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ABSTRACT

Purpose- The purpose of this study the development of technology and the widespread use of the internet for global consumers as a result
of the increase of the interest in online shopping, consumers ' online shopping behavior according to gender preferred payment method to
identify and to analyze whether they differed in.

Methodology- In order to achieve the purpose of the study, it was decided to conduct a survey application via Googlesurvey. In the survey,
along with demographic questions, the participants were asked which payment methods they used. The participants aged 18 and over
residing in Amasya province constitute the universe of the research. The sample of the study consists of 500 participants selected from within
the universe by an easy sampling method. Of these 500 participants, 4 did not answer the relevant question and were considered lost
sightings. Frequency and chi-square tests were applied to the obtained data.

Findings- In the survey conducted, participants were asked, ‘which payment methods do you prefer for online shopping? the " question " is
given the opportunity to select more than one option. The answers given are grouped as ”Virtual payment (virtual payment by credit card
only, wire transfer/EFT, mobile payment or virtual card/virtual wallet options at least one)”, “Payment at the door (credit card only or cash
at the door payment options at least one)”, "Both virtual and door payment” and ”Other". As a result of the survey, it was determined that
216 (43.5%) of the 496 respondents who answered the relevant question used a virtual payment method, 46 (9.3%) used a payment method
at the door, 211 (42.5%) used both a virtual and a payment method at the door, and 23 (4.6%) chose the other option. Whether payment
methods changed according to gender was measured by chi-square analysis. As a result of Chi-square analysis, it was found that
p=0.007<a=0.01 and it was determined that payment methods may vary depending on gender.

Conclusion- As a result of the findings obtained from the analysis results, it is noted that about 86% of the participants use virtual payment
methods, while only about 9.3% physically pay at the door. As a result of the Chi-square analysis, it was observed that men were more likely
than expected to not choose a particular method and make payments both in virtual and at the door, while women were more selective
about virtual payment methods.
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ONLINE ALISVERISTE TUKETICi ODEME TERCIHLERININ CINSIYETE GORE BELIRLENMESIi: AMASYA iLi
ORNEGI

OZET

Amag- Bu galismanin amaci, teknolojinin gelismesi ve kiresel anlamda internet kullaniminin yayginlagmasi ile birlikte ttiketicilerin online
alisverise olan ilgilerinin artmasi sonucu, tlketicilerin online alisveris davranislarinda tercih ettikleri 6deme yontemlerini saptamak ve
cinsiyete gore farklilasip farklilasmadigini analiz etmektir.

Yoéntem- Calisma amacina ulasmak lizere Googlesurvey tzerinden anket uygulamasi yapilmasina karar verilmistir. Ankette demografik
sorularla birlikte katilimcilara hangi 6deme yéntemlerini kullandiklari sorusu yéneltilmistir. Arastirmanin evrenini Amasya ilinde ikdmet eden
18 yas ve Ustu katihmcilar olusturmaktadir. Arastirmanin 6rneklemini ise, evren igersinden kolayda érnekleme yontemi ile segilen 500
katilimci olusturmaktadir. Bu 500 katilimcidan 4’0 ilgili soruya cevap vermemis ve kayip gozlem olarak kabul edilmistir. Elde edilen verilere
frekans ve ki-kare testleri uygulanmistir.
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Bulgular- Yapilan ankette katilimcilara, “Online aligveriste hangi 6deme yontemlerini tercih edersiniz?” sorusuna birden fazla segenegi
isaretleme imkani verilmistir. Verilen yanitlar “Sanal 6deme (sadece kredi karti ile sanal 6édeme, havale/EFT, mobil 6deme veya sanal
kart/sanal ctizdan segeneklerinden en az biri)”, “Kapida 6deme (sadece kapida kredi karti veya kapida nakit 6deme seceneklerinden en az
biri)”, “Hem sanal hem kapida 6deme” ve “Diger” olmak lzere gruplandiriimistir. Anketin sonucunda ilgili soruya yanit veren 496 katilimcidan
216’sinin (%43,5) sanal 6deme yontemi kullandigi, 46’sinin (%9,3) kapida 6deme yontemini kullandigl, 211’inin (%42,5) hem sanal hem de
kapida 6deme yéntemini kullandigi ve 23’tiniin (%4,6) diger secenegini isaretledigi tespit edilmistir. Odeme ydntemlerinin cinsiyete gére
degisip degismedigi ki-kare analizi ile dlgllmustir. Ki-kare analizi sonucunda p=0,007<a=0,01 bulunmus ve 6deme ydntemlerinin cinsiyete
gore degisebildigi tespit edilmistir.

Sonug- Analiz sonuglarindan elde edilen bulgular sonucunda katiimcilarin yaklasik %86’sinin sanal 6deme yontemlerini kullandigi, sadece
yaklasik %9,3'niin kapida fiziken 6deme yaptig dikkat gekmektedir. Ki-kare analizi sonucunda ise erkeklerin ozellikle bir yontem segmeyip,
hem sanal hem de kapida 6deme yapmaya beklenenden daha yatkin olduklari, kadinlarin ise sanal 6deme yéntemlerine yonelik daha segici
olduklari gézlemlenmistir.
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