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Abstract: The article discusses the subject of the consumer's gender and factors that affect shopping, and more specifically
whether there is a relationship between gender and preferred means of payment in times of the COVID-19 pandemic. |
explore the relationship between cash and other payment instruments using the outbreak of the COVID-19 pandemic as a
natural experiment exogenously affecting both the payment industry and consumers’ habits. This article sheds more light on
changing the payment habits of consumers since the beginning of the pandemic. The purpose of this article is to examine
the styles of payment-related decision making and to identify differences and similarities in this regard according to gender.
Women are different from men in every activity they perform, and therefore also in shopping styles. Consumer behaviour is
an area in which the diversity of behaviour between men and women is very clear. The author conducted an empirical study
in the period of January-February 2022 among the students of the University of the Third Age. The study participants were
women and men over 55 years of age. The basic research method was the PAPI (Paper and Pencil Interview) method, based
on a questionnaire. In the first part of the article, it was attempted to present some theoretical aspects of payment methods
by consumers in Poland and in Europe, based on the analysis of literature sources. Then, the gender-dependent differences
in consumer behaviour are presented. The next section describes the procedure of empirical research, as well as the most
important conclusions of the research.
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1. Introduction

The topic of consumer behaviour related to payments is important for the economy and the efficiency of the
payment system (Kapler, 2014; Rahman, Ismail, Bahri, 2020; Humphrey et al, 2006; Zhang et al, 2019). However,
the choice of the payment method depends on various factors (see: Arango, Huynh, Sabetti, 2015; van der
Cruijsen i van der Horst, 2019; Khan, Belk, Craig-Lees, 2015). It is also a geographically diverse choice (Lifares-
Zegarra i Willesson, 2021; Arango-Arango et al, 2018 and Bounie, Camara, Galbraith, 2020). It seems, however,
that the COVID-19 pandemic and the measures imposed by governments to stop it seem to have had a significant
impact on consumer behaviour related to payments. This is most evident in the rapid increase in the acceptance
of non-cash payments, despite the general decline in consumer spending. This also applies to the changes in
payment methods made by older people (55+).

In addition to the current trends in the payment services industry, the COVID-19 pandemic has been an
unprecedented shock to the global economy since the beginning of 2020 and has affected the behaviour of
businesses and consumers, including their payment habits. As a result of the restrictions introduced, customers
had to wear masks and maintain physical distance between one another in shops. They were also asked to pay
with a card as often as possible. According to the information from Auer, Corneli, Frost (2020) and Panetta (2020)
there is no research evidencing that banknotes are the main source of infections. Nevertheless, WHO
recommended hand washing after contact with banknotes and coins (Pal and Bhadada, 2020). The decline in
cash transactions was due to both fear (of cash-borne infections) and new habits developed during the
enforcement of security measures.

In its study, the European Central Bank (2020) indicated that around 40% of respondents in the Euro zone
reduced their use of cash, and 38% declared that the main incentive to change their payment behaviour was the
possibility of being infected by using banknotes. Studies by Kim, Kumar and O’Brien (2020) show similar
conclusions, further noting that some risky sellers have stopped accepting cash as a means of payment.
According to Visco (2020), there has been an upward trend in the use of digital sales channels and online
shopping. The pace of digital banking services has increased, including the number of contactless payments. The
limits of cashless payments were increased in many countries during the pandemic, eliminating the need to
enter the PIN for most transactions at the point of sale (Mastercard, 2020). It can be pointed out that the
pandemic was a "game-changer" in the process of replacing cash and other traditional means of payment by
introducing innovative payment solutions in merchant business models.
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2. Literature review

Consumer payment behavior has been a burgeoning field of research since the 1980s, starting with the seminal
work of Boeschoten and Fase (1989). Trade in economic sciences is defined as a branch of the national economy,
which is distinguished in the social division of labour, and its task is to move material goods between entities in
the area of production to the area of consumption by means of commodity exchange, carried out by acts of
purchase and sale. Therefore, trade is a buy-sell transaction, the consumer (buyer) receives a certain item,
paying the seller for it with cash. There are many trade-related tasks. The basic aspect is to conclude a purchase
and sale agreement and its implementation. On the other hand, the other tasks of trade are: meeting the needs
of consumers, researching and analysing the market, collecting and maintaining inventories. It is also important
to have a trade information function that shows consumers and other shoppers information about the products,
their use and the conditions and methods of sale (Andrzejczak et al, 2010).

