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Abstract 
M-commerce is a subset of e-commerce, and both are products of digitization. Being user-friendly and time-

effective, the field of m-commerce offers opportunities for various types of research. Researchers have attempted 

to identify the factors influencing consumer perception and behavior. M-commerce relies on digital literacy; the 

higher the level of digital literacy, the greater the digital divide. This study aims to explore consumer preferences 

among m-commerce users and compare the usage of m-commerce between urban and rural populations. Findings 

indicate that m-commerce is popular in rural areas, even though the literacy rate is low. 
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I. Introduction: 
Digitization has transformed the world in numerous ways, with one of its most significant products being 

the digital payment system, which has revolutionized the digital economy (Kumar, 2024). Digitization also gave 

rise to e-commerce, which refers to financial transactions conducted through the internet. With advancements in 

information technology, e-commerce gained popularity and acceptance in India (Trivedi & Sanchiher, 2023). It 

has created numerous opportunities for jobs and businesses (Farmanesh, 2023). According to a Deloitte study, 

India is projected to have 1 billion internet users, making it the second-largest market after China (The Economic 

Times, 2022; Keelery, 2021). This rapid growth is expected to directly impact both the e-commerce and m-

commerce sectors. 

Smartphones have become multifunctional tools used for transactions, emails, gaming, internet 

browsing, accessing information, GPS navigation, and account management (Waqis, Johari, et al., 2022). The 

diverse usage of smartphones highlights the need for distinct infrastructure tailored to the varying requirements 

of e-commerce and m-commerce users (Hathi, 2023). 

M-commerce, a subset of e-commerce, has significantly influenced purchase habits. The growing 

reliance on electronic gadgets is fueled by the increasing adoption of m-commerce as a convenient and efficient 

option. Information flow through m-commerce has become faster, more trustworthy, and, in some cases, 

indispensable (Benson, 2021). After demonetization in India, the transaction became more cashless and digital 

than hard cash (Gupta, & Hakhu, 2020).  

Interestingly, m-commerce is witnessing significant growth in rural areas, playing a vital role in bridging 

the digital divide.  This paper focuses on how m-commerce is reshaping consumer perception and behavior, 

particularly in Haryana. It examines the factors influencing m-commerce adoption in both rural and urban 

societies. As the population of Haryana as per the Census 2011 is approximately 2 crores, with dominant 

population of rural area that is 71%. Due to poor health of agriculture market youth is migrating towards urban 

areas, which impacts the understanding and acceptance of m-commerce (Kumar, & Rathee, 2010).  

To gain deeper insights, this study emphasizes the need to understand consumer awareness, usage 

patterns, and preferences, which are key to analyzing the evolving dynamics of m-commerce in the region. 

http://www.questjournals.org/
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II. Literature and theoretical background 
The literature collected for this paper consistently highlights the positive impact of e-wallets and m-commerce on 

the rural population. There is a growing positive consumer perception toward digitization. 

Kumar (2024) explored consumer perspectives regarding the use of mobile wallets in Haryana. This paper serves 

as an essential foundation for studying the population's perception of digitization in Haryana. It also examines 

government-led campaigns to promote mobile wallet usage. Notably, rural residents of Haryana have shown a 

positive correlation with the acceptance of mobile wallets, despite challenges like limited information and the 

digital divide. 

Jaideep (2023) conducted research on consumer perception among Haryanvis. The findings suggest that the usage 

of mobile wallets is perceived as a marker of elevated social status, particularly among the rural population. 

Fernandes (2023) focused on how technology has influenced marketing management and advertising processes. 

This study highlighted a crucial observation: as rural youth increasingly migrate to urban areas, the gap between 

the digital divide in rural and urban areas is narrowing. Rural consumers also exhibit a belief that products 

purchased through online platforms are of better quality. The expansion of e-commerce from urban to rural areas 

demonstrates the growing digital adoption across regions. 

