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Introduction
Gender is a disposition of society, which is defined as the state of being male or female. However, there is an invisible line that separates the two in terms of lifestyle, perceptions, and expectations with this state. Therefore, this paper investigates particularly how this difference manifests itself in the business world and how this affects product organization in retail establishments. Today, many retail establishments have incorporated the concept of gender in their organization of products and how they display them. This phenomenon is further aided by the concept of gender polarization, which is society's tendency to identify masculinity and femininity as the exact opposite of each other, therefore implying that anything that is accepted by men is not accepted by women, including behavior patterns and now product consumption.


Observation Report
In my observation of Bobby’s Department Store in Brooklyn on 28th October 2020, I sampled three products; shampoo and conditioners, skincare products, and clothes. Female shampoos and conditioners were displayed in colorful display areas with a wide ray of options from different product companies. The male shampoos and conditioners were placed where hang-tags were placed to illustrate a bit more about the products. Women's skincare products were placed together on a free-standing display with a very wide range organized vertically. 


The male skincare products were placed on a horizontal shelf with various brands horizontally arranged. Men’s clothes were dressed on male dolls of strong characters and some trousers on a table display. Female clothes were all arranged under one floor with shoes, jewelry, belts, trousers, shirts, and sweaters. 

From how women's clothes were arranged, it is clear that the assumption that women tend to do bulk shopping to accommodate and match products is still evident. Men are assumed to have no time for impulse buying and probably the more reason that their clothes were arranged separately.


Gender from the Structural Functionalist Perspective
Structural functionalism is the idea that everything that constitutes the society in its totality serves an inevitable purpose in their role, relationship, existence, and norm and, therefore, cannot be overruled for the posterity of the society and its members. Gender influences significantly how products are organized in a business setting. This paradigm brings a difference in the roles of female and male (Wienclaw, 2011) and therefore extends the argument to the kind of organization of goods in a way that would not bring confusion. 

For instance, for any female sections of products, there would be kid's products almost closer or put adjacent. While female products tend to be located closer to kitchen appliances, male products are placed in proximity to products like home appliances like engines, garden tools, among other male-related products. Since men tend to have no privacy, their products are arranged closer to the counter, which is quite the opposite of women whose products like underwear are placed in a corner somewhere.




Influences on Gender Construction
The history of gender is one with quite some stereotypical nature; women were at the periphery of decision making while men made essential choices. However, history has shown that women loved to take care of men's (Lindsey, 2015). This is why food products and cleaning appliances have a more attractive color because it will attract women more. Culture is one thing that dictates relationships. Culture has shown, particularly in America, that women are to be protected by men. Therefore, men tend to buy things that improve and provide safety more than women. 

Therefore such products are designated in areas where men are more likely to find them. Lastly is the globalization process, which has changed the two significantly. With globalization comes women's independence and the change in rigid perspectives of what who can buy what. Now women can buy men's products, and the opposite is true. Today, this is more reason the display of unisex products covering a wide space on the display floor. The merger of male products like skincare products with female products. 


Conclusion
Gender polarization has outstretched its effects on market trends and product marketing. This is further stretched by the concept of structural functionalism, which posits that for society to maintain its balance, specific rules have to be followed in the assortment and organization of products. History has also confirmed that there is an invisible law behind the product organization. Insisting on the validity of the same, culture argues the need to arrange some products where they are most relevant.

However, with the globalization process, it is just a matter of time before everything changes. The effects of it are evident both in the customer belief and the business trends of organization of products. Therefore, it is my conviction that more changes should be expected in terms of attitudes towards "gender products" like and reservation of goods and products for a particular gender. I see the possibility of having a colored display of men's skincare products.
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