Bouhdaoui and Bounie (2012) stated that one of the priorities of each central bank is to increase the
effectiveness retail payment systems. The technological progress observed in the recent years has a significant
impact on shopping strategies, and thus sales strategies. With progress in financial innovation, payments have
shifted to secure digital platforms, achieving economies of scale and increasing the relative costs of paper-based
payment instruments (Callado-Mufioz, Hromcova, Utrero-Gonzalez, 2018; Beijnen and Bolt, 2009; Bolt and
Humphrey, 2007). Innovations in online banking, new payment technologies such as contactless, mobile and
instant payments are used more often. Many factors influence the choice of the payment method by consumers.
Monetary costs associated with the use of a given method, speed of transaction, ease of use and loyalty
programmes associated with selected payment instruments are important. However, despite large investments
in technological innovations such as debit cards (Bounie, Frangois, Waelbroeck, 2016), prepaid cards (Shy and
Tarkka, 2002), contactless cards (Fung and Halaburda, 2015) and mobile payments (Liu, Beng, Zhang, 2019), cash
is still the main payment instrument used to pay at points of sale in most developed economies (Arango-Arango
et al, 2018) and consumers ultimately decide which instruments they actually use. Recently, the President of the
European Central Bank (2020) has stated that more than three quarters of all point-of-sale payments in the Euro
zone are made in cash.

According to Kapler (2014), the majority of Poles own payment cards (66%). The results of the research indicate
that demographic characteristics allow to differentiate the Polish society into groups with a significantly different
profile of cash and debit card use. In general, more cash transactions are made by people living in the
countryside, elderly people, single, less educated and treating new technologies with great caution. Card
payments are mainly made by women, younger people, living in cities, married, with a higher level of education
and using the Internet. Consumers are encouraged to use their cards frequently due to promotions, such as the
possibility of refunding part of the value of their card purchases, loyalty programmes and discounts, exemption
from the fee for keeping an account and a card in exchange for a certain number of card payments per month.
Due to the short time required for the transaction, Polish people have been increasingly more often using
contactless cards. The main reasons for not using cards by their holders are: the belief that cash payment is more
convenient, better control of expenses, lack of trust in card payments and fear of losing the card. It is important
for Poles to have a high sense of anonymity in cash transactions, which is not ensured by card payments. Only
7% of Poles who have payment cards but do not pay with them indicated that the reason is the lack of acceptance
of payment cards in shops. The absence of cards in the wallet is another reason for the dominance of cash. The
key reason for not possessing cards is the belief that you can pay significantly faster with cash. The lack of need
to own a card is equally as important. Other reasons include high fees for holding and issuing a card and the
belief that card payments are too complicated.

According to a study from Elavon (2020), customers in all age groups prefer to pay by card and contactless cards,
but non-cash payments are most popular among young people aged 25-34 (63%) and 45-54 (62%). Those who
prefer to pay in cash are between 25 and 34 years old (13%). However, this age group is already almost five
times more likely to use digital payment methods: cards or contactless payments (63%) than using banknotes
and coins. On the other hand, surveys conducted by the National Bank of Poland (2020) show that 65% of
respondents indicated that due to the COVID-19 pandemic, their consumer habits did not change, and 0.9% of
respondents were unable to determine the impact of the pandemic in this regard. The remaining 34.1% of
respondents declared that due to the COVID-19 pandemic they changed their consumer behavior. Among this
group of respondents, the vast majority of people (79.8%) indicated that they shop less often in physical retail
and service outlets, but if they do, they try to plan purchases with a bigger value. On the other hand, 28.7% of
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respondents indicated that they shop online more often (with 10% of respondents pointing to using both
strategies at the same time), while 1.5% of respondents changed their consumer behaviour in a different way.

Based on research (research sample covering 5373 people) carried out by Kotowski and Polasik (2021), how the
use of cash before the outbreak of the pandemic influenced the payment behaviour of consumers during the
pandemic, it can be pointed out that 47.9% of the sample indicated a shift towards a larger number of non-cash
payments, and 6.7% on cash payments. 45.4% of respondents did not change their payment-related behaviour.
Consumers who made non-cash payments before the outbreak of the pandemic have often done so more often
since then, while those who preferred to pay in cash have mostly continued to do so. This may indicate problems
with financial inclusion. For instance, people without non-cash instruments may find it difficult to adapt to the
new situation within the limits imposed. Secondly, the change in payment standards in response to the pandemic
varies from one European country to another. The above suggests an important role for country-specific factors.
Based on data from various countries (Kraenzlin, Meyer, Nellen, 2020 and Bounie et al, 2020), it can be stated
that the volume of non-cash payments increased in Switzerland, Italy and France during the pandemic, despite
the general decrease in consumption expenses. Research related to payments conducted in the Netherlands by
Jonker et al. (2020) shows an increase in the use of debit cards from the moment the pandemic has started.
However, this increase is mainly attributable to government restrictions imposed to counteract the pandemic,
as well as cultural differences. An important barrier in the development of card payments are the preferences
of the society, which wishes to remain anonymous when making payments.