A study by Gupta and Hakhu (2020) revealed that while e-commerce had long enjoyed popularity, the increasing 

usage of smartphones has propelled e-commerce to prominence. The shift toward digital or e-banking and cashless 

transactions became especially noticeable post-demonetization, which accelerated the adoption of digital 

payments. This paper emphasized that factors such as speed, improved communication technology, and user-

friendliness have driven the popularity of m-commerce. For instance, residents of Sonipat district in Haryana were 

acknowledged for adopting the highest number of digital payment channels. However, the findings also indicate 

that perceived risks associated with e-commerce significantly influence consumer attitudes. 

Kumar and Rathee (2010) studied the consumption patterns of fast-moving consumer goods (FMCG) in Haryana. 

Their research evaluated the sources of information influencing consumer choices and also analyzed the influence 

of gender on buying behavior. 

This review of literature establishes a comprehensive understanding of consumer behavior, the factors driving m-

commerce adoption, and the evolving role of digitization in rural and urban areas of Haryana. 

 

III. Objectives of the study:  
1. To know about the awareness level about m-commerce among rural and urban Haryana.  

2. To identify the elements influence of m-commerce in urban and rural Haryana.  

3. To identify the issues and challenges faced by the m-commerce consumer. 

 

IV. Research Methodology: 
This paper is based on descriptive research. Structured questionnaire was used as a tool of data collection 

in this quantitative analysis. This study has been conducted in rural and urban part of Haryana state. 180 responses 

had been collected as per area, that is 90 from urban and 90 from rural. The samples were carefully selected as 

typical and true representatives of the total population. Purposively, non-probability sampling technique, was used 

for the study because there is no systematic manner through which the sampling unit can be randomized. 154 

respondents submit their responses. Chi-square tests had been used as the statistical tool for analysis in this 

research.  

 
 

V. Data presentation & analysis: 
 Primary data has been collected through questionnaire, total data of 180 respondents has been collected; 

90 from males’ population and 90 from females’ population. Then this category is subdivided into urban and rural 

that is 45-45. For writing this paper, researcher also focused on the demographics like age group.  
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 Before going to any in-depth analysis, some overall results for among all the respondents; 95% 

respondents acquire smartphones of their own. 40.9% respondents are those who use their phone 3-6 hours, 22.7% 

respondents use their phones more than 6 hours, and 36.4% respondents uses their smartphones below than 3 

hours. All respondents have heard about the concept of m-commerce somewhere. 

 59.1% of the respondents quoted friends/family as the source of information regarding m-commerce, 

36.4% of the respondents choose social media as the source and the 4.5% respondents those responded with other 

as an option, mentioned social media as the reference. 

100% of the respondents know about the m-commerce but 27.3% of all use it rarely, with the same percentage of 

27.3% respondents use m-commerce service daily be it bill payments, recharges, or online shopping. 31.8% 

respondents monthly and 13.6% respondents weekly avail m-commerce service. One important finding is that 

100% of the respondents are availing m-commerce with smartphones.   

 

Figure 1: Motivation behind the usage of M-Commerce

 
  

A large portion of respondents that is 40.9% cited convenience and discounts and offers as primary 

reasons for using M-commerce platforms. This aligns with Benson (2021), who highlighted the growing trend of 

mobile commerce being driven by its ease of use and attractive promotional strategies by companies. 36.4% of 

users indicated that time efficiency is a significant factor. This supports the findings of Hathi (2023), who noted 

that M-commerce reduces transactional time, allowing users to make faster purchases and payments. Only 13.6% 

of respondents cited ease of access as their motivation, which may indicate that users take mobile access for 

granted as mobile devices are now commonplace. 50% of respondents mentioned being motivated by all the 

factors combined, reflecting a holistic appeal of M-commerce platforms. motional incentives. Despite 

infrastructural challenges, Fernandes and Shailashri (2023) found that the rural population is increasingly 

motivated by the perceived quality of products and services offered via M-commerce, bridging the digital divide 

and shifting consumption behavior. 

