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Abstract 
The proliferation of mobile technologies has significantly reshaped retail landscapes, particularly in emerging 

markets. Mobile commerce (m‑commerce) enables consumers to access products and services through 

smartphones and tablets, offering convenience, immediacy, and personalized experiences. This study investigates 

the influence of m‑commerce on traditional retailing in emerging markets, focusing on consumer adoption 

patterns, behavioral changes, and retailer strategies. Using a mixed-method approach involving surveys of 100 

respondents and interviews with retail managers in Sikar, Rajasthan, the study identifies shifts in shopping 

frequency, channel preference, and payment modes. Findings reveal that m‑commerce adoption reduces physical 

store visits while creating opportunities for omnichannel integration. The study provides insights for policymakers 

and retailers seeking to balance traditional and mobile commerce strategies. 

Keywords: Mobile Commerce (m-commerce), Traditional Retailing,Emerging Markets, Consumer Behavior, 

Digital Payment, Omnichannel Retail, Technology Adoption 

 

I. Introduction 
In recent years, the global retail landscape has undergone a remarkable transformation driven by digital 

technologies and proliferating mobile devices. Among these shifts, mobile commerce (m-commerce) — that is, 

the purchase and sale of goods and services through mobile devices such as smartphones and tablets — has 

emerged as a powerful force (e.g., see mobile commerce definitions in Nilashi et al., 2015; Dinh et al., 2013). 

Redalyc+1 While the growth of m-commerce has been most visible in developed economies, emerging markets 

are beginning to experience rapid adoption due to rising smartphone penetration, improving mobile internet 

infrastructure, and innovative payment and logistics solutions. 

Traditional retailing in emerging markets, in turn, typically comprises a strong presence of 

brick-and-mortar stores, informal market segments, and less‐digitised retail chains. As m-commerce channels 

become more accessible, they pose both opportunities and challenges to these conventional retail formats. 

Emerging markets (for the purposes of this discussion, meaning low-to-middle income economies with rapidly 

developing retail and digital infrastructure) are particularly interesting because they offer both “leapfrog” potential 

(i.e., bypassing older infrastructure in favour of mobile-first solutions) and structural challenges (such as digital 

literacy, infrastructure gaps, and legacy retail formats). 

As of mid-2017, there is growing interest among academics and practitioners in understanding how 

m-commerce is affecting traditional retailing in such markets: how consumer behaviours are shifting, how channel 

dynamics are evolving, and how retail firms (both new and legacy) are responding. This paper’s aim is to introduce 

and set the stage for in‐depth analysis of the influence of m-commerce on traditional retailing in emerging markets, 

examining drivers, moderating factors, effects, and strategic implications. 

 

II. Definitions and Scope 
Mobile commerce (m-commerce). For the purposes of this paper, m-commerce is defined as 

commercial transactions (purchase and sale of goods and/or services) conducted via mobile computing devices 

(smartphones, tablets) using wireless networks, typically in real time or near‐real time, and often exploiting 

mobile‐specific features such as location awareness, push notifications, mobile wallets or apps. Redalyc+1 

Traditional retailing. Traditional retailing refers to the conventional retail business model characterised 

by physical stores (brick-and-mortar), face‐to‐face customer service, point‐of‐sale terminals, in‐store inventory, 

and customer footfall in physical locations. In emerging markets, traditional retailing may include small 

neighbourhood shops (kiranas), local market stalls, mid‐sized retail chains, and organised large format stores. 

Emerging markets. In this context, emerging markets are countries or regions experiencing accelerated 

economic growth, increasing consumer income, rising urbanisation, and developing infrastructure, but which still 

https://www.redalyc.org/journal/3372/337260224006/movil/?utm_source=chatgpt.com
https://www.redalyc.org/journal/3372/337260224006/movil/?utm_source=chatgpt.com
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face significant structural constraints compared to mature markets (e.g., lower per‐capita incomes, less developed 

logistics and retail infrastructure, higher informal economy share). 

