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Over 3000 people answered an extensive survey that delved deep into
understanding how the events of 2020 shaped consumer behaviour towards food, beauty, ﬁtness, shopping, family, mindfulness,
technology, e-learning and remote working. This report offers a radical
overview of how the trends have evolved through the course of the
year, alongwith insights for 2020.
The survey secured the support of various opinion leaders like Masoom
Minawalla, Ranveer Allahbadia, Pooja Dhingra, Karishma Mehta, Karan
Shah, Varun Krishnan and Karan Jotwani to name a few. These names
have been key in shaping the consumer behaviour of the youth of India
and helped the survey. This provided an unerring sense of how the
quintessential young Indian has reacted to evolving trends.
It offers multiple, unequivocal insights to problems businesses faced in
2020, and the hurdles and opportunities they might come across in
2021.
A certain highlight of the report is that 81% consumers will choose natural beauty products over clinical beauty products It also exhibits the
probable collaborations between the beauty industry and technological
aids that provide a touch and feel shopping experience on digital platforms.

Executive Summary

#HTTCTIC
The big overarching standout of 90% people choosing family over
friends was observed through the survey. While India still stands out to
be a family-centric country, 71% reported deeper friendships. While
family trumps friends, with respect to friendships one thing is clear the era of 5000 Facebook friends has changed into closely knit and
deeper friendships.
When speaking about the importance of family time, 48% young Indians
spoke about how working kept them away from their family which calls
for the organisations to factor family into various things that they do at
work. Marketers will work towards diving into some of these moments
to create a better market space for such opportunities.
The evolution of healthy eating and the scrutiny that plays before
dining out have found their place in the food industry. The report also
talks about the increased trend in cooking and delivery services which
can be a potential area to suit the elevated demands of an Indian customer post the pandemic. 81% of consumers would rather order in than
dine out going forward. And if they do, 91% will check for hygiene
standards as a top priority. With respect to healthy eating, 86% young
Indian consumers have become more conscious of their food intake.

Executive Summary

#HTTCTIC
The emergence of the remote working culture brought with it a wave of
transforming homes into a workspace for the working members of the
family, with 85% of Indian employees saying that remote working is the
new normal and over 50% of all those surveyed would like to come in to
the ofﬁce between 2 and 3 days going forward. This has already made
all enterprises re-engineer their business models due to the changes in
working patterns and this is likely to be a strong opportunity for home
improvement and home décor marketers.
With the growing wave of conscious conversation around mental health
it was observed that 72% of Indians sought out mindfulness practices.
This led to a new category with about 75% spending between INR 500
to INR 1000 a month on the same.
The report sketches the shift in the shopping experience and the boom
experienced by the e-commerce industry. Post the lockdown, 67% of
consumers still prefer shopping online as opposed to in a shopping
mall or their local market. Further, the report covers how the discount-seeking and price sensitive Indian customers put various other
elements above the amount they pay while shopping offline.
The closure of ﬁtness centers and the increasing awareness about
strong immunity to ﬁght the pandemic, posed a challenge in the lives of
individuals.

Executive Summary
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They put their health goals into action. 77% kept up with their ﬁtness
routines during the course of the pandemic despite the unavailability of
gyms through various ways and means giving rise to a market that can
be explored and pioneered in the near future and thereafter as well.
Technology acted like a glue during the lockdown period to connect
people and witnessed a plethora of opportunities that can be reaped in
the coming future. Surprisingly, despite the issues operators face for
their online reputation management, 83% of people who were covered in
the survey were happy with their Internet Service Provider. Investment
in Online Health Services saw some increased optimism as well.
While e-learning experienced a dramatic increase, with its flexibility
and ease to access, a whopping 81% of the respondents stated that
they will still choose classroom learning over e-learning.
The insights offered will act instrumental in ensuring that 2021 is all
about growth for marketers across sectors, by giving them an idea on
what the Indian consumer wants, what they should capitalize on, and
what they should watch out for.
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Letter from

Over the last few years, as marketing has increasingly become digital,
a considerable amount of a marketers' focus has shifted to
execution-led approaches, and bringing to market the latest
technologies and innovations which were created by platforms.
2020 was the year that led people to introspect about how they earn,
spend and live. Couches turned into make-shift theatres, bedrooms
turned into ofﬁces, people got creative and resourceful using
conventional things, and so did the consumers. This year allowed
marketeers to think, introspect and observe the consumer.
As we observed, we learnt that the consumer has also changed and
shifted their mentality, and therefore some of the earlier assumed
marketing truths will now need to be evolved/ redeﬁned drastically.
2020 was the deﬁning point that will be influencing a lot of things that
take shape over the next 10 years, and It could not have been at a
better time that we had the opportunity to do this pulse of the nation,
on how the Indian consumer changed over the year, and there are
some striking insights about how the millennial consumer will spend,
think and act now and in the future that came out.
We do hope that marketers across the country enjoy reading this and
get some clearly actionable outcomes for their brands and the work
they will undertake. One thing is certain- listening to the consumer
patiently and immersing yourself into the consumer’s life is going to
ﬁnd its way back in the mainstay of marketing more than ever before.
With that, we wish you a very happy welcome to 2021 and hope that
this is a great guide for your goal setting process.
Thank you!
On Behalf of Team Schbang,
Harshil Karia,
Founder - Schbang,
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CURATED WITH SHALI N I SAMU EL
A Beauty Social Media Influencer.
/knot_me_pretty
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81% of Indian consumer are more
likely to choose a Natural beauty
product

BEAUTY TREN DS
I N 2020

CLEAN BEAUTY
IS THE N EW
BEAUTY

WHAT EVOLVED
AS A CATEGORY?

