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ABSTRACT

The study aimed to assess the role of women in the buying process within Jordanian families. It comprised two
key variables: the contribution of women and the buying decision. Utilizing a quantitative approach, the
research is categorized as a descriptive analytical study. The target population included all Jordanian women
aged 15 to 64 years, representing 60.6% of the female population, or approximately 3.25 million women. A
purposive sampling method was employed, selecting 800 Jordanian women through the Facebook platform. To
measure the two latent variables, the study utilized a five-point Likert scale. Path analysis coefficients were
used to illustrate how women's contributions impact the purchasing decision-making process within
Jordanian families. The findings revealed a strong positive correlation between women's contributions and the
stages of information search and purchase decision. However, no significant correlations were found between
women's contributions and three other stages: need recognition, selecting alternatives, and post-purchase
evaluation. In conclusion, there is a strong positive correlation between women's contributions and the buying
decision-making process in Jordanian families. The results indicate that women exert a medium influence
during the information search stage and a small influence during the purchasing stage. Conversely, they showed
no influence in the stages of need recognition, selecting alternatives, and post-purchase evaluation. Overall,
the results suggest a low positive influence of women on the purchasing decisions within Jordanian families,
contradicting the initial hypothesis that predicted a higher level of influence.
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1. INTRODUCTION

Behavioral research identifies the family as the
primary unit for consumption and decision-making
in society, highlighting its unique role among social
groups (Elsayed, 2024). Analyses of family decision-
making from economic, social conflict, and gender
perspectives indicate that the influence of family
members on decisions varies significantly by gender
and is shaped by the husband’s role and prevailing
cultural traditions (Petcharat & Leelasantitham, 2021;
Alquaiz et al, 2023; Qualls, 1988, Hosany &
Hamilton, 2023; Grau et al., 2025; Kim, 2022; Halford
et al., 2019). Studies on the roles of children further
reveal that their impact on family purchases has
increased, with additional research highlighting the
evolving nature of individual contributions within
the family (Miller & Jawad, 2018; Sheehan et al., 2024;
Wang & Kuroki, 2023). The family’s influence
extends over time, shaping individual skills,
purchasing behaviors, and learning processes
(Elsayed, 2024; Huijsmans et al., 2021). In the context
of purchasing decisions, the family serves as an
interactive  forum for sharing experiences,
knowledge, and aspirations (Wang et al., 2022).
These interactions, organized by distinct purchasing
roles, reflect both individual and collective objectives
(Al-Nsour & Alsahli,2025; Zahid et al., 2018). As a
result, the family is central not only to decision-
making but also to the development of lasting
behavioral patterns. Research on family dynamics
has been conducted since the 1950s (Al-Nsour & Al-
Saleh,2025; Abdul Alem, 2021).

Early studies did not yield universally accepted
findings, especially regarding the allocation of roles
among family members (Roman et al, 2025).
Subsequent investigations have shown that
individual purchasing decisions are influenced by
behavioral differences, including preferences for
taste, color, design, knowledge, and perception.
These factors contribute to the complexity and
ambiguity of the decision-making process
(Schifferstein et al., 2021; Vil¢ekova & Sabo, 2013).
Further research has established that each family
member assumes specific roles based on their duties
and responsibilities within the family structure
(Hwang et al., 2025; Alnsour,2024; Yang et al., 2022).
These roles and obligations are typically well
defined, and psychological privacy is crucial for
fulfilling them (Albashtawi et al., 2025; Gstrein &
Beaulieu, 2022). For instance, women often make
purchasing decisions that affirm their feminine
identities by focusing on products such as furniture,
food, household items, and cosmetics. In contrast,
men are more likely to lead the information search

phase for products deemed masculine, such as cars
and related accessories (Al-Nsour,2023; Sun et al,,
2010).

Women interpret communication and marketing
messages differently than men. They often tackle
challenges through participation, discussion,
research, and attention to detail (Reigstad, 2021). In
contrast, men may be less inclined to conduct
research and resolve issues; instead, they tend to
prioritize demonstrating worth, strength, and
authority, regardless of the effectiveness of their
solutions (Siddiqui et al., 2016). Women interpret
marketing and communication messages differently
from men. While women often address challenges
through participation, discussion, research, and
attention to detail (Alnsour et al., 2025; Reigstad,
2021), men frequently exhibit a contrasting approach.
Men may be less inclined to research and resolve
issues, instead prioritizing the demonstration of
worth, strength, and authority, regardless of the
effectiveness of their solutions (Malkawi et al., 2025;
Siddiqui et al., 2016).

2. THE POWER OF WOMEN IN THE BUYING
DECISION

The consumer research movement is generally
recognized to have begun in 1960. Since then, the role
of women in purchasing decisions has undergone a
significant transformation. Women now actively
participate and exert considerable influence
throughout all stages of the purchasing process,
including need recognition, information search, and
final decision-making (Al-Nsour, 2024;
Myrzabekkyzy et al., 2021). Their influence has even
extended to product categories that have
traditionally been considered masculine, such as
automobiles, financial products, and savings plans
(Bryan et al., 2024).

Moreover, women's purchasing roles have
become closely intertwined with their evolving
interests, practices, and priorities, influenced by
increased independence and economic status
(Djafarova & Foots, 2022). For example, one study
found that while 80% of men purchased only 25% of
their family's fruits and vegetables, women played a
more significant role in buying cars, financial
services, and insurance (Siddiqui et al., 2016). Over
time, women have also shown a preference for
making joint purchasing decisions, with children
influencing these choices through four distinct roles:
direct demand, satisfaction, emotional style, and
reference to others (Juyal & Singh, 2009).

However, since 1974, women's control has been
somewhat limited to the stages of need recognition
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and information seeking, particularly with
traditional products like home furniture and food
items (Myrzabekkyzy et al., 2021). In contrast, men
have tended to dominate the information search
phase for products typically associated with them,
such as cars, television sets, and razors (Gielens &
Steenkamp, 2019; Murugan & Shanthi, 2014).
Research suggests that women contribute more to
purchasing decisions when the evaluation process is
associated with emotions (Garg et al., 2023), while
men tend to prioritize efficiency and effectiveness in
their purchasing decisions (Utami et al., 2021), This is
achieved through their adoption of a rational
approach to thinking. Over time, products that were
previously exclusive to men have shifted to become
joint decisions made by both spouses (Naqrash et al.,
2025; Alem et al., 2023).

Women often adopt an emotional approach when
making purchasing decisions, primarily relying on
the opinions and recommendations of others
(Siddiqui et al., 2016). Their purchasing choices tend
to be objective, comprehensive, and sensory as they
seek extensive information to guide their decisions
(Bessouh et al., 2017). In contrast, men typically focus
on the attitudes and experiences of others to identify
the utilitarian aspects of products. They prefer
straightforward  information = when  making
purchases and apply analytical criteria, although
they may have limited processing capabilities when
selecting a specific item (Dai et al., 2025). Purchasing
standards within families can vary significantly
between spouses (Ambler et al, 2022). Women
generally prefer personal interactions with sales
representatives and show less interest in automated
services or pre-recorded messages due to their desire
for individual attention (Flavidn et al., 2024).

According to Ashi (2012), a visible customer
service number on a company's website can enhance
women's satisfaction (Al-Nsour,2023; Andrés,
Arizén & Salinas, 2013). Factors such as customer
service quality, discounts, offers, and pricing
mechanisms have a significant influence on women's
purchasing decisions (Ramaddin & Silitonga, 2024).
Women also tend to engage with and integrate into
consumer and shopping groups, often seeking to
forge friendships while searching for products (Wan
et al., 2025). Past purchasing patterns indicate that
women use various criteria to express their
preferences as well as those of their family members
(Polimerou & Spais, 2025; Alsahli,2025). In addition
to these factors, women show a keen interest in
product quality and store cleanliness (Kuhn &
Wolter, 2022) and may sometimes prioritize price
over quality (Rego et al., 2022).

Women's loyalty to their preferred products tends
to increase, especially when these products are
perceived as highly suitable (Yum & Kim, 2024).
Access to additional services, such as credit,
transportation, and free shipping, also contributes to
this loyalty (Al-Adwan & Al-Horani, 2019). This
growing interest in products is closely linked to
brand perception, which has a significant influence
on women's purchasing decisions (Utama et al,
2023). Research has shown that marketers often
employ a women-oriented push strategy, as this
approach highlights distinct preferences and
attractive points that generate interest in the product
(Saba et al., 2017).

Furthermore, when women perceive the benefits
of a product as outweighing its price, they are more
likely to be attracted to it (Malkawi et al., 2025;
Karpinska-Krakowiak, 2020). Despite differing
considerations and goals between family members,
both males and females tend to prioritize maximizing
perceived benefits. Each family member has the
opportunity to identify and address the challenges
their family faces (Shah & Asghar, 2023). Women’s
extensive discussions and participation in the market
not only facilitate discovery but also strengthen
relationships with others. This tendency enables
them to focus on solving family needs rather than
merely seeking them out (Padavic et al, 2020).
Conversely, men often approach problem-solving
with a desire to assert themselves, demonstrating
their strength and worth during the investigation,
which can lead to less emphasis on finding the most
effective solution (Shahrzadi et al., 2024). These
behaviors are often attributed to inherent male
tendencies characterized by a desire for control and
authority in various situations (Siddiqui et al., 2016).
Based on these insights, we can formulate the first
hypothesis as follows:

- Women are Expected to Play a Significant
Role in the Buying Decision of Jordanian
Families.

3. RESEARCH METHODOLOGY

3.1. Research Design: This study utilized a
quantitative approach, which is deemed most
suitable for achieving our objectives. This method
includes data collection, conversion into numerical
formats, statistical analyses, and drawing
conclusions based on the results. The research is
classified as a descriptive analytical study to describe
and analyze various situations, conditions, and
circumstances (Malhotra, 2021).