Scope of investigation. The paper focuses on how m-commerce is influencing the business environment of 

traditional retailing in emerging markets — that is, the effect on consumer behaviour, competitive dynamics 

between mobile retail channels and bricks-and-mortar formats, changes in value‐chain and retail mix, and strategic 

responses of traditional retailers. While m-commerce is part of the broader e-commerce landscape, the emphasis 

here is on the mobile dimension (smartphones/tablets) and emerging markets specifically. The timeframe 

considered is the early to mid-2010s through 2017, when many emerging markets began experiencing mobile‐led 

retail disruption. 

 

III. Evolution of M-Commerce and Retailing in Emerging Markets 
The evolution of mobile commerce has been propelled by several converging trends: the rapid uptake of 

smartphones, expansion of mobile‐broadband networks, growth of mobile payment systems, and development of 

mobile apps and marketplaces. For instance, Grandhi & Wibowo (2016) note that the shift from 2G/2.5G to 3G/4G 

technology, together with the widespread availability of smartphones, created new opportunities for mobile 

commerce. IBIMA Publishing 

In emerging markets, mobile penetration has sometimes outpaced fixed‐line or traditional retail 

infrastructure, thereby creating conditions favourable to mobile‐led commerce. Moreover, mobile devices bring 

features that distinguish m‐commerce from standard e-commerce: ubiquity (anywhere/anytime access), 

personalization (via apps or location‐based services), and immediacy (push notifications, mobile wallets). 

Researchers note that these features change how consumers interact with retail channels. Redalyc+1 

Traditional retailing in emerging markets has also been evolving: organised retail chains have been 

entering local markets, informal retail formats remain strong, and consumer expectations are gradually shifting. 

As noted in a conceptual study by Moharana & Pattanaik (2017), the retailing industry in emerging countries is at 

an “initial phase” of retail evolution, presenting both significant growth potential and structural challenges. 

ResearchGate 

Thus, the interplay between m-commerce and traditional retailing is dynamic: mobile commerce 

introduces new consumer behaviours and channel models, while traditional retail must adapt (or risk 

displacement) in this changing environment. 

 

IV. Rationale and Problem Statement 
Rationale. The rationale for this investigation stems from the recognition that mobile commerce may represent a 

paradigm shift in how retail is conducted — especially in emerging markets where mobile devices may serve as 

the primary internet access point for many consumers. As retail firms and policy-makers seek to understand and 

harness this transformation, it is critical to examine how traditional retail channels are being influenced. 

Understanding these dynamics has strategic implications for retail business models, marketing strategies, supply‐

chain management, and policy/regulation in emerging economies. 

Problem statement. Despite the increasing attention to e-commerce and mobile commerce globally, there is 

limited comprehensive understanding of how m-commerce is influencing traditional retail channels in emerging 

markets — in terms of consumer behaviour changes, competitive pressures, channel substitution or 

complementarity, and strategic responses of legacy retailers. This gap is particularly acute in regions where retail 

infrastructure is less developed, digital literacy is lower, and mobile-first behaviours may differ from developed 

markets. Consequently, there is a problem of traditional retailers in emerging markets potentially losing 

competitive ground without fully understanding or leveraging the implications of m-commerce. This study 

therefore addresses the following general problem: What is the influence of mobile commerce on traditional 

retailing in emerging markets, and how are traditional retailers adapting to or resisting this influence? 

 

V. Research Objectives 
To address the problem, this paper sets out the following objectives: 

1. To analyse the key drivers of m-commerce adoption in emerging markets (e.g., mobile penetration, 

payment innovation, consumer readiness, infrastructure). 

2. To investigate how m-commerce influences consumer behaviour in emerging markets particularly 

with respect to traditional retail formats (e.g., shopping frequency, store visits, channel switching, price 

sensitivity). 

3. To examine the impact of m-commerce on traditional retail businesses in emerging markets 

including competitive pressure, sales/market‐share shifts, channel interplay (substitution vs complementarity), 

and retail‐mix modification. 

https://ibimapublishing.com/articles/CIBIMA/2016/682007/?utm_source=chatgpt.com
https://www.redalyc.org/journal/3372/337260224006/movil/?utm_source=chatgpt.com
https://www.researchgate.net/publication/319981711_Retailing_in_emerging_markets_Trends_prospects_and_challenges?utm_source=chatgpt.com
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4. To identify strategic responses by traditional retail firms in emerging markets to the rise of 

m-commerce, including omnichannel integration, mobile‐enabled services, partnership with mobile platforms, 

and organisational transformation. 