As it’s impossible to predict when the impact of the virus will come to an
end, the fear over the possibility of another pandemic might continue. With
65% having experienced a shift during the course of 2020, it presents an
opportunity for the beauty industry to innovate new long-term strategies to
sustain themselves.

As the pandemic has had a negative impact on the economy, 64% say that
their expenditure on beauty products will decrease. The pandemic has also
changed consumer behaviour when it comes to beauty products. Personal
wellbeing and health are no longer attributed just to ﬁtness or diet but also
to the products that are used on your skin. Hence 59% say that they will be
investing more in skincare products. A good skincare routine helps one feel
healthy, safe and clean and hence 51% say that they spend 10-30 minutes a
day on their skincare. 81% say that they are more likely to purchase a natural product . Indian beauty consumers also contribute their personal wellbeing to external factors such as the environmental impact of the products
and the ethics of the brand.

Indian beauty consumers also contribute their personal wellbeing
to external factors such as the environmental impact of the
products and the ethics of the brand

BEAUTY

The pandemic caused a disruption in the purchasing behaviour of consumers of beauty
products also. Due to the virus, there is an increase in demand for protective personal
care products like soap, sanitizers etc. This is an opportunity for beauty brands too,as
57% say that they are open to buying protective personal care products from beauty
brands while 75% say that they are more likely to purchase a product with strong

Beauty products the
Indian consumer
will invest in

Natural products/
Clinical products
81%

59%
26%
15%

Hair
Care

Skin
Care

Body
Care

19%

Clinical
Brands

Natural
Brands
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81% of Indian consumers say that
they will prefer tutorials from an
Inﬂuencer rather than a brand.

BEAUTY FROM
HOM E

KEY I NSIG HT

The customers now look for products and beauty treatments from home
and hence the beauty industry had to rethink their marketing strategies.
51% say that a 3D view of the product will help them with their purchase
consideration. There also has been an increase in the demand for beauty
advice from the comfort of home. 88% say that they turn to online make-up
tutorials and 81% say that they will prefer tutorials from an Influencer
rather than a brand. This period is a great opportunity for both beauty influencers and beauty brands to renovate their usage of their digital space.

The beauty industry will have to renovate their usage of the digital space
and invest in the most suitable platforms and technologies.

Influencer
80.8%

Brand
19.2%

BEAUTY

#HTTCTIC

78% say that hygiene is their top
priority when they choose to visit
a salon.

SALONS I N

2020

What evolved
as a category?

Salons and spas, post the pandemic, have had to adjust to the customers
who are still afraid of the virus. The way equipment and spaces were used
have changed and additional care had to be taken. 78% say that hygiene is
their top priority when they choose to visit a salon. 55% would rather go out
to a salon than book an at-home appointment. It is now important for
salons to strategize for a new phase of business which repeatedly comforts
the customer that they are going to have a safe experience.

It is important for salons to strategize for a new phase of
business which repeatedly comforts the customer that they
are going to have a safe experience.

78.1%

11

Hygiene

Expertise

Factors

4

6

Brand

Price

Name

In the past, the beauty industry has been resilient through the
years despite the economic crisis, however, they will have to
reform themselves to satisfy the demands of the consumers for
cleaner and ethical products and services.

BEAUTY

#HTTCTIC

Key Actionables for your brand

Word of mouth remains
the best form of marketing
and boosts conﬁdence
amongst the products.

1

Natural products will
trump over artiﬁcial
products.

3

Speak about health
and safety in your
communication.

4

Invest in 3D renders as
customers would like to get
that touch and feel experience
digitally.

5

KISS (Keep It short and sweet)
Beauty is a cluttered space,
keeping your communications
short and easy without using
jargon will actually give you
an added advantage.

6

Influencers still remain a good
bet for the brand as they trust
them more than branded content.

2

BEAUTY
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FAM I LY &
FRIEN DS

CURATED WITH KARISH MA M EHTA

CURATED WITH KARAN JOTWAN I

Founder and CEO at Humans of Bombay.
An Entrepreneur & a Social Media Influencer.

An Actor and a model.

/ofﬁcialhumansofbombay

/karanjotwani

Quarantinsights

RELATIONSH I PS DURI NG A PAN DEM IC

THE ROLE OF
FAM I LY AN D
FRIEN DS
DURI NG 2020

The clashing schedules of work, school, commuting had made family time,
on a daily basis, a near impossibility for many Indians. Due to the pandemic
and the structural changes of everyday life, a slower and more traditional
approach to family life has come about. 48% say that work was one of the
main reasons they could not spend as much time with their families.

REASONS FAM I LY TI M E REDUCED
48%
Work

36%
Lack of Time

16%
Friends

Friends & family

Quarantinsights

80% say that they now want to
spend more time with their family
post the experience of the
pandemic in 2020.

THE N EW ROLE
OF FAM I LY

CHANG ES I N
THE FAM I LY
STRUCTURE

Traditionally, India has been considered to be a family-centric society. 2020
has given a chance for family time to become a vital part of everyday life.
This has even led to family roles changing. Our survey showed that 60% of
them now have different family roles. Increased family time not only
strengthens family bonds but could also improve work-family balance. 73%
say that they have learnt something new from their family and another 52%
say that they exposed a different side of them to their families. This shows
that over time, trust among family has been built.

