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ABSTRACT:   

The fast-growing digital technologies have reshaped the e-commerce environment in India, changing how 

consumers behave, how businesses operate, and how markets are accessed. Government programs like Digital 

India, more internet access, greater use of smartphones, and improvements in digital payments have helped 

boost online shopping. While the COVID-19 pandemic initially pushed people towards digital platforms, the 

behavior changes that began during this time have continued as long-term habits. 

This study looks at how digital transformation has influenced consumer behavior and e-commerce growth in 

India, especially in Rewa City, Madhya Pradesh. Data was gathered from 414 people through a detailed 

questionnaire. The study explores how Digital India efforts, mobile shopping, digital payments, and changes in 

consumer behavior after the pandemic have affected e-commerce engagement. 

The results show that 71.26% of participants said they used e-commerce more because of digital initiatives, 

while 77.78% said they used digital payments more. Additionally, 72.95% of participants continued to buy more 

online even after the pandemic. The study concludes that digital transformation has become a key force driving 

consumer engagement and supporting the growth of e-commerce in India. 

Keywords: Digital Transformation, E-Commerce, Consumer Behavior, Digital Payments, Mobile Commerce, 

Digital India, Consumer Adoption, India. 

 

1. INTRODUCTION   

The 21st century has seen rapid growth in digital technologies, changing how people communicate, make 

transactions, and use products and services. The use of internet technologies, mobile devices, cloud computing, 

artificial intelligence, and digital payments has changed how businesses run and how consumers make decisions. 

India has become one of the fastest-growing digital economies in the world. Government programs such as 

Digital India, Bharat Net, Unified Payments Interface (UPI), and rising smartphone use have made digital 

platforms more accessible to people. These developments have helped grow e-commerce by allowing 

consumers to perform online transactions more conveniently, efficiently, and safely.  

Although the COVID-19 pandemic sped up the shift to digital services, its impact goes beyond being a 

temporary disruption. The pandemic was a major catalyst for changes in consumer behavior, encouraging more 

people to shop online, use digital payments, and engage in mobile commerce. These trends have continued 

beyond the pandemic, representing long-term changes in consumer behavior. Understanding the lasting effects 

of digital transformation on consumer behavior in 2026 is crucial for businesses, policymakers, and researchers 

who want to stay ahead in India's evolving digital marketplace. In this context, this study explores how digital 

technologies and post-pandemic consumer trends are shaping e-commerce adoption in India. 
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2. REVIEW OF LITERATURE   

Digital transformation is widely seen as a key factor in economic and commercial progress. 

Kuthiala (2002) discussed the opportunities and challenges of e-commerce in India and stressed the need for 

technological advances and internet access to grow digital commerce. 

Sharma and Gupta (2003) identified factors like internet access, consumer awareness, and technological 

readiness as important in e-commerce adoption. 

Kiran and Mittal (2008) found that convenience, product selection, time-saving, and the ability to compare 

prices are the main reasons people choose online shopping. 

Anooja (2016) looked at the role of the Digital India initiative in improving internet access and e-commerce in 

rural areas, concluding that better digital infrastructure can increase participation in online markets. 

Shruti et al. (2016) studied awareness of the Digital India initiative among youth and found that while awareness 

was high, understanding of the services and opportunities was still limited. 

Madhurima and Harish (2017) identified consumer awareness, technological development, investor confidence, 

and digital payment systems as major drivers of e-commerce growth in India. 

Mohanta et al. (2017) analysed the potential of the Digital India campaign and concluded that digital 

transformation helps improve governance, create jobs, and support economic growth. 

Ahmed et al. (2020) studied consumer behavior during the pandemic and found that uncertainty and perceived 

risk greatly influenced purchasing decisions, making online shopping more important. 

Althoff et al. (2020) observed major changes in consumer behavior during the pandemic, emphasizing increased 

use of digital channels and faster growth in online buying. 

Madan and Rosca (2022) highlighted the growing importance of digital marketing, social media interaction, and 

personalized customer experiences in shaping consumer behavior and online purchasing decisions. 

Research Gap: The reviewed studies mainly focus on e-commerce adoption, Digital India, digital payments, 

and changes in consumer behavior during the pandemic. However, few studies have looked at how digital 

transformation, mobile commerce, digital payments, and continued post-pandemic consumer behavior affect 

e-commerce growth in emerging cities like Rewa, Madhya Pradesh. This study aims to address this gap by 

analysing these factors using data collected from 414 respondents. 

 

3. RESEARCH OBJECTIVES   

The study sought to achieve the following objectives:   

• Examine how digital transformation affects consumer participation in e-commerce. 