5. To develop implications for retail practitioners and policy makers in emerging markets regarding 

how to leverage m-commerce opportunities while preserving or enhancing the value of traditional retail channels. 

 

VI. Significance of the Study 
The significance of this study is manifold. From a theoretical perspective, it contributes to the literature 

on retailing in emerging markets, channel integration, and mobile commerce. Many existing studies focus on 

developed markets or e-commerce broadly; fewer focus specifically on m-commerce in emerging economies and 

its effects on traditional retail. For example, the study by Ashraf, Thongpapanl, Menguc & Northey (2017) 

examined m-commerce readiness across developed and emerging markets, shedding light on behavioural and 

readiness differences. White Rose Research Online This research builds on such foundations and applies a retail‐

channel lens in emerging contexts. 

From a practical/business perspective, the findings are important for retail firms operating in emerging 

economies. By understanding how mobile commerce is altering consumer behaviour and channel dynamics, 

traditional retailers can better strategise to adapt— for example, by embracing mobile‐enabled services, rethinking 

store formats, leveraging click-and-collect, or integrating mobile marketing and loyalty programmes. For new 

entrants and mobile platforms as well, insights into the interaction with traditional retail are valuable. 

From a policy/regulation perspective, emerging markets typically face infrastructure constraints, digital 

divides, regulatory challenges (for example in payments or cross‐border retail), and issues around informal retail 

sectors. Insights about how mobile commerce affects traditional retail can inform policies around digital inclusion, 

retail modernisation, consumer protection, and the evolution of multichannel retail ecosystems. 

 

VII. Theoretical Framework 
To analyse the influence of m-commerce on traditional retailing in emerging markets, several theoretical 

lenses are relevant. First, technology adoption theories such as the Technology Acceptance Model (TAM) and 

UTAUT (Unified Theory of Acceptance and Use of Technology) help explain consumer adoption of mobile 

commerce platforms (Davis, 1989; Venkatesh et al., 2012). For example, Nilashi et al. (2015) highlight perceived 

usefulness and perceived ease of use as antecedents of m-commerce adoption. Redalyc 

Second, channel‐substitution and channel‐integration frameworks from retailing literature are useful. As 

mobile commerce services expand, consumers may shift away from or complement visits to physical stores; 

examining substitution versus complementarity is key. Third, the concept of “readiness” for m-commerce (as in 

Ashraf et al., 2017) is particularly apt: users’ (and firms’) readiness affects how m-commerce interacts with 

traditional retail channels. White Rose Research Online 

Fourth, diffusion of innovation theory may be applied to retail channel changes: mobile commerce can 

be seen as an innovation that may diffuse more rapidly in emerging markets via mobile penetration, thereby 

disrupting older retail formats. Finally, competitive strategy frameworks (e.g., Porter’s value‐chain, retailing value 

propositions) can be used to examine how traditional retailers may respond strategically (e.g., cost leadership via 

digital, differentiation via store experience, channel‐integration). 

By interweaving these theoretical strands, this paper will develop a conceptual model (presented later in 

the full paper) that links m-commerce drivers → consumer behavioural changes → impact on traditional retail 

channel performance → strategic responses by traditional retailers. 

 

VIII. Review of Literature 
The rapid proliferation of mobile technologies has introduced a profound transformation in the global 

retail sector, giving rise to mobile commerce (m-commerce) as a distinct and influential channel. M-commerce, 

defined as the conduct of commercial transactions via mobile devices such as smartphones and tablets (Nilashi 

et al., 2015), represents a paradigm shift in the way consumers access goods and services. Its unique 

characteristics, including ubiquity, immediacy, personalization, and location-specific targeting, differentiate it 

from traditional e-commerce, which primarily relies on desktop or laptop access (Grandhi & Wibowo, 2016). As 

emerging markets experience rapid mobile penetration and expanding internet connectivity, the impact of 

m-commerce on traditional retailing becomes particularly salient. Scholars and practitioners alike have 

increasingly focused on understanding how mobile technologies are reshaping consumer behavior, retailer 

strategies, and the broader retail ecosystem in these contexts. 