Family provides individuals with vital social support especially during a
crisis and could even result in lowering stress during the pandemic. 61%
say that family brings to them a sense of belonging while 63% say that
family is important to impart values. 61% say that the simple act of eating
together as a family has become one of the main acts of family bonding. As
families eat together, they are talking about their day and how they are feeling and coping with the pandemic. As families interact more, the understanding between them builds. Family units have become closer during
these hard times.

WHAT EVOLVED

61% say that family brings to them a sense of belonging

AS A CATEGORY?

while 63% say that family is important to impart values.
Individuals rely on family to impart values and for a sense of
belonging. Family units have become closer due to the pandemic

Friends & family

FAM I LY BON DI NG ACTIVITIES

Eating together - 61%

Cooking - 40%

Playing games - 30%

Video calls with
extended family - 25%

Quarantinsights

72% say that they miss spending
valuable time with their family
post lockdown.

FRIEN DSH I PS
DURI NG A
PAN DEM IC

Due to this deep connection formed with family 90% chose family over
friends. At the same time, 71% say that their friendships have also
strengthened during 2020. Technology has helped bridge the gap, enabling
constant communication. Relationships have improved not only through
physical proximity but also virtually.
The pandemic has also made individuals re-evaluate their lives and the way
they spend time. Individuals have begun realising that life is too short. This
has led to 72% reconnecting with many of their friends.During a crisis such
as the pandemic, relationships have become an important factor to relieve
stress, feel connected and supported.
Hence the role family and friends play in our lives have changed yet
strengthened in many ways. 72% say that they miss spending valuable time
with their family post lockdown, showing that the crisis has done more bad
than good to our interpersonal
relationships.

WHAT EVOLVED

The pandemic has also made individuals re-evaluate their lives

AS A CATEGORY?

and the way they spend time. Individuals have begun realising
that life is too short.

Friends & family

Quarantinsights
Key Actionables for your brand

Pick actionable and relatable
moments - deep dive into the
evolved family roles for your
category. Eg. you may now
be seeing more men in the
kitchen in your category.

1

It’s clear that the millennials
want to be connected, yet
have their individual sense
of belonging. Having said
that, they seem to be showing
their more authentic selves to
their families.

3

Millennials see through the
puffery and emotional
propaganda, so keep it real
and relatable. It is less over
the top, more understated
and real.

4

Roles of family and friends have
evolved over the time from
providers of safety to conﬁdants.

5

Reconnection is a large
underlying theme. But it is
less K3G and more
Kapoor & Sons.

6

Friendship and Family ties have
both strengthened. Choose the
setting of friends or family
depending on the role your category
plays in the consumers life.

2

Friends & family
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FOOD

CURATED WITH POOJA DH I NG RA
Founder & CEO at Le'15india. A Pastry Chef, An entrepreneur and a notable author.
/Le'15india

/PoojaDhingra
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55% of Indians do not see dining
out to be essential expenditure
anymore.

FOOD DURI NG
THE PAN DEM IC

The global health crisis prompted a sudden change in lifestyle, which in
turn altered food habits signiﬁcantly. The emergence of COVID-19 could
have had two effects on the eating habits of Indians. Firstly, due to the high
levels of stress, the basic response for survival is to look for food. This
could have led to stress eating and binging unhealthily.
At the other end of the spectrum, due to the additional time on hand, Indians could have found more time to plan out healthy meals for themselves.
As this, to a large extent does vary from person to person, the most deﬁnite
and common change was in their behaviour of dining out.

DI N I NG OUT
POST-COVI D

When lives were fast-paced and busy, dining out was one of the most
common activities Indians indulged in to connect with one another. The
pandemic changed that, as one of the biggest industries in India - the hospitality industry had to close for a few months. 55% of Indians do not see
dining out to be an essential expenditure anymore. The demands and expectations of the Indian consumer for food have also changed. The focus of
restaurants is to rebuild customer conﬁdence. 91% say that they will always
check for hygiene before they dine out and 56% are willing to pay extra for
hygiene certiﬁed restaurants. Another criteria is to maintain social distancing. 92% want restaurants to limit the number of guests at a time causing
the frequency of dining out to decrease. 85% say that they will eat out only
once a week. The culture of eating roadside food will decline as 55% of
Indians will not eat roadside food during most of 2020.

WHAT EVOLVED

The focus of restaurants will be to rebuild their customers’

AS A CATEGORY?

conﬁdence by ensuring strict hygiene and that safety measures
are in place.

FOOD

FREQU ENCY OF EATI NG OUT POST LOCKDOWN
Once a
week

Twice a
week

Thrice a
week

85%

3%

11%

Four times
a week

1%

N EW PREFERENCES WH I LE DI N I NG OUT POST
LOCKDOWN
91%

92%
56%

Will check for
hygiene standards

Will pay extra
for hygiene

Want limited
seating at a
restaurant

#HTTCTIC

81% of Indians would rather order
in food than dine out post the
pandemic.

DELIVERY
SERVICES

To survive during 2020, one of the alternatives restaurants took up was to
provide delivery services. 81% of Indians would rather order in food than
dine out post the emergence of COVID-19 in India. Indians are looking to
bring the restaurant experience at home to bring about a sense of normalcy
as 57% will prefer to order food 2-4 times a month.
The hospitality industry will have to deal with the new demands and
challenges of the post-COVID world. The challenges that restaurants face
might lead to new and creative ways to experience restaurants.

KEY CHANG ES

The hospitality industry will have to deal with the new demands and challenges of the post-COVID world. The challenges that restaurants face might
lead to new and creative ways to experience restaurants.

