
 

 

 

THE INFLUENCE OF GENDER DIFFERENCES ON CONSUMER 

DECISION MAKING 

UNDERGRADUATE THESIS 

 

 

 

Proposed by: 

FAIQAH YULIA RUDESTA 

20160410007 

 

 

 

INTERNATIONAL PROGRAM OF MANAGEMENT AND BUSINESS 

FACULTY OF ECONOMICS AND BUSINESS 

UNIVERSITAS MUHAMMADIYAH YOGYAKARTA 

2022



 

 

 

 

 

 

 

 

  



 

 

 

 

MOTTO 

  يسُْرًا الْعسُْرَِّ مَعََّ فإَنِ َّ

  يسُْرًا الْعسُْرَِّ مَعََّ إنِ َّ 

QS Al-Insyirah 94:5-6 

"Indeed, after difficulties there are conveniences, actually after difficulties there is 

ease." 

 

QS. Asy-Syuura 42:25 

"And He it is Who accepts repentance from His servants and pardons the evil 

deeds and He knows what you do” 

 

 

“As an independent woman, you are not defined by your partners or your parents. 

You are defined by you.” 

- Kailin Gow  
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