• Assess the impact of Digital India initiatives on e-commerce adoption. 

• Analyze the role of mobile commerce in increasing online buying habits. 

• Evaluate how digital payment systems influence consumer engagement. 

• Investigate the lasting impact of post-pandemic consumer behavior on e-commerce activities. 

 

4. RESEARCH HYPOTHESES   

The following hypotheses were proposed:   

H01: Digital transformation initiatives do not significantly influence consumer participation in e-commerce. 

H02: Post-pandemic behavioral changes do not significantly affect the frequency of online purchases. 

H03: Digital payment adoption does not significantly influence e-commerce participation. 

H04: Mobile commerce does not significantly contribute to the growth of e-commerce adoption. 

 

5. RESEARCH METHODOLOGY   

This study used a descriptive and analytical approach. 

Data Sources:  The research utilized both primary and secondary data. 

Primary Data: Data was collected through a structured questionnaire given to consumers who actively use e-

commerce. 

Secondary Data: Information was gathered from academic journals, books, government reports, industry 

publications, and reports on the digital economy. 

Sample Design: A total of 414 valid responses were collected from consumers in Rewa City, Madhya Pradesh. 

https://ijnrd.org/
http://www.ijnrd.org/


INTERNATIONAL JOURNAL OF NOVEL RESEARCH AND DEVELOPMENT (IJNRD) 

© 2026 IJNRD | Volume 11, Issue 6, June 2026 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRD2606219 IJNRD - International Journal of Novel Research and Development (www.ijnrd.org)  

 

c184 

Statistical Techniques 

Percentage analysis, frequency distribution, comparative analysis, and hypothesis-based interpretation were 

used to examine patterns in consumer behaviour and digital adoption. 

 

6. RESULTS AND DISCUSSION 

The following analysis is based on the primary survey of 414 respondents. The data are presented in tables, 

with an explanation provided after each table. 
Table 1: Gender-wise Classification of Respondents 

Gender Frequency Percentage (%) 

Male 201 48.60 

Female 213 51.40 

Total 414 100.00 
                              Source: Authors' compilation based on primary survey data. 

Interpretation: The sample included 48.60% male respondents and 51.40% female respondents. This shows a 

balanced representation of both genders, offering varied viewpoints on e-commerce usage and digital behavior. 

 
Table 2: Age-wise Classification of Respondents 

Age Group Frequency Percentage (%) 

Below 30 Years 189 45.65 

30–40 Years 108 26.09 

40–50 Years 58 14.01 

50–60 Years 41 9.90 

Above 60 Years 18 4.35 

Total 414 100.00 
           Source: Authors' compilation based on primary survey data 

Interpretation:  The majority of respondents (45.65%) were in the age group below 30 years, followed by those 

aged 30–40 years (26.09%). This suggests that younger consumers form the largest group among e-commerce 

users and are more involved in digital platforms and online purchasing activities. 

 
Table 3: Occupation of Respondents 

Occupation Frequency Percentage (%) 

Student 130 31.40 

Self-Employed 105 25.36 

Salaried 130 31.40 

Homemaker 29 7.01 

Retired 20 4.83 

Total 414 100.00 
                 Source: Authors' Compilation based on primary survey data 

Interpretation: Students and salaried individuals each made up 31.40% of the respondents, while self-

employed individuals accounted for 25.36%. The findings suggest that e-commerce is widely used by 

economically active and digitally connected occupational groups. 

 
Table 4: Monthly Family Income of Respondents 

Monthly Income  Frequency Percentage (%) 

Below ₹25,000 54 13.04 

₹25,000–₹50,000 70 16.91 

₹50,000–₹75,000 165 39.86 

₹75,000–₹1,00,000 66 15.94 

Above ₹1,00,000 59 14.25 

Total 414 100.00 
                        Source: Authors' compilation based on primary survey data 

Interpretation: The largest portion of respondents (39.86%) belonged to the monthly family income group of 

₹50,000–₹75,000. This shows that middle-income households represent a major part of e-commerce users and 

play a significant role in the online consumer market. 
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Table 5: Impact of Digital Initiatives on E-Commerce Participation 

Response Frequency Percentage 

Increased Participation 295 71.26 

No Change 67 16.18 

Reduced Participation 30 7.25 

Cannot Say 22 5.31 

Total 414 100.00 
                       Source: Authors' compilation based on primary survey data 

 

Interpretation: The findings show that digital initiatives have greatly improved consumer involvement in e-

commerce activities, with more than two-thirds of respondents reporting greater engagement. This implies that 

improvements in digital facilities, internet access, and government-led digital transformation programs have 

played an important role in boosting e-commerce adoption. 