3. Specifics of consumer behaviour for women and men

The variation of messages in terms of gender is gaining importance, although it should be kept in mind that
women still constitute 3/4 of the audience of all mass marketing communication and make about 90% of
purchasing decisions. The marketing message addressed to women and men should be adapted to different
types of personalities. We all devote a lot of our time to shopping, visiting shops, viewing products. A lot of space
is taken to talk to friends about products, watch ads and think about shopping. It is known that the processes
related to shopping, the attitude towards shopping - willingness to do it or not, the joy of going to shops and
watching shop displays, or treating shopping as an obligation, may depend on gender. Stereotypical opinions
about consumers indicate that women are the "queens" in shops, they love to buy, try on clothes, look at things,
touch products. When making a decision on a given product, women fall into a kind of trance. They are very
involved in searching, comparing and imagining how a given product will look (Piersiala, 2014). Women devote
significantly more time to shopping than men, and the act itself is not the most important in buying, but the
overall pleasant experience associated with it (Kitlinska, 2012). It is a common opinion that men are the opposite
of women in this regard. They treat shopping as the "necessary evil", they do not want to walk around shops
and all they want to enter the shop, buy a selected thing and leave. They do not like to try on clothes, talk to
sellers, choose from many types of products (Wisniewski, 2013). It is widely believed that men pay more
attention to the price of the purchased product, as well as to the physical and functional characteristics of it,
while women are driven by emotions when choosing products. Therefore, in the area of communication, there
is not only a need, but also a necessity to take into account the specificity of gender in the purchasing behaviour
on today's market.

4. Empirical research

The proper research was carried out on a group of 128 respondents aged 55+ years in the period from 18 January
to 28 February 2022, i.e. during the COVID-19 pandemic, which additionally allowed to examine the impact of
the epidemiological threat and the restrictions introduced in business trade on the manner of making
transactions. The implementation of the survey part was based on the PAPI method (Paper and Pencil Interview).
Questions contained in the questionnaire were closed and multiple choice questions. Several questions
consisted in the respondent taking a positive or negative position on a given issue. The questionnaire was
anonymous and was preceded by a cover letter addressed to the surveyed consumers, in which the basic issues
related to the research were explained. The research related to payments at physical points of sale and services.
In the first stage of empirical research, the key methodological assumptions were built. It was assumed that the
research group consisted of students of the University of the Third Age in Czestochowa, in Poland. Currently, the
majority of the U3A participants are people with higher education who, after retirement, strive to fill their free
time and look for the meaning of further life. The educational offer of U3A is very broad. In addition to lectures
focused on general topics, there are also lectures on the history of art, the history of the Church, the history of
Silesia, psychology, as well as foreign language classes. In addition, as part of physical activities, rhythmic
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gymnastics, rehabilitation gymnastics, gymnastics in water, gymnastics in music, swimming, European dances,
Pilates, yoga are organized. Every year there are also computer classes for beginners and advances users. As part
of the research procedure, it was assumed that students of the University of the Third Age are the respondents.
In the population covered by the survey, it was found that among the respondents the majority were women.
97 of the respondents were women, which constitutes 76% of the entire surveyed population, while in 31
analysed cases the decision-maker was a man, which constitutes 24% of the total surveyed sample. In terms of
place of residence, the most numerous group were people living in Czestochowa (75.4%). Residents of small
towns constituted 15.6% of the respondents, while residents of villages constituted 9.0%.

The article puts forward the hypothesis that it is more convenient for women to pay with cash, and for men with
a credit and debit card. Both women and men do not like to pay using contactless payments. Table 1 contains a
comparison the convenience of using different means of payment depending on the gender.

Table 1: Relationship between genders and payment methods

Variable Gender Average Standard Average ratios t df Relevance
importance deviation difference ratio (double-sided)
score
Payment by Male 2,920 0,784 -
. - 0,400 148 | 0,001
debit card Female | 3,320 0,549 3,618
Payment by Male 2,333 0,827
. 0,373 2,973 | 144 | 0,003
credit card Female | 1,960 0,706
Cash payment Male 3,413 0,902 -
Female | 3,440 0,793 -0,027 0,192 148 | 0,848
Contactless Male 1,333 0,723
. . 0,053 0,523 | 148 | 0,602
payment Female | 1,280 0,508 ! ’ ’

When analyzing this research area, it should be noted that there are no significant («=0.05) differences when it
comes to cash and contactless payments. However, in the case of a credit card and a debit card, there is a
relationship with gender. Table 2 presents an analysis of the average values for different means of payment in
the group of men and women.