 

Figure 2: Factors influence the respondents trust in mobile commerce services 

 
Security emerged as the most influential factor, with nearly half of the respondents (45.5%) citing it as 

crucial to their trust in M-commerce services. This finding aligns with Benson (2021) and Gupta & Hakhu (2020), 
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who emphasized that users prioritize safe and reliable digital payment systems. With the rise of cyber frauds, 

consumers seek platforms with robust encryption and secure transaction protocols. A significant portion of 

respondents (27.3%) placed importance on how user-friendly the M-commerce platform is. This supports the 

findings of Hathi (2023), which noted that the accessibility and simplicity of mobile platforms encourage trust, 

especially among first-time users and less tech-savvy consumers. The reputation of the service provider was cited 

by 22.7% of respondents as a trust factor. Fernandes and Shailashri (2023) highlighted that well-established 

service providers with a strong market presence are more likely to gain consumer trust due to brand reliability and 

consistent service. 

Surprisingly, only 4.5% of respondents found customer support to be a critical factor in influencing trust. 

This could indicate that while customer support is valued, it is not seen as a deal-breaker compared to other factors 

like security or ease of use. Jaideep & Nimbrain (2023) also noted that customer support is often overlooked 

unless users encounter major issues. 

The findings highlight that security of transactions is the most dominant factor influencing trust, followed 

by ease of use and the reputation of the service provider. These results suggest that M-commerce platforms must 

prioritize robust security measures and user-friendly interfaces while leveraging brand reputation to attract and 

retain users. While less influential, enhancing customer support can still play a complementary role in fostering 

trust. 

Figure 3: Results of Chi-square test 

 
The Chi-Square test was conducted to examine the association between gender and the type of service most 

frequently used through mobile commerce.  

Value = 34.008, Degrees of Freedom (df) = 5, Asymptotic Significance (p-value) = 0.000 

The p-value (0.000) is less than the standard significance level of 0.05, indicating that there is a statistically 

significant association between gender and the type of service most frequently used through mobile commerce. 

This suggests that men and women differ significantly in their preferences for the type of services they use in 

mobile commerce. 

 

Value = 44.643, df = 5, Asymptotic Significance = 0.000 

Similar to the Pearson Chi-Square, the likelihood ratio test also confirms the significant association, as the p-value 

is below 0.05. 

The results imply that the choice of services (e.g., online shopping, bill payments, ticket booking) varies 

significantly between males and females. For example: Men might prefer services like bill payments and ticket 

booking. Women might lean more towards online shopping or other personalized services. To confirm these 

trends, it would be helpful to examine the cross-tabulation data or percentages of service usage by gender. 

Regarding the third objective of the study, 68.2% respondents shared Yes as the response, although 31.8% 

responded No, as they never encountered any challenge with m-commerce. Poor connectivity is the major reason 

which is voted by the major percentage of responses that is 59.1%, then follows payment failures which is 54.5%, 

27.3% respondents said that long delivery times and hidden charges and unexpected costs are issues which are 

faced by people. 18.2% responded with privacy concerns.  

 

VI. Conclusion: 
The findings highlight the increasing adoption and awareness of m-commerce in both rural and urban 

Haryana. Factors such as convenience, discounts, time efficiency, and ease of use primarily drive consumer 

motivation toward m-commerce. Rural users are actively embracing m-commerce, bridging the digital divide. 

However, trust in m-commerce is strongly influenced by security, ease of use, and service provider reputation. 
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The study also reveals a statistically significant association between gender and the type of services most 

frequently used through m-commerce, emphasizing varied preferences. Despite the positive outlook, challenges 

like poor connectivity, payment failures, and hidden costs remain prevalent, limiting user experience. 

To enhance adoption further, m-commerce platforms need to focus on strengthening security measures, 

simplifying user interfaces, and addressing infrastructural challenges to ensure seamless and reliable services. 

Addressing these issues will foster trust and broaden the scope of m-commerce adoption, especially in rural areas. 
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