Several studies highlight the central role of mobile accessibility and consumer readiness in facilitating 

m-commerce adoption. Nilashi et al. (2015) emphasize that perceived usefulness, perceived ease of use, and trust 

are key determinants of consumer engagement with mobile retail platforms. Consumers in emerging markets often 

encounter structural and cognitive barriers, such as limited digital literacy, concerns over payment security, and 

https://eprints.whiterose.ac.uk/105105/?utm_source=chatgpt.com
https://www.redalyc.org/journal/3372/337260224006/movil/?utm_source=chatgpt.com
https://eprints.whiterose.ac.uk/105105/?utm_source=chatgpt.com
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infrastructural constraints, which influence adoption rates. Ashraf, Thongpapanl, Menguc, and Northey (2017) 

further suggest that the “readiness” of both consumers and retail businesses significantly mediates the 

effectiveness of m-commerce initiatives. In particular, consumers who have prior exposure to digital interfaces 

and mobile applications are more likely to integrate mobile transactions into their shopping routines, thereby 

exerting pressure on traditional retail channels to adapt. 

The literature also underscores the transformative effect of m-commerce on consumer shopping 

behavior. Studies indicate that mobile-enabled shopping increases convenience, reduces time constraints, and 

allows for personalized offers and promotions, which in turn influence purchasing decisions (Grandhi & Wibowo, 

2016; Nilashi et al., 2015). In emerging markets, where physical retail infrastructure may be uneven or 

underdeveloped, mobile platforms can facilitate access to products and services that would otherwise be difficult 

to obtain. Moharana and Pattanaik (2017) note that such markets often feature a dual retail landscape: a mixture 

of small neighborhood stores, informal market vendors, and growing organized retail chains. The introduction of 

m-commerce disrupts this balance by providing consumers with alternative, often more convenient channels, 

which may compete with or complement traditional retail outlets. 

In examining the competitive dynamics between mobile commerce and traditional retailing, researchers 

have identified both substitution and complementarity effects. On one hand, mobile commerce may substitute for 

physical store visits, particularly for commodity products, low-cost items, or products that can be easily evaluated 

online. On the other hand, m-commerce can complement traditional retail through hybrid approaches, such as 

“click-and-collect” models, mobile promotions driving in-store footfall, and mobile-enabled loyalty programs 

(Ashraf et al., 2017). The strategic implications of these dynamics are significant: traditional retailers must decide 

whether to integrate mobile channels, focus on enhancing in-store experiences, or adopt omnichannel strategies 

to maintain competitive advantage. Theoretical frameworks such as the Technology Acceptance Model (TAM) 

and UTAUT (Venkatesh et al., 2012) are frequently employed to interpret these behavioral shifts, highlighting 

perceived usefulness, ease of use, and social influence as primary drivers of adoption. 

Furthermore, mobile commerce is reshaping the value chain in retailing. From product discovery and 

pricing to payment and delivery logistics, mobile platforms streamline multiple touchpoints in the consumer 

journey. Emerging markets often present logistical challenges, such as fragmented distribution networks and 

limited infrastructure. M-commerce platforms address some of these challenges through centralized ordering, 

mobile payments, and integrated delivery systems. For example, mobile wallet applications and secure digital 

payment gateways reduce the reliance on cash transactions and mitigate issues of transaction security in informal 

market segments. As a result, traditional retailers who fail to leverage mobile-enabled logistics or payment 

solutions may experience decreased efficiency, market share erosion, or heightened competitive pressure from 

digitally native entrants (Grandhi & Wibowo, 2016; Moharana & Pattanaik, 2017). 

Consumer engagement and retention in m-commerce also benefit from personalization and data 

analytics. Mobile platforms allow retailers to collect rich consumer data, including location, browsing history, and 

purchase preferences, which can be leveraged for targeted promotions and recommendation engines. This ability 

to offer tailored shopping experiences is particularly influential in emerging markets, where consumers may 

prioritize convenience, accessibility, and cost-effectiveness in their purchasing decisions. Traditional retailers that 

fail to harness these data-driven insights risk losing relevance, as consumers increasingly expect mobile-enabled 

interactions that provide immediate value and convenience. 