3.2. Research Population: In 2023, the study
targeted 5.14 million women, representing 47.1% of
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the Jordanian population. This group comprises all
Jordanian women aged 15 to 64 years, which
constitutes 60.6% of all females, or approximately
3.25 million women. Among them, the working
women total 1.116 million, accounting for 20.6% of
the Jordanian female population (Department of
General Statistics, Labor Force Survey, 2022).

3.3. Sampling Technique: The study employed a
purposive sampling method. This approach involves
deliberately selecting participants based on specific
characteristics relevant to the study's aims. Unlike
random selection, the researcher used personal
judgment to choose Jordanian women for the sample,
which provided valuable information regarding their
contributions to purchasing decisions. A total of 800
Jordanian women were selected through Facebook.
An electronic questionnaire was created on Google
Drive and distributed to the target population via
various channels, including Facebook Messenger,
email, social media accounts of researchers, and
mobile applications. All 800 questionnaires
distributed were returned and underwent final
analysis. The unit of analysis includes both working
and non-working Jordanian women, married and
unmarried, who reside in any Jordanian city and are
over the age of 15.

3.4. Measurement: The study employed a five-
point Likert scale to measure two variables:
independent (Jordanian women’s contributions) and
dependent (purchase decision-making) variables.
The scale was structured as follows: a value of 5
indicated "very high," 4 indicated "high," 3 indicated
"medium," 2 indicated "low," and 1 indicated "very
low." The response levels were categorized as
follows: (1) scores between 5 and 4.2 indicate a very

high level, (2) scores between 4.2 and 3.6 indicate a
high level, (3) scores between 3.6 and 2.4 represent an
average level, (4) scores between 2.4 and 1.6 indicate
a weak level, and (5) scores below 1.6 indicate a very
weak level.

3.5. Data Collection and Research Instruments:
The primary tool for data collection was a
questionnaire administered to a purposively selected
sample. The questionnaire consisted of several
statements requiring respondents to express their
level of agreement or disagreement. The survey was
conducted with a sample of Jordanian women
through Messenger on Facebook, other social media
platforms, websites, and email. The questionnaire
was developed using Google Drive, which was
evaluated by several specialists and local university
professors to ensure external validity, internal
validity, and effectiveness in measuring the study
objectives. The final version of the questionnaire was
then distributed electronically, and all responses
were collected and analyzed.

4. VALIDITY AND RELIABILITY:

1) Discriminant Validity: This evaluates the
extent to which items on the scale overlap
(Hair et al, 2020). Discriminant validity
includes a cross-loading distribution test,
which ensures that the loading value of each
item in a latent variable is higher than that of
other variables (Hair et al., 2020). Table 1
shows that the loading values for each item
within the latent variables exceed those of the
other variables.

Table 1: Cross Loading, Cr, Ave, Cr & Vif.

Ttems Cross Loading AVE Rho_A
NR1 0.671
NR2 0.542
0.788 0.513 0.793
NR3 0.696
NR4 0.851
SI1 0.713
SI2 0.766
0.830 0.531 0.743
SI3 0.796
Sl4 0.603
SA1l 0.777
SA2 0.837
0.887 0.662 0.774
SA3 0.812
SA4 0.827
BD1 0.346
BD2 0.720
0.802 0.525 0.862
BD3 0.893
BD4 0.816
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PP3 0.883
0.901 0.819 0.781
PP4 0.905
PAR1 0.694
PAR2 0.560
PAR3 0.738
PAR4 0.740
PAR5 0.617
PAR6 0.769
PAR7 0.784
PARS8 0.700
PAR10 0.590
PAR11 0.676
PAR12 0.721 0.943 0.571 0.943
PAR13 0.677
PAR14 0.576
PAR15 0.743
PAR16 0.669
PAR17 0.679
PAR18 0.681
PAR19 0.779
PAR20 0.724
PAR21 0.763
PAR22 0.647
2) Convergent Validity: This measures the degree - Average Variance Extracted (AVE): The

of agreement among several items assessing
the same variable (Ringle et al., 2024) and
consists of four subtests:

Individual Item Validity: This refers to the
consistency of responses among multiple items
related to the same phenomenon, indicating
that respondents provide stable answers. The
statistical criterion for acceptable individual
item validity is a value greater than 0.7. Table
1 illustrates that most item statements exceed
this threshold, making them statistically
acceptable. However, some items concerning
women's contributions and need for
recognition did not meet this criterion and
were therefore excluded from the structural
model.

Composite Reliability: A latent variable is
considered reliable if its Composite Reliability
(CR) is greater than 0.7. Table 1 indicates that
all latent variables meet this requirement (Hair
et al.,, 2021). Items that did not pass this test
were excluded from the structural model.

3)

4)

5)

minimum acceptable value for AVE is 0.5.
Table 1 shows that the AVE values for most
latent variables exceed this threshold.

Rho_A  Reliability and Validity Test:
According to established standards, an
acceptable value for this test is higher than 0.7.
Table 1 confirms that Rho_ A exceeds 0.7,
indicating that the construct is statistically
reliable (Fornell & Larcker, 1981).
Fornell-Larcker Criterion: This test indicates
that the latent variable explains the highest
level of variance compared to other latent
variables (Fornell & Larcker, 1981).

Table 2 shows that the Fornell-Larcker values
for the current Ilatent variable (both
independent and intermediate) are higher than
those of other latent variables.

In other words, the current state of the latent
variable is deemed the most prominent,
demonstrating no significant relationship with
other latent variables.

Table 2: Fornell-Larcker Criterion.

Construct NR PAR PD rr SA SI
NR 0.699

PAR 0.095 0.658

PD 0.501 0.247 0.725

PP 0.428 0.195 0.657 0.652

SA 0.540 0.229 0.616 0.567 0.813

SI 0.537 0.333 0.684 0.537 0.588 0.742
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5. RESEARCH OUTCOMES
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Flgure 1: Measurement Model.

Table 3: Path Analysis Coefficients.

H Relationship Std. Beta | Std. Dev. | T-Value | P-Value Id Decision R? Q?
Hu  |Participations —»Need Recognition| 0.096 0.237 0.403 0.687 0.009 | Not Supported Effect | 0.004 | 0.014
Hi Participations — Search 0395 | 0079 | 4237 | 0000 | 0225 | ModeratePositive 4599 | 040

Information Effect
His Participation —3 Selecting 0289 | 0140 | 1.633 | 0103 | 0.055 |NotSupported Effect | 0.040 | 0.06
Alternatives
Hus Part‘CIPa“eD*'e'dsion Purchase | 4320 | 0118 | 2088 | 0037 | 0065 | Small Positive Effect | 0.048 | 022
His | Participation —» Post Purchase | 0.166 0.261 0.746 0.456 0.039 | Not Supported Effect | 0.028 0.02
H | Participation — Buying Process | 0.367 0.181 1.642 0.001 0.097 | High Positive Effect | 0.076 0.26
Significant at Po* < 0.01. Significant at Po** < 0.05.
1 Path Analysis of The Power of Women .
) ysis of f 2) Effect Size (F?):

in The Buying Decision Process for Jordanian
Families:

The path analysis coefficients clarify how
women's contributions affect the purchasing
decision-making process within Jordanian families.
As shown in Table 3, two correlational relationships
between latent variables demonstrated statistical
significance, with P-values less than 0.05. The study
confirmed two sub-hypotheses: first, there is a
positive correlation between women's contributions
and the information search stage (0.395); second,
there is also a positive correlation between women's
contributions and the purchase decision (0.320).
However, significant relationships were not found
between women's contributions and the other three
stages: need recognition, selecting alternatives, and
post-purchase evaluation. In conclusion, there is a
strong positive correlation (0.367) between women's
contributions and the overall purchasing decision-
making process within Jordanian families.

The f2 statistic measures the impact of women's
contributions on the purchasing process, which
consists of five stages: recognizing the need,
searching for information, selecting alternatives,
making the purchase, and the post-purchase stage.
According to statistical guidelines, an 2 value above
0.35 indicates a high effect, a value between 0.15 and
0.35 indicates a medium effect, and a value below
0.15 indicates a low effect. A value below 0.02
indicates no effect at all. Table 3 presents the f2 values
regarding the influence of Jordanian women on the
family purchasing process. The table indicates that
women have a medium influence on the information
search stage (f2 value of 0.225) and a small influence
on the purchasing stage (f2 value of 0.065).
Conversely, there was no influence from women in
the other stages of the purchasing decision:
recognizing the need, selecting alternatives, and the
post-purchase stage. Overall, the results suggest that
women have a low positive influence on the
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purchasing decisions of Jordanian families, which
contradicts the initial hypothesis that anticipated a
higher level of influence.

3) Coefficient Of Determination (R?):

The R? statistic measures the strength of the linear
relationship between two variables by indicating the
proportion of variance in the dependent variable
(DV) attributable to changes in one or more
independent variables (IV) (Hair et al., 2020).
According to statistical guidelines, an R? value of less
than 0.02 is considered very small, an R? of 0.02 to
0.13 is deemed average, and a value greater than 0.26
indicates high variance. The previous table (Table 3)
shows that the R? value reached 0.099, suggesting an
average relationship between women's contributions
and the information-gathering stage. This implies
that 9.9% of the variance in research and information-
gathering decisions can be attributed to women's
input. In contrast, women's contributions accounted
for only 4.6% of the variance in purchasing decisions.
Additionally, other hypotheses regarding women's
contributions to decision-making in the stages of
recognizing needs, selecting alternatives, and
making post-purchase evaluations were not
substantiated. Overall, it was determined that
women's contributions explain 7.6% of the variance
in the purchasing decision process of Jordanian
families. This percentage is considered modest,
especially in light of the cultural and societal changes
occurring in Jordanian society, contradicting the
primary hypothesis of this study.

4) Predictive Relevance (Q?):

The effectiveness of Predictive Relevance
depends on the previous R? value and the prediction
variable Q2. The statistical decision rule states that a
model has Predictive Relevance if Q? is greater than
0.00 (Chin, 2010). Table 3 indicates that (Q> = 0.26),
suggesting a high possibility of analyzing the
variance in the purchasing decision process for the
Jordanian family. The previous f? value, being
between 0.15 and 0.35, indicates that Predictive
Relevance has an average predictive ability
concerning women's contributions to the purchasing
decision process of Jordanian families.