FOOD

DI N I NG OUT VS ORDERI NG I N POST LOCKDOWN

81%
Ordering In

19%
Dining out

FREQU ENCY OF ORDERI NG I N POST LOCKDOWN

58%

29%

HOURS
PER
WEEK

10%

3%
2-4 times a month
0 times a month
4-8 times a montht
More than 8 times a month

FOOD

03

#HTTCTIC

86% of Indians have learned to
cook during the pandemic.

COOKI NG

During 2020, as restaurants shut for commercial business from March and
only essentials were allowed to be delivered, Indians began to cook more
than before. 86% have learned to cook during the course of the pandemic.
With more time on their hands, people found themselves experimenting and
trying new recipes.
As people began seeking out for more ingredients while cooking, they had
to ﬁnd ways themselves to ensure hygiene. 49% cleaned their fruits and
vegetables by using water and salt. Noticing this trend in cooking, many
restaurants also began offering a set of ingredients to help people recreate
their signature dishes. Cooking with family also became one of the main
bonding activities for families.
The shift from dining out to cooking is one to stay as 87% of Indians say
that they continue cooking even post the pandemic.

KEY CHANG ES

The shift from dining out to cooking is one to stay as 87% of Indians say
that they continue cooking post the pandemic.

FOOD

M ETHODS USED FOR CLEAN I NG VEG ETABLES

Wash them
in water

Keep them
Use a
out of the combination
house for
of water &
a few hours salt/any
other home
solutions

36.7%
9.5%

48.7%

Branded
vegetable
washing
solution

5.1%

ORDERI NG G ROCERIES POST LOCKDOWN

54.9%
Go buy
yourself

54.9%
Order
groceries
online

ORDERI NG G ROCERIES POST LOCKDOWN

87%
Will
continue
cooking

80%
Have
Learned
cooking

#HTTCTIC

81% of Indians have been more
conscious of their food intake in
2020.

HEALTHY EATI NG

Due to the health crisis, despite high-stress levels, 81% have been more
conscious about their food intake. Indians have begun to choose healthier
alternatives to help build their immunity against the virus. 57% say that
they have been eating healthy at least 4 times a week.
The pandemic has made Indians more proactive about their health management. Many people have also found themselves writing detailed shopping
lists and meal planning to reduce the number of trips to the grocery stores.
79% of Indians have even tried healthy recipes.
This pre-planning enables healthy eating. 83% are very satisﬁed with this
positive change in lifestyle. 58% will also look for healthier alternatives at
restaurants.

WHAT EVOLVED

To reduce the number of trips to the grocery store, Indians have been meal

AS A CATEGORY?

prepping which has enabled healthy eating.

FOOD

HEALTHY EATI NG DURI NG AN D AFTER LOCKDOWN
During

Once a week

After

12.6%
6.4%

Twice a week

Thrice a week

11.8%
13.8%
18.7%
22.1%

Four times a week

56.9%
57.7%

#HTTCTIC

Key Actionables for your brand

1
3
5

Health consciousness has
accelerated shifting the
limelight towards more
health-focused products

Marketers will have to strike
a balance between what the
product claims and what
it delivers

Consumers are ready to
pay extra for hygiene
measures

2

Real healthy foods will have
to ﬁght against the proclaimed
healthy foods.

4

Efﬁcacy of the products on
health will be the name
of the game

6

Hygiene and food will become
the free returns of e-commerce

FOOD
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REMOTE
WORKI NG

#HTTCTIC

85% of Indian employees say that
remote working is the new normal

WORK FROM
HOM E DURI NG
THE LOCKDOWN

THE N EW
NORMAL

KEY CHANG ES?

Globally, workplaces have had to face their biggest challenge
due to the pandemic. All enterprises are in the process of, or will have to
re-engineer their business models as COVID-19 has forever changed their
working patterns due to the shift to remote working. 85% of Indian
employees say that remote working is the new normal, hence the upcoming
challenge is for work- places to curate a sustainable model that supports
remote working for a long term period.

Before the pandemic, work from home was not conventional in
India. It was believed that employees working at home were not as committed to the organization and reduced work efﬁciency. Hence, work from home
policies at workplaces, previously, were often very rigid and used only in
cases of emergencies. The lockdown has completely changed this, as
organizations were forced to accept remote working to continue with their
business. Now, 68% say that work continues smoothly even while working
from home. Many employers see the advantage of remote working, as 25%
say that they would like to work from home on all days. Another 23% said
that they would like to work from 2 days a week. The future at organizations
is a mix of employees working at the ofﬁce and at home. Business models
will have to adapt accordingly to support this new
working system.

The future at organizations is a mix of employees working at the ofﬁce and
at home. Business models will have to change to support this new working
system,

Remote Working

The number of days employers want
to work from home post lockdown.

2 days

23%

3 days

20%

4 days

12%

5 days

25%

All days

15%

1 day

5%

#HTTCTIC

85% say that work from home has
enabled a good work-life balance

TWO SI DES
OF THE COI N

COVID-19 is different from other crisis organizations have faced, as it is the
ﬁrst in an era of technology and communication advancements. This has
enabled organizations to continue business with limited interruptions.
Yet work from home is a different experience for all and comes with its own
advantages and disadvantages. 85% say that work from home has enabled
a good work-life balance. The cut in travel time and increase in time for
oneself and family has also helped with productivity. 68% say that they feel
more productive while working out of home.
Work from home presents its own set of challenges. One of the biggest disadvantages found in the survey is the lack of motivation. Communication
and coordination are also some of the difﬁculties they face. The lack of
interpersonal networking, spontaneous discussions and face- to- face
communication can lead to professional isolation. 60% say that work from
home has affected their mental health.
They feel that the way an organization can help to make remote working
better is by organizing frequent meetings for team building. Companies will
have to take steps to ensure that employees still feel one with the organization which can also in turn help with their mental health.