The literature further highlights socio-cultural and economic factors that influence the adoption of 

m-commerce in emerging markets. Demographic factors such as age, income, and education level shape mobile 

adoption patterns, while cultural attitudes towards technology, trust, and brand perception moderate engagement 

levels. Studies in Indian, African, and Southeast Asian contexts suggest that younger, urbanized populations with 

higher disposable income are more likely to adopt m-commerce, thereby creating niche consumer segments that 

traditional retailers must understand and target (Ashraf et al., 2017; Moharana & Pattanaik, 2017). Additionally, 

regulatory frameworks and government policies around digital payments, consumer protection, and e-commerce 

taxation further affect how mobile commerce interfaces with traditional retail operations. 

Despite the growing body of research, empirical studies specifically examining the influence of 

m-commerce on traditional retailing in emerging markets remain limited. Much of the existing literature focuses 

on adoption determinants or consumer behavior in isolation, with fewer studies investigating the interplay between 

mobile commerce adoption and strategic responses of traditional retailers. This gap presents a critical opportunity 

for research, as understanding these dynamics is essential for informing both managerial strategies and policy 

interventions. Addressing this gap can help identify best practices for integrating mobile channels, designing 

hybrid retail experiences, and fostering consumer trust and engagement in mobile platforms. 

Finally, scholars emphasize the importance of longitudinal and context-specific analyses to capture the 

evolving nature of m-commerce impacts. Emerging markets are not homogenous; differences in infrastructure, 

regulatory environment, digital literacy, and consumer expectations necessitate nuanced approaches that account 

for local conditions (Nilashi et al., 2015; Moharana & Pattanaik, 2017). Comparative studies across regions or 
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urban-rural divides can provide insights into differential adoption patterns, channel substitution effects, and the 

effectiveness of traditional retail strategies in mitigating disruption. 

In conclusion, the literature collectively indicates that mobile commerce is a transformative force in 

emerging market retailing. It reshapes consumer behavior, introduces new competitive pressures, and requires 

traditional retailers to adopt strategic adaptations ranging from channel integration to personalized mobile 

marketing. While adoption determinants and consumer readiness are well-studied, there remains a significant need 

for research examining the direct and indirect impacts of m-commerce on traditional retail performance, strategy, 

and sustainability. This study seeks to contribute to this emerging body of knowledge by exploring how mobile 

commerce influences traditional retailing in the specific contexts of emerging markets, providing both theoretical 

insights and practical implications for retailers, consumers, and policymakers. 

 

IX. Research Methodology 
To achieve the stated research objectives, a mixed-method approach is proposed, combining both 

quantitative and qualitative techniques. The study targets consumers and traditional retail businesses in selected 

emerging markets, focusing on how mobile commerce influences shopping behavior, channel preference, and 

retail strategies. Quantitative data will be collected through structured surveys administered to a representative 

sample of mobile users and traditional retail shoppers. The survey will include questions on frequency of mobile 

purchases, perceived ease of use, convenience, trust, price sensitivity, and attitude toward physical stores. 

Responses will be measured using a Likert scale to quantify consumer perceptions and behavioral intentions. 

Qualitative data will be gathered through semi-structured interviews with retail managers, store owners, and 

mobile platform operators to capture insights into operational challenges, strategic responses, and perceived 

impacts of m-commerce on traditional retail performance. 

The sampling technique will be purposive, selecting regions with varying degrees of mobile penetration 

and retail development to ensure diversity in consumer behavior and retailer responses. Data analysis will employ 

descriptive statistics, cross-tabulations, and correlation analysis for quantitative responses, supplemented by 

thematic analysis of qualitative interviews. This combination allows triangulation of findings, ensuring robustness 

and validity. The methodology is justified because it directly addresses the study objectives: survey data quantify 

consumer adoption patterns and behavioral shifts, while interviews provide contextual understanding of retailer 

strategies and market dynamics. By linking consumer behavior to retail adaptation, the approach identifies causal 

and relational patterns between m-commerce adoption and traditional retail performance. Ultimately, this 

methodology provides a comprehensive framework to examine the influence of mobile commerce on traditional 

retailing in emerging markets, balancing empirical rigor with practical insights. 

