? (You can choose more than 1 choice) 

�  Trust   

�  Privacy 

�  Other,__________________ 

�  Easy going 

�  Natural 

14. Do you think it is easier to communicate with same gender? (If yes, skip question 15) 

�  Yes �  No 

15. Why would you prefer opposite gender? (You can choose more than 1 choice  but if you 

do not care about gender during interaction skip this question) 

�  Trust   

�  Privacy 

�  Other,__________________ 

 

�  Easy going 

�  Natural 
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16. What is your gender? 

�  Male �  Female 

 

17. Which best describe your age range. 

�  Less than 20 years old  �  20 – 29 years old 

�  30 – 39 years old �  More than 39 years old. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


