
 

International Journal for Novel Research in Economics , Finance and Management  

www.ijnrefm.com ISSN: 3048-7722 

Volume 4, Issue 1, Jan-Feb-2026, PP: 01-08 

 

 Page-1 

  

Indian Consumer Trends in the Post-COVID Economy: 

Evidence, Mechanisms, and Managerial Implications
Minora Amber Kinny1, Pritama Devi2 

1Education, University of Mumbai, Ashadeep Adhyaapak 

Mahavidyalaya, Nallasopara, Maharashtra, India 
2Assistant Professor, University of Mumbai, Ashadeep 

Adhyaapak Mahavidyalaya, Nallasopara, Maharashtra, India 

 
Abstract – The post-COVID India has experienced a redefined consumer economy where a faster digitization process, disparate 

income bouncing back and changing expectations of convenience, reliability, and trust have driven the transformation of 

consumer needs. The paper is a synthesis of the evolving preferences, channel decisions, and spending priorities of Indian 

consumers following the acute stage of the pandemic with no less than a time frame of 20222025. The study is a triangulation of 

evidence-based on official indicators, i.e., Unified Payments Interface (UPI) statistics reported in the statistical appendix of 

Economic Survey, and evidence-based on industry reports on FMCG, e-retail, and quick commerce as well as peer-reviewed 

academic research on post-pandemic consumer behavior and omnichannel retailing. It is synthesized to discover five enduring 

shifts. To start with, there is an increased value-seeking behavior among Indian consumers with price consciousness and 

sensitivity to deals without a consistent withdrawal into frugality. Second, the concept of real-time online payments has become 

the norm in the daily offline business, and it is not limited to urban, high-income population groups. Third, channel formats 

have shifted towards omnichannel formats and quick commerce on convenience categories is expanding rapidly. Fourth, the 

spending decisions in food, personal-care, and preventive services are still influenced by a long-term orientation towards health 

and well-being. Fifth, the premiumization based on aspiration runs parallel with stress in the demand of the mass-market, which 

highlights the different recoveries of income groups. 
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I. INTRODUCTION  
 

The consumer environment in India after the COVID is 

about structural change and not about returning to the 

practices of pre-2020. The COVID-19 shock is a 

compression event that hastened the rate of digital adoption, 

changed household risk perceptions, and transformed the 

consumer response towards markets, firms, and the state. 

The process that could have otherwise taken a decade like 

popular adoption of digital payments, online-offline-

integration in retail, and platform-based necessities and 

discretionary consumption was quickly normalized towards 

the time of lockdown and movement restrictions. 

Consequently, the consumption trends that appeared after 

the pandemic cannot be considered as short-term changes 

but rather as the products of a critical shift in the consumer 

economy of India (Sheth, 2020; Donthu and Gustafsson, 

2020). 

 

The post-2021 recovery has been lumpy and patchy. The 

periods of high inflation, the pressure on real wages, and the 

lack of employment security were accompanied by a 

rediscovery of discretionary spending by relatively resilient 

groups, especially urban, salaried, connected to the digital, 

households. These opposite directions have created 

observable disparities among income populations, 

geographies, and product lines. Whereas mass-market 

consumption was under stress in price-sensitive markets, 

the premium and aspiration-based categories, including 

branded packaged foods, personal care, electronics, and 

services experienced more impetus, both in pent-up demand 

and persisting preference changes (Das & Sarkar, 2022; 

Zwanka and Buff, 2021). Therefore, high heterogeneity in 

consumer experience and decisions can be concealed by 

aggregate measures. 

 

The key characteristic of the post-COVID consumption 

landscape in India is that digital public infrastructure and 

platforms are at the center stage. The blistering spread of 

real-time digital payments has changed the normal 

transactions not only in the e-commerce sector but also in 

kirana stores, transport and informal services. The 

institutionalization of the use of the Unified Payments 

Interface (UPI) is an example of how the institutional 

infrastructure can alter the consumer behavior by reducing 

the cost of transactions, increasing convenience, and 

strengthening trust due to the interoperability and its scale 

(Patil et al., 2020; Venkatesh et al., 2012). As compared to 

previous periods of digitization, which were limited to 

urban elites, the digitization adoption today spread to 

smaller towns and semi-formal markets, which will both 

form a more inclusive, although unequal, digital 

consumption ecosystem. 