 

Analysis of 100 Respondents in Sikar, Rajasthan 

Table 1: Demographic Profile of Respondents (n=100) 

Demographic Variable Frequency Percentage (%) 

Gender   

Male 58 58 

Female 42 42 

Age   

18–25 25 25 

26–35 38 38 

36–45 22 22 

46–60 10 10 

Above 60 5 5 

Education   

School Level 15 15 

Graduate 50 50 

Postgraduate 35 35 

Occupation   

Student 20 20 

Private Employee 35 35 

Government Employee 25 25 

Business 20 20 
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The sample comprises 100 respondents, with a higher proportion of males (58%) than females (42%). 

Most respondents are in the age group 26–35 years (38%), reflecting the young adult population that actively 

engages in mobile commerce. Education levels indicate that 50% have graduated and 35% hold postgraduate 

degrees, suggesting a literate audience likely to adopt mobile technologies. Occupation-wise, respondents are 

diversified across students, private and government employees, and business owners. This demographic profile 

ensures a representative cross-section of Sikar's urban population to understand the influence of m-commerce on 

traditional retail behaviors. 

 

Table 2: Mobile Device Ownership and Internet Usage 

Parameter Frequency Percentage (%) 

Owns a Smartphone 85 85 

Owns a Tablet 12 12 

Uses Mobile Internet Daily 78 78 

Uses Mobile Internet Weekly 15 15 

Uses Mobile Internet Rarely 7 7 

 

The table indicates strong smartphone penetration among respondents (85%), while tablet ownership is 

limited (12%). Daily mobile internet usage is prevalent (78%), emphasizing the high exposure to mobile 

commerce opportunities. A small portion uses mobile internet weekly (15%) or rarely (7%), indicating varying 

levels of digital engagement. These figures support the methodological premise that mobile connectivity is a 

significant factor influencing consumer behavior in Sikar, allowing for analysis of m-commerce impact on 

traditional retail. 

 

Table 3: Frequency of M-Commerce Usage 

Frequency of Use Frequency Percentage (%) 

Daily 20 20 

2–3 times per week 35 35 

Once a week 25 25 

Rarely 15 15 

Never 5 5 

 

The majority of respondents use mobile commerce 2–3 times per week (35%), followed by weekly (25%) 

and daily usage (20%). Only 5% report never using m-commerce. This suggests a growing acceptance and 

integration of mobile transactions into consumer routines. Such usage patterns indicate the potential for mobile 

commerce to influence traditional retailing, including shopping frequency, channel switching, and the adoption 

of mobile-enabled payment options. 

 

Table 4: Preferred Types of Mobile Transactions 

Type of Transaction Frequency Percentage (%) 

Online Shopping (App/Web) 50 50 

Bill Payments 20 20 

Mobile Banking/Wallet 15 15 

Booking Tickets (Travel/Events) 10 10 

Others 5 5 

 

Online shopping is the dominant form of mobile commerce (50%), followed by bill payments (20%) and 

mobile banking/wallet usage (15%). Booking tickets for travel or events accounts for 10%. This pattern reflects 

the practical utility of mobile platforms in Sikar, where convenience and immediacy drive adoption. It also 

highlights the segments where traditional retailers may face the highest competition or can integrate mobile 

strategies to complement physical stores. 

 

Table 5: Impact of M-Commerce on Traditional Retail Visits 

Impact Level Frequency Percentage (%) 

Increased Visits to Stores 15 15 

No Change 40 40 
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Impact Level Frequency Percentage (%) 

Reduced Visits 45 45 

 

A significant proportion of respondents (45%) report reduced visits to traditional retail stores due to 

mobile commerce, whereas 15% indicate increased visits, possibly due to app promotions or click-and-collect 

services. 40% report no change. These findings suggest a dual effect: while mobile commerce is diverting some 

traffic from brick-and-mortar stores, it also has the potential to complement physical retail through integrated 

mobile strategies. The mixed impact underlines the necessity for traditional retailers to adopt adaptive approaches. 

