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Abstract 

The present world is impaired with the Covid-19 pandemic. India has reached a new level of Covid-19 with over lakhs 
of Covid positive cases. It is not a normal crisis and to control the spread of diseases has been a very tedious and risky affair. 
Government has taken several measures including complete and partial lockdowns. Somehow, it has resulted in economic 
imbalance of the nation and it induces change in market condition. In every market, consumers are the operators of market 
competitiveness, growth, and economic amalgamation, along with this; consumers are also experiencing a transformation in 
their behavior. 

This paper aims to describe whether pandemic have any impact on consumption patterns and consumer preference 
among rural people. The paper is descriptive in nature and information has been gathered through secondary sources and a brief 
survey. The objective of the study is to identify factors responsible for a change in consumer behavior while purchasing basic 
products like grocery, food items, drugs, and some essential items during covid-19 pandemic. 
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1. Introduction 

Covid-19 pandemic has changed the world of retailing and purchasing behaviors. Compared to base period there was an 
increase in average spending and decrease in the regularity of purchases. there are also some influences based on legislative, 
political and economic factors. Along with this, the purchasing pattern of the consumer and the routine of running households 
and the reasons for purchasing was also changed. Though how much of change experienced during and after the crisis is sustain 
a question. 

 
In rural area, pandemic quickly resulted lockdowns and strong social distancing and it is considered as one of the main 

reasons for change in consumer behavior. The physical distancing during the time of covid-19 restricted consumers from 
choosing the shopping place and it has resulted local shortage of goods. At the initial stage of lockdown consumers resort to 
panic buying because of fear of unavailability of products in coming days. It was found that habits of consumers went a huge 
amount of change, and they were spending largely on essential goods. But the research also reveals that a portion of consumers 
would like to continue in the same consumption pattern as that of during pandemic. 

 
As the second wave started to spared through village areas of India, several state governments declared local and state 

level lockdowns. The impact would not only shrink rural households, but also affected financial health of India with reduction 
in rural demand and consumption. 
 
2. Objectives 
 To analyze the impact of covid-19 pandemic on consumption pattern of rural area. 
 To analyze change in consumption behavior of rural consumers during covid-19 pandemic 

 To examine impact of pandemic over rural consumers financial status. 
 To analyzing change in preference of rural consumers 
 To identify factors responsible for changing consumer behavior. 

 
3. Methodology 

The paper is both descriptive and analytical in nature, and the information has been gathered through secondary sources 
and brief primary survey. The personal interview method will be used to achieve the goal of the article. The questions were 
aimed at identifying possible change in the frequency of consumption and change in consumption pattern during covid-19 
pandemic, especially in rural area. 
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4. Impact of pandemic over rural consumer’s financial status 
India’s economy expresses sign of recovery after the first wave reach the high point in September 20, the recovery did 

not hold. Income, employment and nutrition level still below in rural areas of India during pre lockdown level of 2020. 
 
Unemployment has been on the top since March, and get doubled in may. Besides the job loss, wages have also 

decreased. According to several household surveys, because of low wage and unemployment, workers are unable to feed their 
families properly. Even before pandemic, about half of the agricultural households in India were in debt and many of them had 
taken loans equivalent to their annual income. 
 

The rural areas of India were badly hit by second wave of covid-19. About 70%of India’s population lives in rural area and 
if both farm and non –farm economy get effected, it will have a major impact on rural demand, consumption and saving. 
 
5. Impact on change in consumer’s point of view 

A consumer is a person who finds out his desire and purchases good, and aftermost he disposes off in the 
consumption procedure. The attitude of the consumer is formed by various internal and external influences. Extending of travel 
restriction and social distancing is the reason for serious change in consumer behavior. It is clear from the behavior of rural 
consumers, that they are limited their expenses on buying unnecessary goods and services, and they gave more preferences to 
necessary goods. Rural consumer’s consumption pattern was completely changed after the announcement of second lockdown 
in India. 

 
6. Analysis and results of Change in consumer behavior in rural area 
Apparel Merchandises: Study reveals a solid decline in the consumption of clothing in the rural India, which is predominantly 
attributed to the restrictions related to mobility and social distancing and limitations imposed on the shops. More than 60% of 
the respondents acknowledged that they significantly reduced the purchase of apparels during the tine of pandemic due to the 
difficulties in visiting and purchasing from the shops. However more than 50% of the below 35 age group confirmed that they 
have started using E-commerce websites to purchase clothes. 
Electronic goods: Majority of the respondents agreed that they have faced tremendous difficulties in purchasing and repairing 
electric/electronic appliances due to the non-availability of preferred shops. Particularly from the above 50age group confirmed 
that they started buying new products as the maintenance and repair of the old appliances was difficult. More than 70% of the 
respondents below 25 age group acknowledged that they were no significant changes in their buying pattern related to 
electronics and they preferred online shopping, however 20% of the 40+ age group described what they are using the online 
purchases for the first time and they prefer traditional shopping experience when it comes to electronics. 
Food and Groceries: The study observes a very evident change in the pattern of food and grocery purchases in rural area.70% of 
the responses describes people had difficulty in sourcing essential groceries during multiple lockdown as the local shop keepers 
had stocking challenges. More than 90% of respondents confirmed that they have started stocking up the provisions in larger 
quantities within their capacities in anticipation of more restriction and fear of scarcity of the essential supplies. While a smaller 
group mentioned about purchasing from E-Commerce sites, the reach of online stores to rural areas in terms of basic groceries 
and food supply remain challenging and extremely limited. More than 40% of the participating population confirmed that they 
have started segregating goods on priority basis and buying on most essential products and started to stock more than pre-covid 
period. Also, more than 30% of the population has confirmed they have started growing vegetables on their own household 
requirement. 
Medicines/Healthcare: Not to the surprise, the majority of the responses confirmed that there were no major changes in the 
consumption behavior of the essential medicines and no certain preferences about the buying channels. Below 10% of the 
population have confirmed they have tried online purchases and there were no major challenges in obtaining medicines. In a 
broader approach, the study confirmed that there is an increase in the consumption of the products related personal hygiene such 
as sanitizers, disinfecting lotions and household cleaning agents. More than 50%of the respondents all age group confirmed that 
they are using sanitizer like products for the first time and the supply of such products in the rural areas were very limited and 
mostly were not available earlier. 
Footwear: Footwear purchases have been significantly declined in rural areas, mainly attributed to the limited window allowing 
the mobility ,the rural population mainly concentrates on the essential goods and footwear and other accessories are limited to 
basic needs .75% of the respondents from all age groups confirmed that the footwear purchases were reduced to 50% and from 
the age group of below 30, it was confirmed that the online purchases have increased while the overall consumption still remain 
reduced . 
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Conclusion 
From the beginning of the first outbreak of covid-19, the lockdown and social distancing has deviated consumer behavior 

significantly from normal. In rural area, more than 35% of total customers preferred online shopping than usual. The second 
outbreak of covid-19 effected badly on rural livelihood and it brought massive changes. 

 
According to the study the reason behind change in perception of rural consumer is unemployment and low wage it 

reduced their purchasing power and they preferred to buy less along with this it also decreases the frequency of consumption. 
 
Based on the research, it can be concluded that there has been a enormous change in consumer behavior in all analyzed 

sectors. The question remains whether the change will be permanent or consumers will return to their normal purchasing patter. 
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