5) The Goodness of Fit (GOF):

The Goodness of Fit (GoF) can be used to evaluate
the predictive power of both a Measurement Model
and a Structural Model (Chin & Dibbern, 2010).

According to established statistical decision rules, a
GoF value of less than 0.1 indicates that the model is
unsuitable. A value between 0.1 and 0.25 suggests
low suitability, while values ranging from 0.25 to 0.36
reflect an average fit. A GoF value greater than 0.36
signifies a high level of fit.

Table 4 summarizes the model fit indicators (Model
Fit) as reported by Ringle et al. (2024):

- Standardized Root Mean Square Residual
(SRMR): This metric assesses the average
magnitude of differences between the
correlations in both saturated and predicted
models, serving as an absolute measure of fit
(Henseler et al., 2014). The acceptable range for
SRMR is between 0.08 and 0.10. In the
estimated model, the current SRMR value is
0.201, indicating significant differences
between the saturated and expected values,
which suggests that the model is only slightly
adequate.

- d_ULS and d_G: These indicators help
determine the fit of a model based on the
differences between saturated and expected
values. d_ULS represents the sum of the
squares of these differences, while d_G is the
square root of that sum. For the estimated and
saturated models, the d_ULS values are 36.491
and 20.613, respectively, indicating a low level
of fit for the estimated model. The d_G values
for the estimated and saturated models are
9.342 and 8.677, respectively, which also
suggest a low degree of fit.

— Chi-Square: This statistic measures how well a
model corresponds to the observed data. The
Chi-square value in the estimated model is
2579.29, compared to approximately 2420.86 in
the saturated model. These values reveal
significant discrepancies between the models.

— NFI (Normed Fit Index): This index measures
the potential for improvement of the estimated
model, calculated as 1 minus the ratio of Chi-
square values. The NFI ranges from 0 to 1, with
values closer to 1 indicating a better fit. An NFI
value above 0.9 is considered optimal. In this
case, the NFI for the estimated model is 0.277,
indicating substantial potential for
improvement. Overall, the results demonstrate
that the estimated model has significant room
for enhancement in effectively fitting the data.

Table 4: Gof Value.

| Variable | Saturated Model I

Estimated Model |

Q2 (=1-SSE/SSO)
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SRMR 0.151 0.201
d_ULS 20.613 36.491
d_G 8.677 9.342 026
Chi-Square 2420.86 2579.290 '
NFI 0.322 0.277

6) Outcomes Discussion:

The analysis reveals that women's involvement in
the purchasing decision-making process within
Jordanian families is average, with an arithmetic
mean score of 2.61. Several factors encourage
women's participation in these decisions. The
literature suggests that women play key roles in
households by identifying needs and monitoring
family requirements. A detailed analysis of the study
sample shows that 89.6% of family needs in
Jordanian households fall under women's
responsibilities. Furthermore, 89.6% of Jordanian
women possess a comprehensive understanding of
the types of products suitable for their families, while
85.6% are knowledgeable about the prices of the
products they purchase. Additionally, 89.6% of
women are highly aware of product quality and the
brands that meet their family's needs. Moreover, 90%
of women express a strong desire to interact with
customer service departments to obtain detailed
information about their purchases, including
warranties and after-sales services. The findings
indicate that 77.9% of Jordanian women seek
previous experiences and knowledge before making
a purchase. Overall, Jordanian women demonstrate a
high level of rationality in their purchasing decisions,
with 57% of studies indicating that they avoid
emotional and impulsive buying. Notably, 58.8% of
female respondents do not rely on advertising to
guide their purchases, and 82.7% reject
endorsements from influencers and celebrities.
Instead, 87% of Jordanian women rely on the
experiences of friends and acquaintances when
making purchasing decisions, a behavior identified
by Jingjing et al. (2022) as the concept of referring to
others in this process.

Based on the results of testing the primary
hypothesis, it was found that women have an
average contribution during the information search
stage and, to a lesser extent, in the purchasing stage.
However, the study did not provide evidence of
women's contributions in three other stages: need
recognition, selecting alternatives, and post-purchase
evaluation. Ultimately, the findings highlighted a
minimal positive influence of women on the
purchasing decision-making of Jordanian families.
While we agree with the hypothesis regarding the
direction of the effect, we disagree with the

assessment of its level of influence. Women appear to
have less control over purchasing decisions within
Jordanian families, as their roles are limited to only
two stages. This finding contradicts the expected role
of women in the need-recognition stage
(Myrzabekkyzy et al., 2021). These results align with
a study by Opoku (2024), which indicated that
African culture, particularly in Tanzania, continues
to uphold the image of the husband as the primary
breadwinner, even when wives may earn higher
wages than their male counterparts. In contrast,
research conducted by Myrzabekkyzy et al. (2021)
suggests that women are equal to men in the
purchasing decision-making process across various
regions of Kazakhstan, including northern, southern,
eastern, and western areas. Additionally, other
studies reveal that women's influence does not
diminish in need recognition or searching for
traditional products, such as home furniture,
electrical appliances, decorations, and renovations.
Instead, their influence also extends to the selection
of cars, sporting activities, and health services. A
study by Kandoje (2009) found that women have a
more significant influence on purchasing home
furniture and household appliances, while men tend
to have a greater impact on decisions regarding cars
and televisions.

The study by Juyal and Singh (2009) emphasized
that women's roles in purchasing decisions differ
based on factors such as family type (Nuclear Family,
Single Parents Family, Extended Family, and
blended families), age, education, and income (Al-
Nsour,2018). Women were found to have a more
significant role in purchasing durable personal goods
compared to durable items intended for the family.
This distinction can be understood through
consumer theory, which indicates that decision-
making varies for different products and throughout
various stages of the purchasing process (Husz,
2025). Interestingly, 57.1% of men typically engage at
the initial stage of recognizing a need when
purchasing items associated with masculine
qualities, such as cars. In contrast, women prefer to
involve themselves in joint purchasing decisions,
even for products traditionally categorized as
feminine, like perfumes, clothing, home equipment,
and decorations. The current study revealed that
28.5% of purchasing decisions are shared between
spouses for items such as home furniture, electrical

SCIENTIFIC CULTURE, Vol. 11, No 4, (2025), pp. 2549-2565



2557 THE POWER OF WOMEN IN THE BUYING DECISION PROCESS:

appliances, food, daily necessities, education,
healthcare products, financial transactions, and real
estate. Additionally, decisions involving the entire
family, such as travel, entertainment, dining out,
clothing, personal items, cosmetics, and perfumes,
made up 16.4%. Notably, women's role in most
purchasing decisions within Jordanian families is
relatively limited, accounting for only 32.5% of all
decisions. This limited involvement can be attributed
to the lower levels of independence experienced by
women within the family. However, improvements
in women's economic influence may have shifted
their purchasing priorities and interests in the
context of Jordanian families (Ika et al., 2024). In this
regard, Mammeri and Al-Wahli (2013) pointed out
that the perception of power equality between
husbands and wives is somewhat misleading. The
father's contribution to purchasing decisions ranges
from 55% to 80%, largely due to the dominant social
and psychological role he holds within the family
and his self-perception as a leader. Despite the
conflicting goals and purchasing behaviors among
family members, integration and interconnectedness
remain key aspects of family dynamics, especially in
their efforts to maximize perceived benefits for all

REFERENCES

individuals, exchange roles and opportunities, and
tackle the challenges they face (Syed & Zahid, 2023).

Various studies have confirmed that women tend
to prefer joint purchasing decisions. This trend can be
attributed to cultural and economic changes within
Jordanian society, which have led to a decrease in
individual decision-making in favor of joint
decisions made by spouses or by all family members.
Analysis of Jordanian women's responses suggests
that their contribution to the purchasing process is
expected to reach 74.5% at all stages of the decision-
making process. In comparison, the contribution
from Saudi women is about 71.2%, while American
women demonstrate significantly higher
involvement at 85% (Al-Nsour, 2018). Ultimately,
Jordanian women advocate for greater personal
freedom and seek to reduce male influence on their
purchasing decisions. Cultural differences also play
arole, as women in Western countries and Arab Gulf
nations often experience greater economic influence
and personal freedom, enabling them to pursue
equality with men and diminish the dominance of
male perspectives in purchasing decisions.

Alhawamdeh, H., Al-Saad, S. A., Almasarweh, M. S., Al-Hamad, A. A.-S. A., Bani Ahmad, A. Y. A. B, &
Ayasrah, F. T. M. (2023). The Role of Energy Management Practices in Sustainable Tourism
Development: A Case Study of Jerash, Jordan. International Journal of Energy Economics and Policy,
13(6), 321-333. https:/ /doi.org/10.32479/ijeep.14724

A.Y. A. Bani Ahmad, M. Allahham, W. I. Almajali, F. T. Ayasrah and S. Sabra, "Blockchain's Role in Emerging
Markets: Accelerating Digital Supply Chain Management and Unlocking New Opportunities," 2024
25th International Arab Conference on Information Technology (ACIT), Zarqa, Jordan, 2024, pp. 1-6,

doi: 10.1109/ ACIT62805.2024.10877053.

A.Y. A. Bani Ahmad, M. Allahham, W. I. Almajali, F. T. Ayasrah and S. Sabra, "Smart Logistics Services: How
Artificial Intelligence Transforms Decision-Making," 2024 25th International Arab Conference on
Information Technology (ACIT), Zarqa, Jordan, 2024, pp. 1-4, doi: 10.1109/ ACIT62805.2024.10876978.

A.Y. A. Bani Ahmad, M. Allahham, W. I. Almajali, F. T. Ayasrah and S. Sabra, "From Interaction to Action:
How User Input Shapes Logistics and Decisions in Jordan’s E-Industry," 2024 25th International Arab

Conference on
10.1109/ ACIT62805.2024.10877225.