Table 2: Convenience of using different means of payment

Payment methods N Average importance score Standard deviation
Debit card 128 | 3,120 0,704
Credit card 128 | 2,147 0,790
Contactless payment | 128 1,307 0,623
Cash payment 128 3,427 0,846

Descriptive statistics show that there are differences between particular means of payment. According to the
data obtained, the respondents stated that cash comes first in terms of convenience of use, then a debit card,
while a credit card comes third. On the other hand, cashless payments proved to be by far the least convenient
form of payment. When analysing cash payments, it should be stated that this is the most convenient form of
payment for both women (59%) and men (64%). Then, 60% of women and 50% of men rated the debit card as
a convenient method. The credit card was rated as inconvenient by 62% of the surveyed women and 53% of the
surveyed men. Contactless payments were rated as the least comfortable by 78% of women and 78% of men.
Table 3 shows the relationship between means of payment according to gender.

Table 3: Relationship between means of payment depending on gender

Gender | Payment methods t ratio df | Relevance (double-sided)
Men Debit card - Cash payment 3,013 74 | 0,004

Debit card - Credit card -3,987 74 | 0,001

Credit card - Contactless payment -6,917 74 | 0,001
Female | Debit card - Cash payment 0,838 74 | 0,405

Debit card - Credit card -13,627 | 74 | 0,001

Credit card - Contactless payment -5,390 74 | 0,001

According to the t-test for dependent samples, the hypothesis that the there are no differences in the
convenience of using different means of payment for the consumer depending on the gender cannot be rejected
in all cases when it comes to the statistical significance a=0.05. For men, each of the means of payment used is
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significantly different. In the case of women, there is no significant difference in the convenience of using cash
and debit cards. You can also see that contactless payments are the least convenient form of payment for both
men and women.

Regarding the convenience of using different forms of payment, respondents agreed that they were reluctant
to use contactless payments — they did not think that such a method of payment was convenient for them. Cash
turned out to be the most convenient, while debit cards are slightly less convenient and credit cards were rated
even lower. Although for men each of the means of payment used is significantly different, for women the
convenience of using cash and debit cards is at the same level. This means that women do not see the difference
between paying with a debit card and cash, while men still treat "plastic money" as less convenient.

The conducted research confirms that there are differences between the choice of the payment method by older
people depending on gender. Despite the research conducted during the COVID-19 pandemic, cash was still the
most popular payment method, which is also confirmed by the research carried out by Kotowski and Polasik
(2021). Certainly, this is due to cultural differences and indicates that younger people will be more likely and
willing to choose electronic payments than people in older age groups. It also results from the level of Poles
using banking services, which was much lower than the average in the group of people aged 65 and over. The
structure of card ownership depending on age shows similar trends as in the case of using banking services (NBP,
2020).

5. Conclusion

Non-cash societies and technological innovations are becoming increasingly popular worldwide (Visco, 2020).
Non-cash payments are financial transactions in which consumers make financial transactions in the absence of
physical cash (Liu, Beng, Zhang, 2019), mainly using cards or electronic methods. Non-cash payment systems are
used significantly more intensely in some countries, such as the Netherlands, Germany, Switzerland and, above
all, in the Nordic countries (Kraenzlin et al, 2020 and Bounie et al, 2020; Sreenu, 2020). Cheque usage worldwide
decreased by 13.4%, and the ratio of debit cards to credit cards, interestingly, has changed from 59:41 to 90:10
in the last ten years (World Payments Report, 2018). Non-cash transactions worldwide are expected to grow at
a total annual growth rate of 10.9% between 2015 and 2020 (World Payments Report, 2020), while growth in
emerging Asia is expected to increase by 30.9% due to continued digital innovation and the adoption of digital
payments for financial inclusion (Research and Market, 2020).

Based on the analyzed data, it can be concluded that Poles are most likely to pay in cash, even if they own
payment cards and shops have terminals. The education of the society on the security of non-cash transactions,
awareness of the high cost of cash as a payment instrument, savings in both the duration of the transaction and
the time needed to obtain cash (withdrawal at a bank or ATM) can contribute to changing the consumer
behaviour.

It should be noted, however, that although Wisniewski et al. (2021) showed that the change in shopping
behaviour and the fear of using cash due to COVID affected both payment behaviour during the pandemic and
the intention to continue using non-cash payments after the pandemic. It is not obvious whether these changes
will continue. This is an interesting topic for future research.
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