 
Figure 1: Impact of digital initiatives on e-commerce participation 

 

Table 6: Mobile Commerce as a Driver of E-Commerce Growth 

Device Frequency Percentage 

Desktop/Laptop 21 5.07 

Smartphone/Tablet 249 60.15 

Both 144 34.78 

Total 414 100.00 
                          Source: Authors' compilation based on primary survey data 

 
 
 
Interpretation: The majority of respondents used smartphones and tablets for online transactions, highlighting the 
growing importance of mobile commerce in the digital economy. These results show that mobile technology is the 
main way consumers access e-commerce platforms and make online purchases. 
 

 
Figure 2: Mobile commerce as a driver of e-commerce growth 
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Table 7: Changes in Online Buying Frequency 

Response During Digital Adoption Surge (%) Sustained Behavior (%) 

Increased Slightly 41.55 30.43 

Increased Significantly 38.16 42.52 

Total Increase 79.71 72.95 

Source: Authors' compilation based on primary survey data 

Interpretation: The results show a major increase in online purchasing behavior. A large number of respondents 
continued to engage in online shopping even after the initial stage of digital adoption. This suggests that online buying 
has shifted from being a temporary response to a long-term consumer behavior pattern, showing the lasting effect of 
digital transformation on shopping preferences. 
 

 
Figure 3: Changes in online buying frequency 

 
Table 8: Growth in Digital Payment Usage 

Response During Digital Adoption Surge (%) Sustained Usage (%) 

Increased Slightly 37.44 35.27 

Increased Significantly 40.34 42.51 

Total Increase 77.78 77.78 

                 Source: Authors' compilation based on primary survey data 

 

Interpretation: The results reveal a major increase in the use of digital payment methods, with usage levels 

remaining consistently high over time. This indicates that digital payment systems like UPI, mobile wallets, and 

QR-based payments have become a crucial part of consumer purchasing behavior and a key factor in e-

commerce growth. 

 

 
Figure 4: Growth in digital payment usage 

 

 

 

 

 

41.55
30.43

38.16 42.52

79.71
72.95

0

20

40

60

80

100

During Sustained

Changes in Online Buying Frequency

Increased Slightly Increased Significantly Total Increase

37.44 35.2740.34 42.51

77.78 77.78

0

20

40

60

80

100

During Sustained

Growth in Digital Payment Usage

Increased Slightly Increased Significantly Total Increase

https://ijnrd.org/
http://www.ijnrd.org/


INTERNATIONAL JOURNAL OF NOVEL RESEARCH AND DEVELOPMENT (IJNRD) 

© 2026 IJNRD | Volume 11, Issue 6, June 2026 | ISSN: 2456-4184 | IJNRD.ORG 

IJNRD2606219 IJNRD - International Journal of Novel Research and Development (www.ijnrd.org)  

 

c187 

Table 9: Emerging Digital Trends 

Trend Agreement (%) 

Work-from-Home Ecosystem 84.54 

Food Delivery Platforms 79.71 

Online Education 63.04 

Digital Entertainment 62.80 

Digital Payment Channels 61.35 

Healthcare & Pharmaceutical Services 57.25 

Social Commerce 56.76 
               Source: Authors' compilation based on primary survey data 

Interpretation: The results show the rise of various digital service sectors, such as work-from-home 

solutions, food delivery platforms, online education, and digital entertainment. These trends suggest that the 

scope of digital commerce has expanded beyond traditional online retailing, contributing to the development 

of a broader and more integrated digital ecosystem. 

 

 
Figure 5: Emerging Digital Trends 
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H₀₄ Mobile commerce 

does not significantly 

contribute to the 

growth of e-commerce 

adoption. 

60.15% respondents primarily 

used smartphones/tablets for e-

commerce activities and the 

majority acknowledged the 

contribution of m-commerce. 

Rejected Mobile commerce 

significantly 

contributes to e-

commerce growth and 

adoption. 

Source: Authors' compilation based on primary survey data 

Interpretation:  

The hypothesis testing results indicate that digital transformation, mobile commerce, digital payment adoption, 

and sustained post-pandemic behavioural changes are significant drivers of e-commerce growth in India. 

The rejection of all four null hypotheses confirms that the Indian e-commerce ecosystem is increasingly shaped 

by digital technologies and changing consumer preferences, supporting the study's central argument that digital 

transformation has become a structural component of consumer behavior in the contemporary digital economy. 