Information Technology (ACIT),

Zarqa, Jordan, 2024, pp. 1-6, doi:

A.Y. A. Bani Ahmad, Y. M. A. Tarshany, F. T. M. Ayasrah, F. S. Mohamad, S. I. A. Saany and B. Pandey, "The
Role of Cybersecurity in E-Commerce to Achieve the Magqgasid of Money," 2023 International
Conference on Computer Science and Emerging Technologies (CSET), Bangalore, India, 2023, pp. 1-8,

doi: 10.1109/CSET58993.2023.10346972.

Abdul Alem Mohammed. (2021). What motivates consumers to purchase organic food in an emerging market?
An empirical study from Saudi Arabia. British Food Journal, 123 (5): 1758-
1775. https: / /doi.org/10.1108 / BF]-07-2020-0599

Ahmad Y. A. Bani Ahmad, "Firm Determinants that Influences Implementation of Accounting Technologies in
Business Organizations," WSEAS Transactions on Business and Economics, vol. 21, pp. 1-11, 2024

Ahmad, A. (2024). Ethical implications of artificial intelligence in accounting: A framework for responsible ai
adoption in multinational corporations in Jordan. International Journal of Data and Network Science,
8(1), 401-414.

Ahmad, A. Y. A. B. (2024, April). The Changing Role of Accountants in the Al Era: Evolving Skill Sets and

SCIENTIFIC CULTURE, Vol. 11, No 4, (2025), pp. 2549-2565


https://doi.org/10.1108/BFJ-07-2020-0599

2558 HUSSEIN MOHAMAD ALMURAD et el

Career Pathways. In 2024 International Conference on Knowledge Engineering and Communication
Systems (ICKECS) (Vol. 1, pp. 1-5). IEEE.

Ahmad, A. Y. A. B., Alzubj, ], James, S., Nyangaresi, V. O., Kutralakani, C., & Krishnan, A. (2024). Enhancing
Human Action Recognition with Adaptive Hybrid Deep Attentive Networks and Archerfish
Optimization. Computers, Materials & Continua, 80(3)

Ahmad, A. Y. B. (2024). E-invoicing and Cost Reduction: A Case Study of Multinational Corporations. Journal
of Information Systems Engineering and Management, 9(2), 25009.

Ahmad, A. Y. B. (2024, May). CS Challenge in Creating Al-Integrated System. In 2024 4th International
Conference on Advance Computing and Innovative Technologies in Engineering (ICACITE) (pp. 1515-
1520). IEEE.

Ahmad, A. Y. B, Ali, M., Namdev, A., Meenakshisundaram, K. S., Gupta, A., & Pramanik, S. (2025). A
Combinatorial Deep Learning and Deep Prophet Memory Neural Network Method for Predicting
Seasonal Product Consumption in Retail Supply Chains. In Essential Information Systems Service
Management (pp. 311-340). IGI Global.

Ahmad, A. Y. B., Allahham, M., Almajali, W. L, Ayasrah, F. T., & Sabra, S. (2024, December). Smart Logistics
Services: How Artificial Intelligence Transforms Decision-Making. In 2024 25th International Arab
Conference on Information Technology (ACIT) (pp. 1-4). IEEE.

Ahmad, A. Y. B, Atta, A. A. B., Shehadeh, M. A. H. A,, Baniata, H. M. A., & Hani, L. Y. B. (2023). Fund family
performance: Evidence from emerging countries. WSEAS Trans. Bus. Econ, 20, 951-964.

Ahmad, A. Y. B, Gongada, T. N., Shrivastava, G., Gabbi, R. S., Islam, S., & Nagaraju, K. (2023). E-Commerce
Trend Analysis and Management for Industry 5.0 using User Data Analysis. International Journal of
Intelligent Systems and Applications in Engineering, 11(11s), 135-150.

Ahmad, A. Y. B,, Gupta, P., Thimmiaraja, J., Goswami, B., Arun, M., Manoharan, G., & Younis, D. (2024). A
Comparison of the Effects of Robotics and Artificial Intelligence on Business Management and
Economics. In Recent Advances in Management and Engineering (pp. 132-137). CRC Press.

Ahmad, A. Y. B,, Hannoon, A., Al-Daoud, K. I., Abu-Alsondos, I. A., & Al-Qaisieh, M. S. (2023). Assessment of
Cloud Based Accounting Technology Adoption and Business Performance. Kurdish Studies, 11(3).

Ahmad, A. Y. B, Kumari, D. K., Shukla, A., Deepak, A., Chandnani, M., Pundir, S., & Shrivastava, A. (2024).
Framework for Cloud Based Document Management System with Institutional Schema of Database.
International Journal of Intelligent Systems and Applications in Engineering, 12(3s), 672-678.

Ahmad, A. Y. B, Kumari, D. K., Shukla, A., Deepak, A., Chandnani, M., Pundir, S., & Shrivastava, A. (2024).
Framework for Cloud Based Document Management System with Institutional Schema of Database.
International Journal of Intelligent Systems and Applications in Engineering, 12(3s), 672-678.

Ahmad, A. Y. B, Tiwari, A., Nayeem, M. A,, Biswal, B. K., Satapathy, D. P., Kulshreshtha, K., & Bordoloi, D.
(2024). Artificial Intelligence Perspective Framework of the Smart Finance and Accounting
Management Model. International Journal of Intelligent Systems and Applications in Engineering,
12(4s), 586-594.

Ahmad, A. Y. B., William, P., Uike, D., Murgai, A., Bajaj, K. K., Deepak, A., & Shrivastava, A. (2024). Framework
for Sustainable Energy Management using Smart Grid Panels Integrated with Machine Learning and
IOT based Approach. International Journal of Intelligent Systems and Applications in Engineering,
12(2s), 581-590.

Ahmad, A. Y. Bani ahmad , (2019). Empirical Analysis on Accounting Information System Usage in Banking
Sector in Jordan. Academy of Accounting and Financial Studies Journal, 23(5), 1-9.

Ahmad, A. Y, Jain, V., Verma, C., Chauhan, A., Singh, A., Gupta, A., & Pramanik, S. (2024). CSR Objectives and
Public Institute Management in the Republic of Slovenia. In Ethical Quandaries in Business Practices:
Exploring Morality and Social Responsibility (pp. 183-202). IGI Global

Ahmad, A., Abusaimeh, H., Rababah, A., Algsass, M., Al-Olima, N., & Hamdan, M. (2024). Assessment of
effects in advances of accounting technologies on quality financial reports in Jordanian public sector.
Uncertain Supply Chain Management, 12(1), 133-142.

Al Rob, M. A., Nor, M. N. M., Alshdaifat, S. M., & Salleh, Z. (2025). Impact of competition and client size on big
data analytics adoption: A TAM study of auditors. Qubahan Academic Journal, 5(1), 278-294.
https:/ /doi.org/10.48161/qaj.vbnlal129

Al-Adwan, A.S., & Al-Horani, M. A. (2019). Boosting Customer E-Loyalty: An Extended Scale of Online Service
Quality. Information, 10(12), 380. https:/ /doi.org/10.3390/info10120380.

SCIENTIFIC CULTURE, Vol. 11, No 4, (2025), pp. 2549-2565



2559 THE POWER OF WOMEN IN THE BUYING DECISION PROCESS:

Al-Afeef, M., Fraihat, B., Alhawamdeh, H., Hijazi, H., AL-Afeef, M., Nawasr, M., & Rabi, A. (2023). Factors
affecting middle eastern countries' intention to use financial technology. International Journal of Data
and Network Science, 7(3), 1179-1192.

Albashtawi, Zain., Alnsour, Ibrahim Radwan., Al-Nsour, Iyad, A., Allahham, Mahmoud Izzat., and Jawabreh,
Omar. (2025).The Role of Big Data Analytics in Developing Within Renewable Energy Systems:The
Moderating Role of Engineering Solutions. (2025). Lex Localis - Journal of Local Self-
Government, 23(52), 273-293. https:/ /doi.org/10.52152/.

Al-Dweiri, M., Ramadan, B., Rawshdeh, A., Nassoura, A., Al-Hamad, A., & Ahmad, A. (2024). The mediating
role of lean operations on the relationship between supply chain integration and operational
performance. Uncertain Supply Chain Management, 12(2), 1163-1174.

Alem, Y., Hassen, S., & Kohlin, G. (2023). Decision-making within the household: The role of division of labor
and differences in preferences. Journal of Economic Behavior & Organization, 207, 511-528.
https:/ /doi.org/10.1016/j.jebo.2023.01.022

Al-Hawamdeh, H. M. (2020). The Intermediate Role of Organizational Flexibility in the Impact of Using
Information Technology on the Efficiency of the Application of IT Governance in Jordanian Industrial
Companies. Modern Applied Science, 14(7).

Alhawamdeh, H. M., & Alsmairat, M. A. (2019). Strategic decision making and organization performance: A
literature review. International review of management and marketing, 9(4), 95.

Alhawamdeh, H., Al-Saad, S. A., Almasarweh, M. S., Al-Hamad, A. A.S., Ahmad, A. Y., & Ayasrah, F. T. M.
(2023). The role of energy management practices in sustainable tourism development: a case study of
Jerash, Jordan. International Journal of Energy Economics and Policy, 13(6), 321-333.

Ali, O., Al-Duleemi, K., Al-Afeef, D. ]., & Al-hawamdah, D. H. (2019). The Impact of the Decisions of the COBIT
5 Committee on the Effectiveness of the Internal Control Systems in the Jordanian Industrial Joint Stock
Companies. The Journal of Social Sciences Research, 5(11), 1587-1599.

Alkhawaldeh, B. Y. S., Alhawamdeh, H., Almarshad, M., Fraihat, B. A. M., Abu-Alhija, S. M. M., Alhawamdeh,
A. M., & Ismaeel, B. (2023). The effect of macroeconomic policy uncertainty on environmental quality
in Jordan: Evidence from the novel dynamic simulations approach. Jordan Journal of Economic
Sciences, 10(2), 116-131. among Faculty Members in Public and Private Universities in Jordan

AlKhawaldeh, B. Y. S., Al-Smadi, A. W., Ahmad, A.Y., El-Dalahmeh, S. M., Alsuwais, N., & Almarshad, M. N.
(2024). Macroeconomic determinants of renewable energy production in Jordan. International Journal
of Energy Economics and Policy, 14(3), 473-481.