WHAT EVOLVED

Organizations will have to relook at their ofﬁce spaces due to the

AS A CATEGORY?

shift to remote working

Remote Working

Spaces that Indians want to work at post lockdown.

37.5%
Working from home

27.5%
Co-working space

27.5%
Ofﬁce space

#HTTCTIC

85% say that there should be no
pay cuts because they’re working
from home

I NVESTM ENTS

Organizations will face challenges in acquiring new clients, negotiating
existing contracts and revenues. There is also an increased demand for
companies to support the extra costs that employees have had to bear due
to working from home. 58% believe that companies need to pay their internet bills. Employees also believe that the value of working from home is
equal to the value of working from an ofﬁce.
85% say that there should be no pay cuts because they’re working from
home. With the economic crisis, there is increased pressure on cash flows
forcing organizations to re-strategize business models to reduce costs but
this should not be at the price of the employee.

WHAT EVOLVED

With the economic crisis, there is increased pressure on cash

AS A CATEGORY?

flows forcing organizations to re-strategize business models to
reduce costs but this should not be at the price of the employee.
This time period is a chance for organizations to relook at their
policies and models. They will need to embrace the shift to
remote working and work towards increasing teamwork and productivity for employees. At the same time, they will have to ﬁnd
new ways to keep up work culture while also relooking at the
future of ofﬁce spaces.

Remote Working

#HTTCTIC

Key Actionables for your brand

1

3

This category witnessed Work
From home to become a routine
part of many organisations in
the foreseeable future

The working class will invest in
the life aspect more than the
work aspect while striking the
work-life balance

2

4

As more people ﬁnd comfort in
remote working, adaptation of
ofﬁce-like spaces for Work From
Home at comparative price points
will unfold

A substantial opportunity emerges
for the furniture and the appliance
market to provide with products
adapting to the workspaces
at home

Remote Working

HOW 2020
CHANGED

M I N DFULN ESS

CURATED WITH RANVEER ALLAHBADIA
Founder of BeerBiceps Media, Co- Founder of Monk Entertainment.
A Social Media Influencer, Life and Career Development Coach & a Public Speaker.
/beerbiceps

#HTTCTIC

72% of Indians have been practising
mindfulness to deal with changes
due to the pandemic.

M I N DFULN ESS
DURI NG A
PAN DEM IC

The pandemic has been an unprecedented crisis and a difﬁcult time for all
Indians. As all modes of communication from media, to even conversations
with family and friends revolved around the virus, the common emotions
shared by all were fear, anxiety, panic and loneliness.
72% of Indians have been practising mindfulness to deal with these changes. The structure of work-life changing was one of the main concerns for
Indians. Hence 48% practice mindfulness with a focus on improving their
work life. Health during the pandemic has also been a cause of stress with
41% saying that they focus to be mindful about it now.

KEY CHANG ES?

Health and work have been the two main stressors in the lives of Indians
that they have chosen to be mindful about.

Mindfulness

I N DIANS THAT PRACTICE M I N DFULN ESS

Practice meditation - 72%

Don’t meditate - 28%

WHAT I N DIANS ARE M I N DFUL ABOUT
48%
41%
11%

Career

Health

Relationships

54% prefer self-meditation to guided meditation. Hence to educate themselves more about it, 78%
say that they listen to podcasts related to mindfulness. To improve their skills, 46% are open to
downloading an app for mindfulness.
61% say that the biggest obstacle they face when it comes to meditating at home is a noisy environment. To help with this and also balance work at home, 33% ﬁnd early mornings to be the best time
to meditate, while 29% prefer to do it at night.
Due to the inclination towards self-meditation, the majority see mindful- ness as a low investment activity. 54% are willing to spend Rs. 500 and less for it.

THE WAYS I N DIANS LEARN MORE ABOUT M I N DFULN ESS

Podcasts - 78%

Applications - 46%

EXPEN DITURE ON M I N DFULN ESS
500

54.1%

1000

25.5%

2000

10.8%

3000+

9.6%

#HTTCTIC

There is a growing interest in
mindfulness as 89% say that they would
prefer meditation camps than drinking parties as their company oﬀsite.

M I N DFULN ESS
I N WORK
CULTURE

To cope with the stress of everyday life, many Indians have been turning to
more traditional methods like meditation and mindfulness. Hence even the
22% that do not practice it, show a large interest in it. 62% say that the
reason they do not meditate is because they don’t know how to.
Hence 66% say that podcasts will help them consider practising mindfulness. Even though they do not currently practice meditation, they believe it
is a necessity at workplaces. 82% say that they would like a mindfulness
programme within their corporate structures and 89% say that they would
prefer meditation camps to drinking parties

WHAT EVOLVED

The major factor stopping Indians from meditation is that they

AS A CATEGORY?

don’t know how to.

