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Abstract - This research paper analyzes the shopping habits of consumers in Mangchuwa village. The study reveals that most 

consumers prefer to shop from local weekly markets and prioritize cash transactions. While the trend of online shopping and digital 

payments remains limited, awareness is gradually increasing. Major issues faced by consumers include high prices, limited product 

availability, and lack of storage facilities. Based on the findings, it is recommended to promote digital payments and improve the 

accessibility of online shopping services. 
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I. INTRODUCTION (HEADING 1) 

In rural economies, the study of consumer behavior holds significant value for understanding purchasing trends, economic challenges, 

and future potential for market development. Consumers in villages like Mangchuwa often have unique purchasing habits shaped by 

factors such as income levels, infrastructure availability, access to markets, education, and digital literacy. Unlike urban consumers 

who have easy access to malls, supermarkets, and e-commerce platforms, rural consumers typically depend on weekly markets 

(haats), small village shops, and informal sources for their daily needs. 

In recent years, there has been a growing push toward digital inclusion in India, supported by government initiatives such as the 

Digital India Mission and PM Jan Dhan Yojana. However, the pace of adoption in rural regions remains slow due to factors like 

limited internet connectivity, lack of trust in digital platforms, and the absence of digital payment infrastructure at the local level. 

This study aims to bridge the knowledge gap by examining the purchasing preferences, payment methods, and awareness of online 

shopping among consumers in Mangchuwa village. By doing so, it highlights not just the present consumption patterns but also the 

areas that require intervention to improve market efficiency, enhance consumer satisfaction, and promote financial inclusion in rural 

settings. 

II. OBJECTIVES OF THE STUDY 

1. To understand the shopping preferences of consumers in Mangchuwa village 

2. To analyze the usage and acceptance of digital payments by rural consumers. 

3. To evaluate the awareness and interest of villagers toward online shopping. 

4. To identify major issues in the rural market and provide suggestions for improvement. 

 

III. RESEARCH METHODOLOGY 

For this study, data was collected from 41 respondents of various age groups in Mangchuwa village through a structured 

questionnaire. The sample included 25 males and 16 females, with most respondents belonging to the 18–40 age group. Data 

collection involved personal interviews and online Google Forms. 

 

IV. KEY FINDINGS 

1. Source of Shopping: Most consumers prefer to shop from local weekly markets and village shops. 

2. Shopping Frequency: Over 80% of consumers visit the market 1–2 times per week. 

3. Urban vs. Rural Shopping: If the same product is available in both village and city, most people prefer to buy from 

village shops. 

4. Main Categories of Purchase: Grocery, clothing, and household items are the primary categories. 

5. Online Shopping: Only 15% of consumers have used online shopping, mostly through the Meesho platform. 

6. Mode of Payment: 90.2% of consumers use cash for payments, while only 8% use digital payments. 

7. Major Issues: High prices (14.6% of respondents), lack of quality products (46.3%), and limited storage (39%) are the 

main issues. 

8. Future Trends: 55% of respondents believe that online shopping will increase in the next five years. 
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V. CONCLUSION 

The study clearly indicates that rural consumers in Mangchuwa still rely heavily on traditional sources such as local markets and 

village shops for their shopping needs. There is a clear preference for cash transactions, with 90.20% of consumers using cash and 

only a small fraction opting for digital payments. Although online shopping is currently limited to 15% of consumers—mainly via 

platforms like Meesho—there is a growing awareness. Over 55% of respondents believe that online shopping will become more 

common in the next five years. The findings reflect a transition phase, where traditional habits coexist with slow digital adoption. 

 

VI. SUGGESTIONS 

1. Ensuring Fair Pricing: Government intervention should ensure the availability of essential goods at reasonable prices to 

reduce the burden of high costs on rural consumers. 

2. Digital Payment Awareness: Awareness campaigns should be launched to promote the use of digital payment systems. 

Government initiatives such as Digital India Mission, PM Jan Dhan Yojana, and the BHIM App incentive scheme can be 

leveraged for this purpose. 

3. Improving Logistics: To encourage online shopping, rural logistics and delivery networks need to be strengthened. Reliable 

infrastructure, simplified processes, and digital literacy programs will make e-commerce more accessible and trustworthy in 

villages. 

4. Support for Local Retailers: Small village shopkeepers should be trained and encouraged to adopt digital payment systems, 

ensuring a smooth transition toward cashless transactions 
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