Alkhawaldeh, B., Alhawamdeh, H., Al-Afeef, M., Al-Smadi, A., Almarshad, M., Fraihat, B,, ... & Alaa, A. (2023).
The effect of financial technology on financial performance in Jordanian SMEs: The role of financial
satisfaction. Uncertain Supply Chain Management, 11(3), 1019-1030.

Allahham, M., & Ahmad, A. (2024). Al-induced anxiety in the assessment of factors influencing the adoption of
mobile payment services in supply chain firms: A mental accounting perspective. International Journal
of Data and Network Science, 8(1), 505-514.

ALLAHHAM, M., SHARABATI, A. A. A, HATAMLAH, H.,, AHMAD, A. Y. B.,, SABRA, S., & DAOUD, M. K.
Big Data Analytics and Al for Green Supply Chain Integration and Sustainability in Hospitals.
Magboul, I, Jebreel, M., Dweiri, M., Qabajeh, M., Al-Shorafa, A., & Ahmad, A. (2024). Antecedents and
outcomes of green information technology Adoption: Insights from an oil industry. International
Journal of Data and Network Science, 8(2), 921-934.

Almarshad, M. N., Alwaely, S. A., Alkhawaldeh, B. Y., Al Qaryouti, M. Q. H., & Bani Ahmad, A.Y. (2024). The
Mediating Role of Energy Efficiency Measures in Enhancing Organizational Performance: Evidence
from the Manufacturing Sector in Jordan.

Al-Nsour lyad A, Hasnin, Eman Abdelhameed.m Almurad, Hussein Mohamad., and Allahham, Mahmoud
Izzat. (2024).Journal of Information Systems Engineering & Management, 10 (54s), 1012-1029.

Alnsour, I. . (2024). Impact of Social-media Engagement and Entertainment on the Buying Intention from Online
Fashion Stores in Jordan. Jordan Journal of Business Administration, 20(3).
https:/ /doi.org/10.35516/jjba.v20i3.1014.

Al-Nsour, 1. A. (2024). Building a Model for E-Interaction Via Facebook Platform "The IN-IMSIU Model for E-
Interaction". Journal of Management World, 2024(5), 348-
362. https:/ /doi.org/10.53935 /jomw.v2024i4.1120.

Al-Nsour, I. A. .. (2023). Impact of Political Marketing Mix on Voting to the Parliamentary Candidate: A Study

SCIENTIFIC CULTURE, Vol. 11, No 4, (2025), pp. 2549-2565


https://doi.org/10.52152/
https://doi.org/10.1016/j.jebo.2023.01.022
https://doi.org/10.35516/jjba.v20i3.1014
https://doi.org/10.53935/jomw.v2024i4.1120

2560 HUSSEIN MOHAMAD ALMURAD et el

on the Jordanian Public Trends towards the Voting of the 19th Parliament. Jordan Journal of Business
Administration, 19(1). https:/ /doi.org/10.35516/jjba.v19i1.742.

Al-Nsour, I. A. A. (2023). The Impact of Social-media Celebrity on Buying Behavior of Retailer Customers in
Riyadh, KSA. Jordan Journal of Business Administration, 20(1).
https://doi.org/10.35516/jjba.v19i4.1719.

Al-Nsour, I. A. A., & Al-Saleh, N. H. (2025). Impact of Humor Communication Message Elements on Brand
Equity Mediator for Customer Relationships A Study on Fast Food Restaurant Customers via the X
Platform in Saudi Arabia. Arab Journal of Administration, (), 1-24. doi: 10.21608/aja.2025.356476.1791.

Al-Nsour, I. A., & Hasnin, E. A. H. (2024). Leveraging Humor Content in Effective Communications for the
Saudi Food Industry. Journal of Management World, 2024(3), 170-
184. https:/ /doi.org/10.53935/jomw.v2024i4.1103.

Al-Nsour, I, & Alsahli, S. (2025). The Brand Involvement as a Mediator Between Sports Sponsorship and
Jordanian Audience Behavior: Psychological-Communication Analysis. Arab Journal of
Administration, (), 1-32. doi: 10.21608/ aja.2025.404536.1897.

Alnsour, Ibrahim Radwan., Al-Nsour, Iyad A., Malkawi, Eyad Mohammad., Allahham, Mahmoud Izzat. (2025).
The Role of Internet of Things in Fintech Adoption Within Banking Sector: The Moderating Role of
Digital Transformation Capability. (2025). Lex Localis - Journal of Local Self-Government, 23(S4), 2486-
2510. https:/ /doi.org/10.52152 /k4pew155.

Al-Nsour, Iyad A., (2018). Involvement Degree of Women in the Buying Decision of the Saudi Family. Arab
Journal of Administration, 38(4), 231-252. doi: 10.21608/aja.2018.22445.

Alquaiz, A. M., Kazi, A., Almeneessier, A., Alhalal, E.,, Almuneef, M., & AlHabib, Y. (2023). Relationship
Between Violence Against Women, Social Support, Self-Esteem, and Mental Health in Riyadh, Saudi
Arabia. Journal of Interpersonal Violence, 39(1-2), 431-
457. https:/ /doi.org/10.1177/08862605231197135

Alsahli, Saud Abdulla., Al-Nsour Iyad A., and Allahham, Mahmoud Izzat. (2025). Improving Visitor Awareness
Through Marketing Literacy During Riyadh Season Events. Lex Localis - Journal of Local Self-
Government, 23(54), 2511-2540. https:/ /doi.org/10.52152/srvtb662.

Al-Waely, D., Fraihat, B. A. M., Al Hawamdeh, H., Al-Taee, H., & Al-Kadhimi, A. M. M. N. (2021). Competitive
Intelligence Dimensions as a Tool for Reducing the Business Environment Gaps: An Empirical Study
on the Travel Agencies in Jordan. Journal of Hunan University Natural Sciences, 48(11).

Ambler, K., Doss, C., Kieran, C., & Passarelli, S. (2022). Spousal concordance in joint and separate households:
Survey evidence from Nepal. World Development, 151, 105744.
https://doi.org/10.1016/j.worlddev.2021.105744

Atta, A., Baniata, H., Othman, O., Ali, B, Abughaush, S., Aljundi, N., & Ahmad, A. (2024). The impact of
computer assisted auditing techniques in the audit process: an assessment of performance and effort
expectancy. International Journal of Data and Network Science, 8(2), 977-988.

Badawi, M., Alofan, F., Allahham, M., Sabra, S., Abubaker, N. M., & Ahmad, A. Y. B. (2024). The Impact of
Supply Chain Agility on Operationalizing Sustainable Procurement the Mediating Role of System and
Process Integration in the Pharmaceutical Sector in Saudi Arabia. EVOLUTIONARY STUDIES IN
IMAGINATIVE CULTURE, 1632-1650.

Bani Ahmad, A. Y., Fraihat, B. A. M., Hamdan, M. N., Ayasrah, F. T. M., Alhawamdeh, M. M., & Al-Shakri, K.
S. (2024). Examining the mediating role of organizational trust in the relationship between
organizational learning and innovation performance: A study of information systems and computer
science service firms.

Bani Atta, A. A., Ali Mustafa, J., Al-Qudah, S. S., Massad, E., & Ahmad, A. B. (2023). The effect of
macroprudential regulation on banks’ profitability during financial crises [Specialissue]. Corporate
Governance and Organizational Behavior Review, 7(2), 245-258.

Barlés-Arizén, M. J., Fraj-Andrés, E., & Martinez-Salinas, E. (2013). Family Vacation Decision Making: The Role
of Woman. Journal of Travel & Tourism Marketing, 30(8), 873-890.
https:/ /doi.org/10.1080/10548408.2013.835681.

Bessouh, Nadira., Saidil, Tarik., and Belrab, Abdelkader. (2017). Women and The Purchasing Decision. British
Journal of Marketing Studies, 5 (9) , 1-12.

Bitkowska, A., Moczydiowska, J., Leszczewska, K., Karasiewicz, K., Sadkowska, J., & Zelazko, B. (2022). Young
Consumers’ Perceptions of Family Firms and Their Purchase Intentions—The Polish

SCIENTIFIC CULTURE, Vol. 11, No 4, (2025), pp. 2549-2565


https://doi.org/10.35516/jjba.v19i1.742
https://doi.org/10.53935/jomw.v2024i4.1103
https://doi.org/10.52152/k4pew155
https://doi.org/10.1177/08862605231197135
https://doi.org/10.52152/srvtb662
https://doi.org/10.1016/j.worlddev.2021.105744
https://doi.org/10.1080/10548408.2013.835681

2561 THE POWER OF WOMEN IN THE BUYING DECISION PROCESS:

Experience. Sustainability, 14(21), 13879. https:/ /doi.org/10.3390/su142113879

Bryan, E., Alvi, M., Huyer, S., & Ringler, C. (2024). Addressing gender inequalities and strengthening women's
agency to create more climate-resilient and sustainable food systems. Global Food Security, 40, 100731.
https:/ /doi.org/10.1016/j.gfs.2023.100731.

Cheng, Congbin, Sayed Fayaz Ahmad, Muhammad Irshad, Ghadeer Alsanie, Yasser Khan, Ahmad Y. A. Bani
Ahmad (Ayassrah), and Abdu Rahman Aleemi. 2023. "Impact of Green Process Innovation and
Productivity on Sustainability: The Moderating Role of Environmental Awareness" Sustainability 15,
no. 17: 12945. https:/ /doi.org/10.3390/su151712945

Dai, Y., Zhu, Z., & Yuan Guo, W. (2025). The impact of advertising on women'’s self-perception: A systematic
review. Frontiers in Psychology, 15, 1430079. https:/ /doi.org/10.3389/ fpsyg.2024.1430079.