Mindfulness

#HTTCTIC

Key Actionables for your brand

1
3

Mindfulness linked to career
growth is an opportunity
that has unbolted

While it is a priority, it is still a
low investment and will witness
quality disruptions at various
price points

5

2
4

There is a growing influx of
being a practitioner everyday

The need for tech-based solutions
for mindfulness will see a rise

6

Company off-sites will be redesigned, focusing more
towards the individual development than mere fun

Mindfulness

HOW 2020
CHANGED

SHOPPI NG

CURATED WITH MASOOM M I NAWALA
CEO at Miss Style Fiesta. A Beauty & Lifestyle Influencer and an Entrepreneur
/masoomminawala

#HTTCTIC

SHOPPI NG I N
POST LOCKDOWN
I N DIA

As the pandemic affected the daily lives of people, a large shift was seen in
their purchasing behaviour. Our survey shows 74% saying that their spending habits have changed. This shift in the mindset of Indian consumers has
led to conscious consumption.
As Covid-19 affects the economy worldwide, the Indian consumers are
rethinking their spending habits with more focus on bringing value to both
themselves and society. The trend of purchasing only essential goods is
one to stay, as 62% say that they will not spend as much on luxury goods.

73% say that they have actively been seeking to purchase more from small
businesses. While 72% also said that they don’t mind paying extra if the
product is environment friendly. The pandemic has forced people to be
more aware of the impact of their purchasing decisions on both them and
the people around them.

Purchasing behaviour of the Indian consumer
post lockdown

60%
72%

62%

73%

Buying from small businesses
Environmentally conscious
Brand conscious
Cut on luxury goods

#HTTCTIC

80% say that the hygiene of a
store is the most important
deciding factor.

N EW DEMAN DS
I N THE RETAI L
WORLD

The retail industry was one of the hardest hit in 2020 in India. As we inch
closer towards the pandemic, retailers have had to change their business
model to suit the demands of the post lockdown Indian consumer. As the
fear for health still remains, 80% say that the hygiene of a store is the most
important deciding factor and 62% are not comfortable with using trial
rooms. They prefer to not visit malls during the weekends or during sales
due to the fear of crowds.
The pandemic has also accelerated the shift to a cashless society with 87%
saying that they will rather pay by online wallets or cards. Retailers need to
adapt to approach new business models that compliments the new consumer behaviour and makes the consumer feel more comfortable to return
to their stores

WHAT EVOLVED

Retailers need to adapt to approach new business models that

AS A CATEGORY?

compliments the new consumer behaviour and makes the

= 10 people

consumer feel more comfortable to return to their stores

France

Italy

Spain

Germany

Portugal

SHOPPI NG

Important factors for a consumer in retail shopping

08%

12%

80%

Discounts

Support staff

Hygiene of the store

Consumers fear with oﬄine shopping

Trial Rooms

Crowd due

Crowd on

62%

to sales

weekends

76%

88%

#HTTCTIC

As the retail business took a large hit, there has been a rise in e-commerce.
The pandemic compelled shoppers to use online channels for all products.
Retailers have hence had to reconsider their e-commerce strategy to reach
a broader set of customers. 81% say that online shopping is easy for them
and another 67% chose it as their preferred mode of shopping over going to
a mall or a market.

E-COM M ERCE
BOOM

The frequency of shopping hasn’t reduced, with 55% saying that they will
shop online once or twice a month. Online shopping hence proves to be a
new trend that is here to stay. E-commerce has proven to be a recovery
strategy for retailers, as it is a quick way to increase productivity, reduce
costs, and reach a wider audience.

WHAT EVOLVED?

Retailers have seen a dramatic change in the supply chain as they adopt
the new Direct to Consumer models

Preﬀered method of shopping post Lockdown

67%

26%

7%

Shopping Mall

Online shopping

Market

Online shopping frequency by Indian consumer

55%

31%

9%

5%

1-2 times

Once in 3

Once in 6

Once a

a month

months

months

year

However, retailers will have to adapt to the new consumer demands to
make the customers feel more comfortable to return to stores. Clothing trials and shopping patterns
have changed drastically as brands will be forced to weave the offline and online world, as 80% say that
the hygiene of the store is the most important factor while shopping.
The pandemic has led to Indian consumers being more aware of the impact of their purchasing decisions, where they will spend the majority of their money on essentials and environmental friendly businesses. We see a huge potential for ECO-Startups.

SHOPPI NG

#HTTCTIC

Key Actionables for your brand

1

Emphasis on hygiene may
help retailers and product
companies drive premiumization

3

More frequency in online
shopping is a trend that is
here to stay

5

Brands will invest in easy
purchase options that are
viable online and work towards
converting the offline buying
experiences into online oness

7

2

4
6

For the ﬁrst time, this year, the
discount seeking Indian customer
has put something above price
consideration. If this is a trend that
will stay or fade, is yet to be seen

Retail stores will have to transform
themselves into advertisements

Virtual and Augmented Reality
will play an increasingly
signiﬁcant role

Indians will become more empathetic towards small
businesses. Having said that, the Indian consumers
will continue to remain price sensitive

SHOPPI NG

HOW 2020
CHANGED

FITN ESS

CURATED WITH RANVEER ALLAHBADIA
Founder of BeerBiceps Media, Co- Founder of Monk Entertainment.
A Social Media Influencer, Life and Career Development Coach & a Public Speaker.
/beerbiceps

#HTTCTIC

QUARANTI N E
FITN ESS

As 2020 brought about a structural change in their daily lives, individuals
had to adapt. The closure of the ﬁtness centers post March 2020 posed a
challenge for Indians to continue with their ﬁtness routines. However, 77%
kept up with their ﬁtness routines during the course of the pandemic. The
23% that do not have a ﬁtness routine during the pandemic, did not work
out previously either. Hence, ﬁtness has become an important aspect of the
daily life of Indians.