 

Along with the digitalization of payments, the Indian retail 

has been experiencing a strong restructuring toward 

omnichannel and fast-delivery patterns. Consumers are 

demanding a flow between online and offline touchpoints 

that is seamless, and brick-and-mortar stores, applications, 

social media, and last-mile delivery are all a part of one 

unified experience. The expansion of fast commerce point 

to the change in the time sensitivity and convenience 

expectations, especially of the grocery and everyday 

products. These trends go along with the world patterns that 

the pandemic irreversibly changed the values of speed, 

availability, and flexibility among consumers and increased 
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the demands of quality and reliability of the service delivery 

(Pantano et al., 2020; Roggeveen and Sethuraman, 2020). 

These changes combine with dense urban markets, 

competition on platforms and logistics innovation in India, 

increasing their effects. 

  

Figure 1. Conceptual Framework of Post-COVID Indian 

Consumer Behaviour 

 

 
 

II. LITERATURE REVIEW 

 
The studies on post-pandemic consumption are united by 

three interconnected mechanisms: constraints, perception 

of risks and uncertainty, and technology-enabled 

substitution as the ones that explain the noticed changes in 

consumer behavior. Constraints are mainly associated with 

loss of income, fluctuation of employment, and restrictions 

to mobility and supply-side shocks during and after the 

pandemic. These limitations made a difference in 

household budgeting, category preference and purchase 

frequency, especially in the case of lower- and middle-

income earners. Unercertainty and amplified risk 

perception, in its turn, had an effect on what consumers 

purchased as well as how they purchased it, making them 

more cautious about spending money on discretion and 

more sensitive to price, availability, and trust. The role of 

digital tools and platforms in enabling consumers to replace 

physical interactions with online/hybrid substitutes to 

reform channel choice and consumption routines is called 

technology-enabled substitution (Sheth, 2020; Kirk and 

Rifkin, 2020). 

 

Much of the literature suggests that these processes were 

not independent of each other but supported each other. The 

problem of income and mobility led to the increased 

influence of digital channels, whereas uncertainty increased 

the popularity of the options that were considered safer, 

faster, or more predictable. The consumers reacted by 

switching spending away to the essentials, trying new 

brands and own labels in the event the favored products 

were out of stock, and channel switching to reduce the 

expenditure on search and transaction costs. Empirical 

research in the emerging and developed economy attests to 

the high rates of brand switching, deal-seeking, and channel 

experimentation at and after the pandemic, indicating that 

crisis-conditioned habits can be still maintained when 

convenience and learning effects are allowed (Laato et al., 

2020; Zwanka and Buff, 2021). 

The literature on retail transformation places these changes 

in behavior within the greater digital technology-induced 

structural changes. It is claimed that digitalization redefines 

consumer expectations in terms of speed, transparency, and 

control and allows platforms to rearrange markets through 

the reduction of search, coordination, and transaction costs 

(Pantano et al., 2020; Roggeveen and Sethuraman, 2020). 

In this regard, the pandemic has not caused a complete shift 

in direction, but has increased a trend that is trending 

towards data-driven, platform-mediated retail. Buyers used 

to fast delivery, real-time, order tracking, and frictionless 

payment will be less willing to go all the way back to pre-

pandemic standards, especially when these capabilities are 

integrated into competitive retail plans and augmented by 

logistics innovation. 

 

This change is mediated by unique institutional and socio-

economic situations in the Indian environment. The efforts 

to make people financially included, the popularization of 

smartphones, the existence of the significant informal 

workforce creates a very high degree of heterogeneity of 

access, use, and performance. It has been noted that digital 

retail and payment can both undermine the notion of 

exclusion through the reduction of barriers to entry and 

strengthen inequality by giving preference to consumers 

with stable income, digital access, and urban location (Patil 

et al., 2020; Venkatesh et al., 2012). Accordingly, post-

pandemic consumer behavior in India cannot be discussed 

as the homogenized one, but as a complex of differentiated 

reactions based on income, geography, and occupational 

security. 

 

The theme of value consciousness has become a most 

relevant topic in the literature. Increased price sensitivity 

following the pandemic in response to rising inflation and 

real-wage pressure had consumers looking after 

promotions, smaller pack sizes, and cheaper alternatives. 

Nevertheless, other studies and market research underline 

that value-seeking is not the same as the homogenous 

frugality. Rather, the value is being considered more as a 

trade-off among price, quality, convenience, and reliability 

by the consumers. This has facilitated a further expansion 

of high-end and affordable premium in relatively resistant 

households, as mass markets trade off or restrain 

discretionary spending (Das and Sarkar, 2022). 

Premiumization and down-trading co-exist, which 

substantiates the belief in a two-speed consumer economy, 

where aggregate demand disguises segmental differences. 