Daoud, M. K., Al-Qeed, M., Ahmad, A. Y. B, & Al-Gasawneh, J. A. (2023). Mobile Marketing: Exploring the
Efficacy of User-Centric Strategies for Enhanced Consumer Engagement and Conversion
Rates. International Journal of Membrane Science and Technology, 10(2), 1252-1262.

Daoud, M., Taha, S., Al-Qeed, M., Alsafadi, Y., Ahmad, A. & Allahham, M. (2024). EcoConnect: Guiding
environmental awareness via digital marketing approaches. International Journal of Data and Network
Science, 8(1), 235-242.

Elmira, Djafarova., and Sophie, Foots. (2022). Exploring ethical consumption of generation Z: theory of planned
behaviour. Young Consumers: Insight and Ideas for Responsible Marketers, 23 (3): 413-
431. https:/ /doi.org/10.1108/YC-10-2021-1405.

Elsayed, W. (2024). Building a better society: The Vital role of Family's social values in creating a culture of
giving in young Children's minds. Heliyon, 10(7), €29208.
https:/ /doi.org/10.1016/j.heliyon.2024.e29208.

Elsayed, Walaa. (2024). Building a better society: The Vital role of Family's social values in creating a culture of
giving in young Children's minds. Heliyon, 10 (7) . https:/ /doi.org/10.1016/j.heliyon.2024.e29208.

Fekete-Farkas, M., Gholampour, A., Bouzari, P., Jarghooiyan, H., & Ebrahimi, P. (2021). ;Cémo el género y la
edad pueden afectar el comportamiento de compra del consumidor? Evidencia desde una perspectiva
microeconémica de Hungria. AD-Minister, (39), 25-46. https:/ /doi.org/10.17230/ Ad-minister.39.2.

Feng, Y., Ahmad, S. F., Chen, W., Al-Razgan, M., Awwad, E. M., Ayassrah, A. Y. B. A., & Chi, F. (2024). Design,
analysis, and environmental assessment of an innovative municipal solid waste-based multigeneration
system integrating LNG cold utilization and seawater desalination. Desalination, 117848.

Flavian, C., Belk, R. W., Belanche, D., & Casal6, L. V. (2024). Automated social presence in Al: Avoiding
consumer psychological tensions to improve service value. Journal of Business Research, 175, 114545.
https:/ /doi.org/10.1016/j.jbusres.2024.114545

Fouzdar, A. S., Yamini, S., Biswas, R., Jindal, G., Ahmad, A. Y. B., & Dawar, R. (2024). Considering the Use of
Blockchain for Supply Chain Authentication Management in a Secure and Transparent Way. In Recent
Technological Advances in Engineering and Management (pp. 259-264). CRC Press.

Fraihat, B. A. M., Ahmad, A. Y. B., Alaa, A. A., Alhawamdeh, A. M., Soumadi, M. M., Aln'emij, E. A. S., &
Alkhawaldeh, B. Y. S. (2023). Evaluating Technology Improvement in Sustainable Development Goals
by Analysing Financial Development and Energy Consumption in Jordan. International Journal of
Energy Economics and Policy, 13(4), 348

Fraihat, B. A. M., Alhawamdeh, H., Younis, B., Alkhawaldeh, A. M. A., & Al Shaban, A. (2023). The Effect of
Organizational Structure on Employee Creativity: The Moderating Role of Communication Flow: A
Survey Study

Garg, P, Raj, R, Kumar, V., Singh, S., Pahuja, S., & Sehrawat, N. (2023). Elucidating the role of consumer
decision making style on consumers’ purchase intention: The mediating role of emotional advertising
using PLS-SEM. Journal of Economy and Technology, 1, 108-118.
https:/ /doi.org/10.1016/j.ject.2023.10.001.

Geetha, B. T., Gnanaprasuna, E., Ahmad, A.Y. B, Rai, S. K., Rana, P., & Kapila, N. (2024, March). Novel Metrics
Introduced to Quantify the Level of Circularity in Business Models Enabled by Open Innovation.
In 2024 International Conference on Trends in Quantum Computing and Emerging Business
Technologies (pp. 1-6). IEEE.

Geetha, B. T., Kafila, K., Ram, S. T., Narkhede, A. P., Ahmad, A. Y. B., & Tiwari, M. (2024, March). Creating
Resilient Digital Asset Management Frameworks in Financial Operations Using Blockchain
Technology. In 2024 International Conference on Trends in Quantum Computing and Emerging

SCIENTIFIC CULTURE, Vol. 11, No 4, (2025), pp. 2549-2565


https://doi.org/10.1016/j.gfs.2023.100731
https://doi.org/10.3390/su151712945
https://doi.org/10.3389/fpsyg.2024.1430079
https://doi.org/10.1108/YC-10-2021-1405
https://doi.org/10.1016/j.heliyon.2024.e29208
https://doi.org/10.17230/Ad-minister.39.2
https://doi.org/10.1016/j.ject.2023.10.001

2562 HUSSEIN MOHAMAD ALMURAD et el

Business Technologies (pp. 1-7). IEEE.

Gielens, K., & Steenkamp, J. E. (2019). Branding in the era of digital (dis)intermediation. International Journal
of Research in Marketing, 36(3), 367-384. https://doi.org/10.1016/j.ijresmar.2019.01.005.

Grau, 1., Miketta, L., Ebbeler, C., & Banse, R. (2025). Cultural Differences in Correlations With Marital
Satisfaction: The Vulnerability-Stress-Adaptation Model in 65 Countries. Journal of Cross-Cultural
Psychology. https://doi.org/10.1177/00220221251323216.

Gstrein, O., Beaulieu, A. (2022). How to protect privacy in a datafied society? A presentation of multiple legal
and conceptual approaches. Philos. Technol. 35, 3. https://doi.org/10.1007 /s13347-022-00497-4.

Halford, W. K., & Van de Vijver, F. (2019). Culture, couple relationship standards, and couple relationship
education and therapy. Cross-Cultural Family Research and  Practice, 523-563.
https:/ /doi.org/10.1016/B978-0-12-815493-9.00017-X.

Hamilton, Rebecca W., and Hosany, A. R. Shaheen. (2023). On the strategic use of product scarcity in
marketing. Journal of the Academy of Marketing Science, Springer, 51(6), 1203-1213.

Hasan, E. F., Alzuod, M. A., Al Jasimee, K. H., Alshdaifat, S. M., Hijazin, A. F., & Khrais, L. T. (2025). The Role
of Organizational Culture in Digital Transformation and Modern Accounting Practices Among
Jordanian SMEs. Journal of Risk and Financial Management, 18(3), 147.
https:/ /doi.org/10.3390/jrfm18030147

Huijsmans, T., Nivette, A. E., Eisner, M., & Ribeaud, D. (2021). Social influences, peer delinquency, and low
self-control: An examination of time-varying and reciprocal effects on delinquency over adolescence.
European Journal of Criminology. https://doi.org/10.1177/1477370819838720.

Hwang, S., Zeng, Y., & Lysova, E. 1. (2025). Family recognition of work as a source of meaningful work:
Examining the roles of self-esteem and parental status. Journal of Vocational Behavior, 156, 104068.
https:/ /doi.org/10.1016/].jvb.2024.104068

Igbal, S., Tian, H.,, Muneer, S., Tripathi, A., & Ahmad, A. Y. B. (2024). Mineral resource rents, fintech
technological innovation, digital transformation, and environmental quality in BRI countries: An
insight using panel NL-ARDL. Resources Policy, 93, 105074.

Juyal, S. A., & Singh, M. P. (2009). Role of Females in Family Buying Decision-Making — A Study among Females
in Uttrakhand. Vision. https:/ /doi.org/10.1177/097226290901300402.

K. Daoud, D. Alqudah, M. Al-Qeed, B. A. Al Qaied, and A. Y. A. B. Ahmad, “The Relationship Between Mobile
Marketing and Customer Perceptions in Jordanian Commercial Banks: The Electronic Quality as A
Mediator Variable”, ijmst, vol. 10, no. 2, pp. 1360-1371, Jun. 2023

Kol, O., & Levy, S. (2023). Men on a mission, women on a journey - Gender differences in consumer information
search behavior via SNS: The perceived value perspective. Journal of Retailing and Consumer Services,
75,103476. https:/ /doi.org/10.1016 /].jretconser.2023.103476.

Kuhn, A., & Wolter, S. C. (2022). Things versus People: Gender Differences in Vocational Interests and in
Occupational Preferences. Journal of Economic Behavior & Organization, 203, 210-234.
https://doi.org/10.1016/j.jebo.2022.09.003

Lakshmi, V.V., Niharika, D.A., & Lahari, G. (2017). Impact of Gender on Consumer Purchasing Behaviour. IOSR
Journal of Business and Management (IOSR-JBM), 19 (8) 33-36.

Lin, C.,, Ahmad, S. F., Ayassrah, A. Y. B. A,, Irshad, M., Telba, A. A., Awwad, E. M., & Majid, M. 1. (2023). Green
production and green technology for sustainability: The mediating role of waste reduction and energy
use. Heliyon, €22496.

Lucia Viléekova & Miroslav Sabo. (2013). Exploring Brand Preferences Of Slovak Consumers Across
Demographic Features. European Journal of Business and Economics, Central Bohemia University,
8(3), 8-4061.

Mahafzah, A. H., & Abusaimeh, H. (2018). Optimizing power-based indoor tracking system for wireless sensor
networks using ZigBee. International Journal of Advanced Computer Science and Applications, 9(12).

Malkawi, Eyad Mohammad., AL-Malahmeh , Zaid Akram., Al-Nsour, Iyad A., and Allahham, Mahmoud.
(2025). The Impact of Digital Marketing On Tourist Engagement: Exploring Sustainable Development
In Jordan. (2025). Lex Localis - Journal of Local Self-Government, 23(S2), 294-
314. https:/ /doi.org/10.52152/800331.

Mehta, S., Saxena, T., & Purohit, N. (2020). The New Consumer Behavior Paradigm amid COVID-19: Permanent
or Transient? Journal of Health Management, 22, 291-301.https:/ /doi.org/10.1177/0972063420940834.