FITN ESS DURI NG THE LOCKDOWN

77%
of Indians have
worked out during
the lockdown
23%
Haven’t worked out
during the lockdown

REASONS FOR NOT KEEPI NG A FITN ESS
ROUTI N E DURI NG THE LOCKDOWN

81%

Laziness

10%

8%

Don’t take
ﬁtness seriously

Lack of
space

M I N DFULN ESS I N WORK STRUCTURES

81%

81%

Mindfulness
programme

A Meditation
room

89%

Included as a
company offsite

REASONS THEY DON’T M EDITATE
Unaware on how
to meditate

62%

Cannot concentrate
for a long period
of time

18%

Lack of time

16%

Don’t believe in
meditation

14%

REASONS THEY WI LL CONSI DER M EDITATION
Peers

17.7%

A coach

58.1%

Books

29%

Podcasts

66.1%

Filmstars

8.1%

#HTTCTIC

80% say they have been working
out for more than four times a
week

LOCKDOWN
FITN ESS
ROUTI N E

Indians adapted to be able to continue their ﬁtness routine at home to lead
a healthier life and build a stronger immune system. With more time on
their hands during the lockdown, 80% say they have been working out for
more than four times a week.
Due to the lack of equipment at home, 74% have been doing freehand
workouts, 35% yoga and 43% have been using weights at home to work out.
42% report that the main goal for their workouts is to gain muscle and stay
healthy. This has led to 57% saying that they have been losing weight
during the course of the pandemic. Home workouts have made Indians utilise their space and household items in innovative ways. Many Indians have
also designated a certain room or area in their house as a gym.

KEY I NSIG HT

Home workouts have led Indians to utilise their space and
household items in innovative ways.

FITN ESS

HOM E WORKOUTS BY I N DIANS

74%
Free hand workout

31%
Walking

43%
Weights

35%
Yoga

17%
Walking

#HTTCTIC

54% say that they are willing to
spend less than Rs. 1000 on
ﬁtness.

I NVESTM ENTS

As a large majority of Indians shifted to home workouts, they cut down on
their expenditure for ﬁtness. 54% say that they are willing to spend less
than Rs. 1000 on ﬁtness.

WHAT CHANG ED

Indians have drastically reduced the amount they are willing to invest in
their ﬁtness.

FITN ESS

HOM E WORKOUTS BY I N DIANS
INR 1,000

54%

INR 1,000 - 2,500

30%

INR 2,500 - 5,000

12%

INR 5,000 - 10,000

4%

EQUI PM ENT BOUG HT BY I N DIANS
DURI NG THE LOCKDOWN
Free weights

33%

Yoga mat

28%

Resistance band

16%

Running shoes

15%

Punching bag

2%

Nothing

24%

#HTTCTIC

72% use Youtube ﬁtness videos for
their workouts.

TECH NOLOGY
& FITN ESS I N
2020

As technology has played a large role in everyday life during the course of
2020, for ﬁtness Indians have chosen a different route. Only 42% use ﬁtness
apps for their workout and 96% use free ﬁtness apps. 72% use Youtube ﬁtness videos for their workouts. In addition, 83% do not use a smartwatch to
track their workouts as 60% do not think it helps their ﬁtness lifestyle.
Hence, for ﬁtness Indians are using free and readily available content.

WHAT EVOLVED

Indians are using Youtube as their primary source of information

AS A CATEGORY?

due to free and varied content available on the platform.

FITN ESS

TECH NOLOGY USED BY I N DIANS FOR THEI R WORKOUTS
Paid ﬁtness apps

4%

Unpaid ﬁtness apps

96%

Smartwatch

17%

Youtube videos

72%

The new trend in ﬁtness is home workouts as 60% say that they will continue with it.
This will be a challenge for the ﬁtness industry. They will have to leverage digital
platforms to create a connected experience with their customers to survive in the post
COVID world.

#HTTCTIC

Key Actionables for your brand

1

Customer propensity to spend
on gyms and ﬁtness centres
has reduced drastically.

3

Consider creating ﬁtness
content with experts and
releasing it.

2

With free content widely available
on the internet, customers are
not willing to pay for ﬁtness.

4

Use of spaces creatively with
multi-functional equipment will
see a spike.

FITN ESS

HOW 2020
CHANGED

TECH NOLOGY

CURATED WITH VARUN KRISH NAN
Founder & Editor- In- Chief at FoneArena & a Technology Expert.
/Varun Krishnan

#HTTCTIC

64% say that they will not be able
to continue with their work
without a mobile

THE ROLE OF
TECH NOLOGY
I N 2020

The lockdown measures have led to the need for remote working and
remote learning. Families have had to embrace technology more into their
daily lives to adapt to the new normal. 92% say that technology has helped
them stay connected with people demonstrating how important technology
can be in times of change and uncertainty
The need for remote working and remote learning in 2020 . Families have
had to embrace technology more into their daily lives to adapt to the new
normal

THE MOBI LE

India has always been a mobile-ﬁrst nation. 64% say that they will not be
able to continue with their work without a mobile. 70% downloaded and
used social apps the most. Video calling apps have been ingrained in the
everyday life of individuals. It is used for remote working, learning and
played a huge role in being social during the year 2020. Although it can be
frustrating with the technical glitches, lack of contact, it has in many ways
brought people closer than before. 50% say that they continue using video
conferencing apps post lockdown.

KEY I NSIG HT

India is a mobile-ﬁrst nation and apps have helped people stay connected
through the pandemic.