 

The research of digital payments offers a complementary 

perspective in understanding payment systems as a 

behavioral infrastructure and not as neutral tools. It is also 

observed in the literature on technology acceptance and 

diffusion that ease of use, perceived usefulness, and trust 

are the key issues to sustained adoption (Davis, 1989; 

Venkatesh et al., 2003). The interoperability, low cost and 
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credibility, supported by the state has made real-time digital 

payments scale in India and especially the UPI. The 

statistics show that over several years, the volume and value 

of transactions have increased steadily and this suggests 

that it diffuses beyond e-commerce to the daily offline 

business like small retail, transport and services. The 

researchers claim that as soon as they are integrated into 

everyday purchases, payment technologies condition the 

consumer ethics and support the trends of digital 

consumption, therefore, making it less probable to revert to 

the ways of cash-intensive consumer behavior (Pavlou, 

2003; Patil et al., 2020). 

 

Two of the channel innovations that were suggested in the 

literature are omnichannel shopping and quick commerce. 

Omnichannel retailing combines both physical and online 

experiences in a way that consumers can search, compare, 

order and even make a return on their decisions through 

various touchpoints. Conceptual and empirical research 

highlights that omnichannel approaches increase the feeling 

of perceived convenience and minimize friction at the 

expense of increasing expectations of consistency, 

transparency, and service quality (Verhoef et al., 2015).  

 

Quick commerce, in turn, is more focused on speed and 

immediacy and changes the composition of the basket to 

focus on top-up and convenience purchasing, as well as 

affects loyalty due to the formation of habits and use 

patterns specifically associated with subscriptions. 

According to the post-pandemic research, these models 

perform well in urban markets with high density and 

consumers with limited time, whereas the long-term 

sustainability depends on the unit economics and 

competitive distance (Salvietti et al., 2022). 

 

III. METHODOLOGY 

 
The proposed study is based on the secondary-data research 

design, which is based on a systematic evidence mapping 

and triangulation. The methodology aims at identifying, 

verifying and explaining long-term post-COVID consumer 

trends in India through the combination of non-

homogenous yet complementary evidence. In particular, 

secondary-data designs are suitable in case of economy-

wide questions spanning across multiple sectors, periods 

and behavioral dimensions, in which there is no single 

dataset that will be able to capture the phenomenon of 

interest (Donthu & Gustafsson, 2020). 

 

There are three types of data sources, which are unified. To 

begin with, the research relies on the official transactional 

metrics, but specifically in the statistics of Unified 

Payments Interface (UPI) which are given in the statistical 

appendix of the Economic Survey. These metrics give high-

frequency, country-wide indicators of digital payment 

adoption in volume and value, which is a good proxy of the 

diffusion of real-time digital payments within consumer 

groups and use situations. Official data sets are considered 

to be benchmark evidence due to their size, time stability, 

and institutional authority (Government of India, 2024). 

Second, the analysis has used industry surveys and market 

intelligence reports that are reputable including fast-moving 

consumer goods (FMCG), e-retail, and quick commerce. 

These are longitudinal consumer panels, survey of retailers 

and sectoral outlook conducted by recognized research and 

consulting companies. The changes in the category level 

demand, price sensitivity, premiumization, channel 

selection and geographic variation is captured in industry 

reports, which cannot be fully observed in the official 

macro indicators. Although this kind of reporting can be 

useful in representing commercial interests, their worth is 

in the granularity of the understanding of consumer 

behavior, composition of baskets and retail execution, 

especially in fast moving segments like omnichannel and 

fast delivery. 

 

Third, the research compiles peer-reviewed scholarly 

literature in the areas of post-pandemic consumer behavior, 

technology adoption, digital payments, and retail 

transformation. This literature offers theoretical support and 

comparative evidence of other emerging economies and 

allows one to interpret the observed tendencies based on the 

well-known mechanisms: the effects of constraints, 

perception of risk, learning, and habit formation (Sheth, 

2020; Pantano et al., 2020). The situation of in-country 

developments is further placed in a broader discussion of 

digitalization, platform-mediated markets, and consumer 

welfare through the use of academic sources. 

 

The synthesis only retains trends that are supported by at 

least two independent sources or one official dataset along 

with one credible market report to make it robust. This 

inclusion criteria limits the chances of over-interpreting 

idiosyncratic results or short run changes. 

