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Abstract

The shopping centers and shops in Iraq in general, and the Kurdistan Region
of Iraq in particular, are of several problems, most of which revolve around the
possibility of employing electronic payment methods and activating them in the
daily shopping operations as well as the availability of a database of consumers
who deal with the electronic payment card inside the store, Especially in light of
the openness of information, trade and economic, which is witnessed by the
countries of the world markedly, e-payment is one of the topics applied
practically in various retail stores scattered around the world, as shops compete
among themselves towards the needs of the level As the retail stores put the
consumer at the forefront of its interests to improve its marketing activities in
order to achieve its current and future objectives and facilitate the purchase
process, it must keep up with the latest developments in the field of consumer
service. There are many advantages offered by the e-card, Is not active in a
number of retail stores operating in the Kurdistan Region of Iraq in particular.

Electronic payment cards are versatile. They carry multiple advantages that
consumers can use for shopping, reducing waiting time, speed, accuracy,
security and reliability, as well as the possibility of using them in financial
transactions. Retail stores make it easier for consumers to pay their purchases
better when compared to cash handling and long-term parking, as well as other
benefits offered by single shops through activation of discounts on the value of
purchases through the card whether card Tow, local mother, or international.

Therefore, the current study aims to identify the extent of the
contribution between the study and their variables in a detailed and
comprehensive framework, and in general the study tries to answer several
questions:

1. Are there relative priorities for the consumer preferences of the subject to the
quality (standards, complementary services, safety and inclusiveness) provided
by the electronic payment card to the consumer owning the card?

2. Is there a relative importance of (consumer data shoppers, electronic payment
card data and characteristics, and payment card data for the shop) when using the
consumers who are referred to the retailer of the electronic payment card?

3.Is there a relative importance of the marketing activities related to the shop
when using the consumers who are referred to the shop of the electronic payment
card?

4. Are the trends of individuals who are consumers of the shop sold by those
who do not have an electronic payment card different from the different causes
of non-ownership?

To answer these questions, a default model was developed to reflect the
relationship between the dimensions of the study, which is the contribution of e-
payment to the promotion of the activities of individual stores. The sample of the
study was chosen by 585 consumers of Carrefour stores in the cities of Kurdistan
Region of Iraq, Forms, and that the relationship or contribution and explained by
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a set of key hypotheses that were tested through the statistical methods used on
the variables questionnaire distributed to consumers, has been extracted
frequencies and percentages and the computation and The analysis of marital
comparison, analysis of exploratory analysis and empirical analysis of AMOS in
the analysis of dimensions of the dimensions of the study, and there were 175
consumers who did not carry the electronic payment card, the reasons for not
having the card in the practical side of the study were The presentation of the
forms and tables on this side, and the study reached a set of conclusions, the
most important of which:

1.The sample surveyed is interested in information related to the frequency of
use, the shopping areas, the type of goods purchased, the remaining balance, the
volume of shopping, and the discounts charged by the electronic payment card as
a first priority. This indicates that this factor is the basis for the interpretation of
electronic payment phenomenon and its reflection on the activities of Marketing
Stores.

2. Auditing consumer data and providing electronic payment methods that cover
these data is nothing if not reflected in the marketing activities of the store by
uploading them in the form of options in which consumers can choose the
method of payment and savings that fit on the one hand, and achieve the highest
profits of the shop from Second hand.
Based on the conclusions of the study, it concluded with a set of proposals, the
most important of which were:

1- The electronic payment card must be expanded to include more coverage so as
not to require the presence of the consumer to the store, to be shopping using the
necessary applications to ensure security, confidence, ease and convenience in
shopping.

2. The need to continuously develop the consumer database, which is supposed
to be reflected in core store activities, in the form of soft, secure and user-
friendly applications.
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