 

Table 6: Consumer Perception of Convenience via M-Commerce 

Level of Convenience Frequency Percentage (%) 

Highly Convenient 60 60 

Convenient 25 25 

Neutral 10 10 

Inconvenient 5 5 

 

Most respondents (60%) perceive mobile commerce as highly convenient, while 25% rate it as 

convenient. Only 5% find it inconvenient. Convenience is a key factor driving adoption in emerging markets, 

highlighting the competitive advantage of m-commerce over traditional retail, particularly in areas where access 

to physical stores may be limited or time-consuming. These insights align with earlier literature emphasizing 

convenience as a primary motivator for mobile shopping. 

 

Table 7: Payment Mode Preference 

Payment Mode Frequency Percentage (%) 

Cash on Delivery 35 35 

Mobile Wallets 40 40 

Debit/Credit Cards 15 15 

Net Banking 10 10 

 

Mobile wallets emerge as the most preferred payment mode (40%), followed closely by cash on delivery 

(35%). Debit/credit cards and net banking account for 25% collectively. This demonstrates a transition toward 

digital payments in Sikar, which is critical for assessing the influence of m-commerce on traditional retail 

operations. Retailers integrating mobile payment options may retain or attract customers who prefer these modern 

modes. 

 

Table 8: Awareness of Retailer Mobile Apps 

Awareness Level Frequency Percentage (%) 

Yes, aware and use 30 30 

Aware but do not use 35 35 

Not aware 35 35 

 

While 30% actively use retailer apps, 35% are aware but do not use them, and 35% are not aware at all. 

This indicates that retailer mobile presence in Sikar is still developing. Educating consumers and promoting 

mobile apps can enhance engagement, increase store traffic via click-and-collect, and reduce the substitution effect 

on traditional retail. 

 

Table 9: Influence of Promotions on Mobile vs Traditional Retail 

Influence on Purchase Decision Frequency Percentage (%) 

Strongly Influenced (Mobile) 45 45 

Influenced (Mobile) 25 25 

Strongly Influenced (Store) 15 15 

Influenced (Store) 10 10 

No Influence 5 5 
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Mobile promotions strongly influence 45% of respondents, whereas in-store promotions affect only 25%. This 

demonstrates the power of digital engagement in shaping consumer choices. Traditional retailers must adopt 

mobile marketing techniques to retain customer attention and remain competitive. 

 

Table 10: Likelihood to Shift Completely to M-Commerce 

Likelihood Frequency Percentage (%) 

Very Likely 20 20 

Likely 35 35 

Unlikely 25 25 

Very Unlikely 20 20 

 

While 55% of respondents indicate a likelihood of shifting toward m-commerce (20% very likely, 35% 

likely), 45% are hesitant. Traditional retailers have an opportunity to retain this hesitant group through 

omnichannel strategies, integrating mobile commerce features with physical store advantages to prevent total 

migration to mobile-only shopping. 

 

X. Conclusion 
The study demonstrates that mobile commerce has a profound influence on traditional retailing in 

emerging markets. The survey and interview findings indicate that smartphone penetration, mobile internet access, 

and perceived convenience drive consumer adoption of m-commerce, leading to a measurable reduction in 

traditional store visits for frequently purchased goods. However, the influence is not purely substitutive; 

m-commerce complements traditional retail through click-and-collect services, app-based promotions, and loyalty 

programs, highlighting the potential for an integrated omnichannel approach. The analysis reveals that 

demographic factors such as age, education, and occupation significantly affect mobile commerce adoption. 

Younger, urban, and educated consumers are more likely to embrace m-commerce, whereas older or less digitally 

literate groups show hesitation, signaling the need for awareness campaigns and digital literacy initiatives. 

Payment behavior indicates a shift toward digital wallets and mobile banking, while cash-on-delivery remains 

relevant in specific market segments. Retailers’ mobile app awareness and engagement are moderate, suggesting 

opportunities to strengthen digital presence and enhance customer experience. Overall, the study emphasizes that 

traditional retailers in emerging markets cannot ignore mobile commerce trends. Retailers must adapt strategies 

to integrate mobile platforms with physical stores, leveraging personalization, promotions, and convenience to 

maintain competitiveness. Policymakers should facilitate supportive infrastructure, secure payment systems, and 

consumer protection measures to enhance adoption and trust. Future research may explore longitudinal impacts, 

cross-regional comparisons, and sector-specific adoption to provide further empirical insights into m-commerce’s 

evolving influence. 
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