 

 To use the instance of the longevity of digital payment 

normalization, assertions that it will manifest necessitate 

long-term development of official UPI measures and 

supporting data of retail or consumer surveys of daily 

offline consumption. In the same way, the statements about 

the value-seeking or premiumization are incorporated only 

in case of the regular trends observed in the industry reports, 

as well as academic research. 

 

The method of analysis will be descriptive graphic 

visualization as well as qualitative synthesis. The essential 

indicators, including the UPI growth trends, the rural-urban 

disparities in the demand of FMCG, the geographic 

presence of quick commerce, e-retail growth proxy, etc., are 

presented in a visual form, to emphasize the direction, level, 

and maintaining trends over time. These visual overviews 

are conditions of empirical anchoring as opposed to tests of 

inference. The paper then generalizes mechanisms and 

implications with an integrative framework in which 

macroeconomic conditions (inflation, income recovery, 

labor-market outcomes) and household-level constraints 

are linked to behavioral change mediated by digital 

enablement, platforms, and retail ecosystems. 
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IV. RESULTS 
 

Table 1. UPI Transaction Trends (Secondary Indicator) 

 

Financial 

year 

UPI 

volume 

(million) 

UPI 

volume 

(billion) 

UPI 

value 

(INR 

billion) 

UPI 

value 

(lakh 

crore) 

2016–17 18 0.02 70 0.7 

2017–18 915 0.92 1,098 11.0 

2018–19 5,392 5.39 8,770 87.7 

2019–20 12,519 12.52 21,317 213.2 

2020–21 22,331 22.33 41,037 410.4 

2021–22 45,968 45.97 84,176 841.8 

2022–23 83,714 83.71 139,149 1,391.5 

2023–24 131,129 131.13 199,951 1,999.5 

2024–25 185,866 185.87 260,570 2,605.7 

2025–26* 

(till 31 

Dec 2025) 

176,878 176.88 229,530 2,295.3 

Source: Economic Survey 2025–26, Statistical Appendix, 

Table 3.6 (NPCI). 

 

Result interpretation: 

Table 1 shows a sustained and steep expansion in both UPI 

transaction volume and value over time. From FY 2019–20 

to FY 2024–25, UPI transaction volume rose from 

approximately 12.5 billion to nearly 186 billion 

transactions, implying an approximate compound annual 

growth rate (CAGR) of 71.5%. Over the same period, 

transaction value increased from about ₹213.2 lakh crore to 

₹2,605.7 lakh crore, corresponding to an approximate 

CAGR of 65.0%.  The rate of increase in volume in 

comparison with value implies stronger penetration in low-

ticket, high-frequency transaction, which means that real-

time digital payments have transferred into offline and 

informal settings along with the exception made to e-

commerce or high-value transactions. 

 
Figure 2. Growth of UPI Transactions in India (FY 2016–

17 to FY 2025–26*) 

 

Result interpretation: 

 The diagram of strength of UPI-led digitization of 

establishing durability (Figure 2) is visualized. Both in 

terms of volume and value are growing exponentially, with 

interim slowdown at the early stages of the pandemic. 

Throughout the post-COVID years, the high growth rates 

positively confirm that UPI is the behavioral infrastructure, 

where digital payments become embedded in the 

consumption habits of people. This augurs the idea that the 

use of digital payment will not be back to the pre-pandemic 

base. 

 

 
  

Figure 3. Rural vs Urban FMCG Volume Growth in India 

(March 2025 Quarter) 

 

 Result interpretation: 

Figure 3 shows significant implementation of rural markets 

recovery in consumer goods. During the March 2025 

quarter, rural FMCG volume growth has been about 8.4 

which is far bigger than urban growth at around 2.6. This 

trend points to a consumer demand reunion following some 

urban-oriented recovery stages, and the price-value 

propositions, affords, and focus on rural distribution are 

strategically significant. Also proving the thesis that the 

consumption patterns in the post-COVID period are not 

homogenized but rather spatially urbanized is that outcome. 

 

 
  

Figure 4. E-Retail Growth in India: Pre-COVID vs Post-

COVID Comparison 

 

Result interpretation: 

 Figure 4 shows a soothing down in the pace of e-retail 

development. Though the growth rates were generally more 

than 20 per annum pre-COVID, it is projected to increase 

to about 10-12 in 2024. This slackening is in line with 

pressures of discretionary spending and post-pandemic 

spikes. Notably, slowing down does not contradict it, but 

can also mean a shift to more advanced stage of growth, 

where category mix, profitability and retention of 

customers are more crucial than headline expansion. 
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Figure 5. Share of Quick Commerce in Indian E-Retail 

(2024) 

Result interpretation: 

  Figure 5 shows the unequal power of quick commerce in 

the individual categories. By 2024 the proportion of online 

grocery orders to quick commerce is estimated at roughly 

two-thirds, with online retail spending about 10 percent of 

all e-retail spending on quick commerce. It means that the 

elasticity value of speed and convenience is very high in the 

case of frequent purchases with low price, altering the 

composition of the basket and loyalty trend. The finding 

confirms the fact that the transformation of quick commerce 

is category specific and not universal retail model. 