Miller, V. A., & Jawad, A. F. (2018). Decision-Making Involvement and Prediction of Adherence in Youth With

SCIENTIFIC CULTURE, Vol. 11, No 4, (2025), pp. 2549-2565


https://doi.org/10.1016/j.ijresmar.2019.01.005
https://doi.org/10.1177/00220221251323216
https://doi.org/10.1007/s13347-022-00497-4
https://doi.org/10.1016/B978-0-12-815493-9.00017-X
https://ideas.repec.org/a/spr/joamsc/v51y2023i6d10.1007_s11747-023-00976-w.html
https://ideas.repec.org/a/spr/joamsc/v51y2023i6d10.1007_s11747-023-00976-w.html
https://ideas.repec.org/s/spr/joamsc.html
https://doi.org/10.1177/1477370819838720
https://doi.org/10.1177/097226290901300402
https://doi.org/10.1016/j.jretconser.2023.103476
https://ideas.repec.org/a/aad/ejbejj/v8y2013i3p406.html
https://ideas.repec.org/a/aad/ejbejj/v8y2013i3p406.html
https://ideas.repec.org/s/aad/ejbejj.html
https://doi.org/10.52152/800331
https://doi.org/10.1177/0972063420940834

2563 THE POWER OF WOMEN IN THE BUYING DECISION PROCESS:

Type 1 Diabetes: A Cohort Sequential Study. Journal of Pediatric Psychology, 44(1), 61.
https://doi.org/10.1093 /jpepsy/isy032.

Mohammad Algsass, Munir Al-Haki, Mohammad Dweiri, Majed Qabajeh, Dmaithan almajali, Ahmad Bani
Ahmad, & Adnan Qubbaja. (2023). The Impact of Current Ratio on Net Profit Margin (Case Study:
Based on Jordanian Banks). Kurdish Studies, 11(2), 2894-2903. Retrieved from
https:/ /kurdishstudies.net/ menu-script/index.php/KS/article/ view /834

Mohammad Algsass, Munir Al-Hakim, Qais Al Kilani, Lina Warrad, Majed Qabajeh, Ahmad Y. A.Bani Ahmad,
& Adnan qubbaja. (2023). The Impact of Operating Cash Flow on Earnings Per Share (Case Study Based
on  Jordanian  Banks). Kurdish  Studies, 11(2),  2718-2729. Retrieved  from
https:/ /kurdishstudies.net/ menu-script/index.php/KS/article/ view /831

Mohammad Jebreel, Mohammad Alnaimat, Amjad Al-Shorafa, Majed Qabajeh, Mohammad Algsass, & Ahmad
Bani Ahmad. (2023). The Impact of Activity Ratios on Change in Earnings (Case Study:Based on
Jordanian Food Companies). Kurdish Studies, 11(2), 4551-4560. Retrieved from
https:/ /kurdishstudies.net/ menu-script/index.php/KS/ article / view /1044

Mohsin, H. J., Hani, L. Y. B., Atta, A. A. B,, Al-Alawnh, N. A. K., Ahmad, A. B., & Samara, H. H. (2023). THE
IMPACT OF DIGITAL FINANCIAL TECHNOLOGIES ON THE DEVELOPMENT OF
ENTREPRENEURSHIP: EVIDENCE FROM COMMERCIAL BANKS IN THE EMERGING MARKETS.

Mustafa, J. A., ATTA, A. A. B, AHMAD, A. Y. B, SHEHADEH, M., & Agustina, R. (2023). Spillover Effect in
Islamic and Conventional Fund Family: Evidence from Emerging Countries. WSEAS Transactions on
Business and Economics, 20, 1042-1058.

Myrzabekkyzy, K., Bolganbayev, A.D., and Kelesbayev, D.N. (2021). The Role of Women in The Process of
Buying White Goods and An Application for Kazakhstan. The Journal of Economic Research &
Business Administration, 1 (135), 35-44.

Myrzabekkyzy, Kundyz., Bolganbayev, Artur., and Kelesbayev, Dinmukhamed. (2021). Womens Role in
Family in the Purchase Process of White Goods and Kazakhstan Example. Academy of Strategic
Management Journal, 20 (5).

Nagrash, Omar Mohammed Ali., Alsahli, Saud Abdulla., Al-Nsour, Iyad A., and Hasnin , Eman Abdelhameed.
(2025). The Effect of Funny E-Communications on Brand Equity: A Study on Saudi Household in The
Electricial Appliances Market. Lex Localis - Journal of Local Self-Government, 23(S4), 3749-
3769. https:/ /doi.org/10.52152/801138.

Naved, M., Kole, I. B,, Bhope, A., Gautam, C. S., Ahmad, A. Y. B,, & Lourens, M. (2024, March). Managing
Financial Operations in the Blockchain Revolution to Enhance Precision and Safety. In 2024
International Conference on Trends in Quantum Computing and Emerging Business Technologies (pp.
1-6). IEEE.

Ng S, Bharti M, Faust NT. (2020). The Impact of Gender and Culture in Consumer Behavior. In: Cheung FM,
Halpern DF, eds. The Cambridge Handbook of the International Psychology of Women. Cambridge
Handbooks in Psychology. Cambridge University Press; 244-257.

Ni, L., Ahmad, S. F., Alshammari, T. O., Liang, H., Alsanie, G., Irshad, M., ... & Ayassrah, A. Y. B. A. (2023). The
role of environmental regulation and green human capital towards sustainable development: The
mediating role of green innovation and industry upgradation. Journal of Cleaner Production, 138497.

Padavic, I, Ely, R. J., & Reid, E. M. (2020). Explaining the Persistence of Gender Inequality: The Work-Family
Narrative as a Social Defense against the 24/7 Work Culture*. Administrative Science Quarterly.
https:/ /doi.org/10.1177/0001839219832310

Peng, Yixuan, Sayed Fayaz Ahmad, Ahmad Y. A. Bani Ahmad, Mustafa S. Al Shaikh, Mohammad Khalaf
Daoud, and Fuad Mohammed Hussein Alhamdi. 2023. "Riding the Waves of Artificial Intelligence in
Advancing Accounting and Its Implications for Sustainable Development Goals" Sustainability 15, no.

19: 14165.
Petcharat, T., & Leelasantitham, A. (2021). A retentive consumer behavior assessment model of the online
purchase decision-making process. Heliyon, 7(10), e08169.

https:/ /doi.org/10.1016/j.helivon.2021.e08169.

Polimerou, Roxani., and Spais, George (2025). Establishing relationships between brands and customers via
strategic social media chatbots for telecom goods and services. Journal of Marketing Analytics, Palgrave
Macmillan, 13(2), 328-370.

Qualls-Corbett, N. (1988) The Sacred Prostitute: Eternal Aspect of the Feminine. Inner City Books, Toronto.

SCIENTIFIC CULTURE, Vol. 11, No 4, (2025), pp. 2549-2565


https://doi.org/10.1093/jpepsy/jsy032
https://kurdishstudies.net/menu-script/index.php/KS/article/view/834
https://kurdishstudies.net/menu-script/index.php/KS/article/view/831
https://kurdishstudies.net/menu-script/index.php/KS/article/view/1044
https://doi.org/10.52152/801138
https://doi.org/10.1177/0001839219832310
https://doi.org/10.1016/j.heliyon.2021.e08169
https://ideas.repec.org/a/pal/jmarka/v13y2025i2d10.1057_s41270-025-00396-5.html
https://ideas.repec.org/a/pal/jmarka/v13y2025i2d10.1057_s41270-025-00396-5.html
https://ideas.repec.org/s/pal/jmarka.html

2564 HUSSEIN MOHAMAD ALMURAD et el

Ramadan, A., Maali, B., Morshed, A., Baker, A. A. R., Dahbour, S., & Ahmad, A. B. (2024). Optimizing working
capital management strategies for enhanced profitability in the UK furniture industry: Evidence and
implications. Journal of Infrastructure, Policy and Development, 8(9), 6302.

Ramaddini, P. A., & Silitonga , P. (2024). The Effect of Product Quality and Price Discounts on Word of Mouth
and Purchasing Decisions at Esteh Indonesia. Journal of Business and Halal Industry, 1(3), 1-11.
https://doi.org/10.47134/jbhi.v1i3.205

Raza, A., Al Nasar, M. R., Hanandeh, E. S., Zitar, R. A., Nasereddin, A. Y., & Abualigah, L. (2023). A Novel
Methodology for Human Kinematics Motion Detection Based on Smartphones Sensor Data Using

Rego, L., Brady, M., Leone, R, Roberts, ]., Srivastava, C., & Srivastava, R. (2022). Brand response to
environmental turbulence: A framework and propositions for resistance, recovery and reinvention.
International Journal of Research in Marketing, 39(2), 583-602.
https:/ /doi.org/10.1016 /j.ijresmar.2021.10.006

Riegstad, A. (2023). Gender Differences in Communication Styles and their Influence on Workplace
Communication and the Practice of Public Relations in the United States. Ph.d Thesis. School of Media,
Communication and Sociology, University of Leicester. UK.

Roman, N. V., Balogun, T. V., Butler-Kruger, L., Danga, S. D., Therese de Lange, J., Human-Hendricks, A.,
Thelma Khaile, F., October, K. R., & Olabiyi, O. J. (2025). Strengthening Family Bonds: A Systematic
Review of Factors and Interventions That Enhance Family Cohesion. Social Sciences, 14(6), 371.
https://doi.org/10.3390/socsci14060371

Rumman, G., Alkhazali, A., Barnat, S., Alzoubi, S., AlZagheer, H., Dalbouh, M., ... & Darawsheh, S. (2024). The
contemporary management accounting practices adoption in the public industry: Evidence from
Jordan. International Journal of Data and Network Science, 8(2), 1237-1246.

Saba Montazeribarforoushi, Abolfazl Keshavarzsaleh & Thomas Zoéga Ramsgy. (2017). On the hierarchy of
choice: An applied neuroscience perspective on the AIDA model, Cogent Psychology, 4(1), 1363343,
DOI: 10.1080/23311908.2017.1363343.