 

7. MAJOR FINDINGS   

The review of primary data collected from 414 participants uncovered several important insights about how 

digital transformation has affected consumer behaviour and the growth of e-commerce in India:   

• Digital transformation efforts have greatly boosted consumer involvement in e-commerce, 

showing the positive effect of improved digital infrastructure and government initiatives on online 

shopping. 

• Smartphones have become the most commonly used device for accessing e-commerce platforms, 

highlighting the increasing importance of a mobile-first digital environment. 

• Mobile commerce has played a major role in the growth of e-commerce, making online 

transactions more accessible, convenient, and flexible for consumers. 

• Online buying habits have remained high, suggesting that changes in consumer behaviour due to 

digital adoption have become long-term habits. 

• Digital payment methods have become a standard part of consumer transactions, with the 

widespread use of UPI, mobile wallets, and QR payment systems helping to expand e-commerce. 

• New digital sectors such as social commerce, food delivery, online education, and digital 

entertainment have seen significant growth, showing the diversification of India's digital economy. 

 

8. POLICY AND MANAGERIAL IMPLICATIONS   

The results have important implications for policymakers and business organizations:   

• Enhancing digital infrastructure can further increase the reach of e-commerce. 

• Investing in cybersecurity and data privacy is crucial to maintaining consumer confidence. 

• Businesses should focus on mobile-first strategies to meet the changing preferences of 

consumers. 

• Innovation in digital payments should be encouraged to support financial inclusion. 

• Social commerce and platform-based business models offer promising opportunities for future 

growth. 

 

9. IMPLICATIONS FOR INDIA'S DIGITAL ECONOMY IN 2026   

• Digital Payments: The survey findings showing higher use of digital payment systems align 

with India's progress as a leading digital payment ecosystem. The rapid growth of UPI-based 

transactions shows that digital payment habits formed during the pandemic have become a lasting trend. 

• Mobile Commerce: The preference for smartphones in online shopping suggests the rise of a 

mobile-first consumer market. Companies are increasingly designing customer experiences around 

mobile apps, highlighting the importance of m-commerce in India's digital economy. 

• Social Commerce: The study's findings on increased sales via social media platforms are 

especially relevant, as social commerce has become a major channel for businesses, influencers, and 

entrepreneurs. 
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• Digital Consumerism: The results indicate a long-term shift away from traditional retail towards 

omnichannel consumer behaviour, where customers seamlessly blend online and offline shopping 

experiences. 

 

10. CONCLUSION   

The study shows that digital transformation has deeply changed consumer behaviour and e-commerce growth 

in India. While the pandemic sped up digital engagement, these changes have become lasting patterns in how 

consumers spend. The increased use of mobile commerce, digital payments, and online purchasing platforms 

shows a structural change in the Indian consumer market. As India continues to move towards a digitally 

integrated economy, understanding these changes is crucial for businesses, policymakers, and researchers. The 

findings suggest that digital transformation will continue to be a key factor in driving economic growth, 

consumer empowerment, and the development of India's e-commerce sector. 

 

11. LIMITATIONS OF THE STUDY   

The study contributes to understanding the relationship between digital transformation and consumer behaviour 

in India's e-commerce environment, but some limitations should be noted. 

• The study is limited to Rewa City in Madhya Pradesh, which may restrict the generalizability of 

the findings to other parts of India with different socio-economic and technological contexts. 

• The research is based on a sample of 414 participants, so the findings may not fully reflect the 

behaviour of the broader Indian consumer population. 

• The study mainly relies on self-reported responses, which can be influenced by biases such as 

recall bias and personal viewpoints. 

• The study focuses on digital transformation factors like mobile commerce, digital payments, and 

online buying behaviour, while other emerging issues such as artificial intelligence, personalized 

marketing, data privacy, and quick-commerce services were not explored in detail. 

 

12. FUTURE RESEARCH DIRECTIONS   

The findings of this study open up several areas for future research areas mentioned as under: 

• Comparative studies across multiple cities, states, or regions in India could help examine 

differences in digital adoption and consumer behaviour. 

• Longitudinal studies could be conducted to track how consumer preferences and e-commerce 

usage change over time in response to new technologies. 

• Further research could explore the impact of artificial intelligence, machine learning, 

recommendation systems, and generative AI tools on purchasing decisions. 

• Studies could examine the growing influence of social commerce, influencer marketing, and 

live-stream shopping platforms on consumer behaviour. 

• Research could investigate the role of quick-commerce services, hyperlocal delivery models, and 

platform-driven business ecosystems on customer satisfaction and purchase intentions. 
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