 

Synthesis of Results 

 The combination of the tables and figures suggests four 

strong post-COVID results, including (a) a sustained 

normalization of digital payments in the UPI, (b) the 

revitalized rural consumer demand, (c) the reconfigured 

channel to the omnichannel and rapid delivery patterns, and 

(d) the value stress that goes hand in hand with selective 

premiumization. These findings give empirical support to 

the interpretive framework that is built in the following 

discussion section, which connects infrastructure, income 

heterogeneity and platform dynamics to the continued 

transformation of Indian consumer behavior. 

 

V. DISCUSSION & CONCLUSION 
  

 
Figure 6. Post-COVID Shift in Indian Consumer Spending 

Priorities 

 

 The mechanisms that support the synthesis of evidence 

provided in this paper imply that consumer behaviors in 

India after the COVID-19 are differentiated in terms of 

mechanisms behind them. Trends and behavior patterns 

encouraged by the robust infrastructure and nurtured by the 

addictive nature of behavior, such as the use of Unified 

Payments Interface (UPI), acceptance through QR codes at 

physical points of sale, and ordering via an app, have a 

significantly high chance of staying in place as compared to 

trends and patterns that are influenced by a short-term 

health anxiety or limitations of movement. Empirical 

studies in technology adoption and the development of a 

habit show that once the digital practice turns into a routine, 

the amount of reversion costs is greater and the frequency 

of use becomes stabilized at a point of higher levels 

(Venkatesh et al., 2012; Pavlou, 2003). As a result, 

companies ought to strategize on the permanently high rate 

of digital payments adoption and acknowledge the fact that 

a digital touchpoint will still impact the consumer decision-

making process even when buying non-digitally. 

 

The second implication is related to segmentation. The 

consumer economy in post-COVID India can be described 

as the one that experiences the value stress at the same time 

as the premium aspiration. The inflationary pressure and 

higher recovery of inequality have exacerbated the 

sensitivity of prices among many households that are 

characterized by down-trading, selective purchasing 

behaviour and increased promotion responsiveness. 

Meanwhile, comparatively strong consumers (usually 

urban, salaried and digitally savvy) are still demonstrating 

high levels of aspirational spending on premium, health 

conscious and convenience-based products. This 

diversification underpins this duality of a two-speed 

consumer economy and not an even-tempered transition to 

frugality (Das & Sarkar, 2022; Zwanka and Buff, 2021). 

Differentiated strategies are needed in firms therefore: 

pricepack architecture, local assortments and value 

messages to the constrained segments and premiumization, 

wellness positioning and service differentiation to the 

resilient segments. 

 

 
  

Figure 7. Omnichannel Consumer Journey in the Post-

COVID Indian Market 

 

 Channel strategy becomes one of the strategic choices of 

great significance. Quick commerce, although appealing to 

the requirements of the increased demands of speed and 

convenience, has unique operational and reputational 

challenges. The squeeze of the delivery times makes 

picking, packing, and last-mile implementation more 

sensitive, and service failures more apparent and expensive. 

It is stressed in the literature that fast business is feasible in 

a few types of goods that have predictable demand, 
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recurrent purchase frequency, and manageable quality risk, 

including groceries and everyday necessities (Salvietti et 

al., 2022). The companies that engage this channel should 

thus invest in hyper local assortment planning, good 

coordination with suppliers and close quality control 

mechanisms to maintain consumer confidence and loyalty. 

 

The approach of omnichannel, on the contrary, necessitates 

integration, and not acceleration. Research on omnichannel 

retailing also emphasizes clear inventory status, uniform 

pricing, and maintaining a smooth channel returns as 

important in determining customer satisfaction and 

confidence (Verhoef et al., 2015; Roggeveen and 

Sethuramana, 2020). Indians tend to switch between both 

physical stores, apps and social media and therefore the 

incongruity between touchpoints may swiftly undermine 

credibility. Clear refund policy, grievance redressal 

responsiveness, and openness of communication, then, 

become as significant to omnichannel maintenance as 

technological aptitude. 
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