Schifferstein, H. N., De Boer, A., & Lemke, M. (2021). Conveying information through food packaging: A
literature review comparing legislation with consumer perception. Journal of Functional Foods, 86,
104734. https:/ /doi.org/10.1016/1.jff.2021.104734.

Selvasundaram, K., Jayaraman, S., Chinthamani, S. A. M., Nethravathi, K., Ahmad, A. Y. B., & Ravichand, M.
(2024). Evaluating the Use of Blockchain in Property Management for Security and Transparency.
In Recent Technological Advances in Engineering and Management (pp. 193-197). CRC Press.

Shah, S. S., & Asghar, Z. (2023). Dynamics of social influence on consumption choices: A social network
representation. Heliyon, 9(6), €17146. https:/ /doi.org/10.1016/j.heliyon.2023.e17146

Shahrzadi, L., Mansouri, A., Alavi, M., & Shabani, A. (2024). Causes, consequences, and strategies to deal with
information overload: A scoping review. International Journal of Information Management Data
Insights, 4(2), 100261. https://doi.org/10.1016/j.jjimei.2024.100261.

Sharabati, A. A. A., Allahham, M., AbuSaimeh, H., Ahmad, A.Y. B., Sabra, S., & Daoud, M. K. (2023). Effects of
artificial integration and big data analysis on economic viability of solar microgrids: mediating role of
cost benefit analysis. Operational Research in Engineering Sciences: Theory and Applications, 6(3).

Sheehan, A.E., Salvador, P.Y., Bounoua, N. et al. (2024). Impulsive Decision-Making, Affective Experiences, and
Parental History of Self-Injurious Thoughts and Behaviors within Parent-Adolescent Dyads. Res Child
Adolesc Psychopathol 52, 1209-1220. https://doi.org/10.1007 /s10802-024-01194-w.

Siddiqui, T.R., Ghazal, S., Bibi, S., et al. (2016). Use of the Health Belief Model for the Assessment of Public
Knowledge and Household Preventive Practices in Karachi, Pakistan, a Dengue-Endemic City. PLoS
Neglected Tropical Diseases, 10, No. 11.https:/ /doi.org/10.1371/journal.pntd.0005129.

Singh, R., Gupta, N. R,, & Ahmad, A. Y. (2024). An Empirical Study on Challenges of Working from Home
During COVID-19 on Work-Life Domains in the Education Sector in Bengaluru. In S. Singh, S. Rajest,
S. Hadoussa, A. Obaid, & R. Regin (Eds.), Data-Driven Intelligent Business Sustainability (pp. 111-121).
IGI Global. https:/ /doi.org/10.4018/979-8-3693-0049-7.ch008

Sun, B., Zhang, Y., & Zheng, L. (2023). Relationship between time pressure and consumers' impulsive buying —
Role of perceived value and emotions. Heliyon, 9(12), e23185.
https://doi.org/10.1016/j.heliyon.2023.e23185.

Sun, Y., Lim, K. H,, Jiang, C., Peng, J. Z., & Chen, X. (2010). Do males and females think in the same way? An
empirical investigation on the gender differences in Web advertising evaluation. Computers in Human

SCIENTIFIC CULTURE, Vol. 11, No 4, (2025), pp. 2549-2565


https://doi.org/10.1016/j.jff.2021.104734
https://doi.org/10.1007/s10802-024-01194-w
https://doi.org/10.1371/journal.pntd.0005129
https://doi.org/10.4018/979-8-3693-0049-7.ch008

2565 THE POWER OF WOMEN IN THE BUYING DECISION PROCESS:

Behavior, 26(6), 1614-1624. https:/ /doi.org/10.1016/j.chb.2010.06.009.

Utama, A., Shaloho, S., & Nabila, S. (2023). The Importance of Brand Awareness as A Marketing Strategy for
Business Sustainability. ICCD, 5(1), 523-527. https:/ /doi.org/10.33068 /iccd.v5i1.601.

Utami, Wiry., Wati, Linda., Sri Mulatsih , Listiana. (2021). Analysis of Gender Difference on Online Shopping
Lifestyle at Padang City. Journal of Business and Management Review, 2 (8).
DOTL: https:/ /doi.org/10.47153 /jbmr28.2022021

Wan, J., Ma, H., Zhou, W., Qin, M., & Li, P. (2024). The study of female college students' consumer psychology
mechanism toward male celebrity endorsed products: Tempted or coerced? Heliyon, 10(9), €30401.
https://doi.org/10.1016/j.heliyon.2024.e30401

Wang, B., & Kuroki, T. (2023). Association between negatively perceived parenting attitudes and dissociation:
A cross-sectional study on the general population in Japan. Frontiers in Psychology, 14, 1235447.
https:/ /doi.org/10.3389/fpsyg.2023.1235447.

Wang, C., Ahmad, S. F., Ayassrah, A. Y. B. A, Awwad, E. M., Irshad, M., Ali, Y. A,, ... & Han, H. (2023). An
empirical evaluation of technology acceptance model for Artificial Intelligence in E-commerce. Heliyon,
9(8).

William, P., Ahmad, A. Y. B, Deepak, A., Gupta, R., Bajaj, K. K., & Deshmukh, R. (2024). Sustainable
Implementation of Artificial Intelligence Based Decision Support System for Irrigation Projects in the
Development of Rural Settlements. International Journal of Intelligent Systems and Applications in
Engineering, 12(3s), 48-56.

Wu, J., Ahmad, S. F., Ali, Y. A, Al-Razgan, M., Awwad, E. M., & Ayassrah, A. Y. B. A. (2024). Investigating the
role of green behavior and perceived benefits in shaping green car buying behavior with environmental
awareness as a moderator. Heliyon, 10(9).

Y. A. B. Ahmad, N. Verma, N. M. Sarhan, E. M. Awwad, A. Arora and V. O. Nyangaresi, "An IoT and
Blockchain-Based Secure and Transparent Supply Chain Management Framework in Smart Cities
Using Optimal Queue Model," in IEEE Access, vol. 12, pp. 51752-51771, 2024,
doi:10.1109/ ACCESS.2024.3376605

Y. A.B. Ahmad, S. S. Kumari, M. S, S. K. Guha, A. Gehlot and B. Pant, "Blockchain Implementation in Financial
Sector and Cyber Security System," 2023 International Conference on Artificial Intelligence and Smart
Communication (AISC), Greater Noida, India, 2023, PP- 586-590,
https://doi.org/10.1109/ AISC56616.2023.10085045

Y. A. Bani Ahmad, M. Allahham, W. L. Almajali, F. T. Ayasrah and S. Sabra, "Supply Chain Innovation on
Acceleration Decision-Making, The Mediating Role of Tech and Integration in the Retail Sector," 2024
25th International Arab Conference on Information Technology (ACIT), Zarqa, Jordan, 2024, pp. 1-6,
doi: 10.1109/ ACIT62805.2024.10876940.

Yahiya Ahmad Bani Ahmad (Ayassrah), Ahmad; Ahmad Mahmoud Bani Atta, Anas; Ali Alawawdeh, Hanan; Abdallah
Aljundi, Nawaf; Morshed, Amer; and Amin Dahbour, Saleh (2023) "The Effect of System Quality and User Quality
of Information Technology on Internal Audit Effectiveness in Jordan, And the Moderating Effect of Management
Support," Applied Mathematics & Information Sciences: Vol. 17: Iss. 5, Article 12.DOL
https:/ /dx.doi.org/10.18576 /amis /170512

Yahiya, A., & Ahmad, B. (2024). Automated debt recovery systems: Harnessing Al for enhanced performance. Journal of
Infrastructure, Policy and Development, 8(7), 4893.

Yang, C, Gao, H,, Li, Y., Wang, E., Wang, N., & Wang, Q. (2022). Analyzing the role of family support, coping strategies
and social support in improving the mental health of students: Evidence from post COVID-19. Frontiers in
Psychology, 13, 1064898. https://doi.org/10.3389/fpsyg.2022.1064898

Yum, K., & Kim, J. (2024). The Influence of Perceived Value, Customer Satisfaction, and Trust on Loyalty in Entertainment
Platforms. Applied Sciences, 14(13), 5763. https:/ /doi.org/10.3390/app14135763

Zahid, M. M., Ali, B.,, Ahmad, M. S., Thurasamy, R., & Amin, N. (2018). Factors Affecting Purchase Intention and Social
Media Publicity of Green Products: The Mediating Role of Concern for Consequences. Corporate Social
Responsibility and Environmental Management, 25(3), 225-236. https:/ /doi.org/10.1002/ csr.1450.

Zhan, Y., Ahmad, S. F,, Irshad, M., Al-Razgan, M., Awwad, E. M., Ali, Y. A,, & Ayassrah, A. Y. B. A. (2024). Investigating
the role of Cybersecurity's perceived threats in the adoption of health information systems. Heliyon, 10(1).

Zhang, L., Ahmad, S. F., Cui, Z., Al Razgan, M., Awwad, E. M., Ayassrah, A. Y. B. A,, & Shi, K. (2024). Energy, exergy, hermoeconomic
analysis of a novel multi-generation system based on geothermal, kalina, double effect absorption chiller, and LNG
regasification. Desalination, 117830.

Zhao, T., Ahmad, S. F., Agrawal, M. K., Ahmad, A. Y. A. B,, Ghfar, A. A, Valsalan, P,, ... & Gao, X. (2024). Design and thermo-enviro-

economic analyses of a novel thermal design process for a CCHP-desalination application using LNG regasification integrated
with a gas turbine power plant. Energy, 295, 131003.

SCIENTIFIC CULTURE, Vol. 11, No 4, (2025), pp. 2549-2565


https://doi.org/10.1016/j.chb.2010.06.009
https://doi.org/10.47153/jbmr28.2022021
https://doi.org/10.3389/fpsyg.2023.1235447
https://dx.doi.org/10.18576/amis/170512
https://doi.org/10.1002/csr.1450