TECH NOLOGY

APPS USED DURI NG THE PAN DEM IC
Social

70%

Games

10%

Productivity

14%

Entetainment

6%

APPS I N DIANS WI LL CONTI NU E USI NG
POST LOCKDOWN
Video calling apps

50%

Productivity apps

36%

Gaming apps

9%

Fitness apps

5%

#HTTCTIC

83% say that they are happy with their
Internet service provider as, despite an increase in usage and time, there have not been
large interruptions.

THE I NTERN ET

The internet has been at the epicentre of India’s digital growth. Ever since
the emergence of COVID-19, the average time spent on 4G network went up
by 2.2 hours. 42% of the users stated that the most used feature on their
phone during the course of the pandemic was hotspot as people found it
faster and more resilient than their network connections. Despite a surge in
the usage and time, internet service providers stayed resilient and were key
in helping India stay connected through the crises.

WHAT EVOLVED

Internet service providers have been key in helping India stay
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connected through the crises.

TECH NOLOGY

MOST USED FEATURES ON THE PHON E

30%

45%

15%

20%

TECH NOLOGY USED TO ACCESS I NTERN ET

73%

23%

Wiﬁ

Hotspot

4%

Dongle

#HTTCTIC

46% say that they will be
investing in more technology post
2020.

I NVESTM ENT

As remote education and working have become integral, 52% will be investing towards advanced technological aids, like a laptop; 43% are willing to
invest more in apps that aid with remote working.
India is one of the few countries that have an economical rate for mobile
networks, hence there has been an upsurge in 4G internet. With 77% of
Indian consumers saying that they are willing to spend less than Rs. 1,000
for their Internet service, it is now a challenge for the technology sector to
bridge the digital literacy rift even further and provide equal opportunities
for all.

WHAT CHANG ED

It is now a challenge for the technology sector to bridge the digital literacy
gap even further and provide equal opportunities for all.

TECH NOLOGY

#HTTCTIC

73% say that they are likely to use an
online health service as there is a fear
of contracting the virus during a visit to
the doctors.

SH I FT TO THE
VI RTUAL

Technology-driven solutions are coming in handy in all sectors. 73% say
that they are likely to use an online health service to ensure safety. This
has led to doctors reaching out to their patients virtually.
An advantage that was seen globally with the introduction of virtual events
was the diversity of participation. This led to a greater chance of learning,
discussing and networking more than before from the comfort of one's
home. Hence 52% say that they would rather attend virtual events.
The digital culture has flourished due to the pandemic and hence the next
step for all sectors is to take advantage of this shift in the global market
and leverage the digital tool available.

WHAT CHANG ED?

Virtual events will continue post-lockdown as it enables a diversity of
participation.

TECH NOLOGY

#HTTCTIC

Key Actionables for your brand

1

Since India is a mobile-ﬁrst
nation, the tech gap between
mobiles and laptops has
reduced as remote work
becomes a signiﬁcant factor

3

2

Even in the lockdown, the social
media did not witness a beating
while everybody found creative
ways to engage in it. The social
media boom is here to stay

The gap created by TikTok
could still be waiting to
be ﬁlled

TECH NOLOGY

HOW 2020
CHANGED

E-LEARN I NG

CURATED WITH KARAN SHAH
Founder and Director at IIDE. An Educationalist & a Public Speaker.
/Karan Shah

#HTTCTIC

46% of Indians who have been
e-learning say that their perception
of e-learning has changed now

E-LEARN I NG I N
THE FUTURE

E-LEARN I NG
DURI NG THE
PAN DEM IC

The pandemic acted as a catalyst for remote education with 96% of learners
shifting to e-learning. Applications that assisted with online courses saw
almost a threefold increase in downloads, which was completely unprecedented. Other than students, an increasing number of professionals have
been using the extra time to build their skills by taking online courses.

The pandemic has changed the dimensions of education and the time spent
on it. 46% of Indians who have been e-learning say that their perception of
e-learning has changed now. Many professionals have been e-learning
during the pandemic as building a skill during an economic crisis is not
only helpful but also can give one a sense of control that will help one cope
with the anxiety of the pandemic.
The crisis has forced Indians to embrace the digital world and technology
that can help continue the education system. The top e-learning platform
that has been used is Udemy. As the world shifts online due to the
pandemic, 85% have shown interest in digital marketing courses as there is
a growing interest in building skills related to the digital world..
E-learning allows for time flexibility which makes it popular during the
pandemic due to which 64% of the learners have devoted up to 10 hours per
week for their online courses. Many platforms began offering their courses
for free due to the increase in demand during the pandemic which is why
88% of the learners are ready to invest Rs 0-1000 in their online classes.
As e-learning bridges the gap in literacy, with free courses to make it easier
for all sections of society to access it, individuals without reliable access to
the internet and technology still struggle with access to digital courses.

WHAT EVOLVED

Many professionals have been e-learning during the pandemic as
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building a skill during an economic crisis is not only helpful, but
also can give one a sense of control that will help one cope with
the anxiety of the pandemic.

E-LEARN I NG

FACTORS THAT STOPPED USERS FROM E-LEARN I NG
PREVIOUSLY

Didn’t have a
Time
Lack of
need for it constraints options
available

46.2%

Didn’t
think it
was
effective

23.1%
51.3%

24.8%

TI M E SPENT ON E-LEARN I NG PER WEEK

64%
HOURS
PER
WEEK

28%

2%
0-10 hours a week
10-20 hours a week
20-30 hours
30+ hours

6%

I NVESTM ENT I N E-LEARN I NG
88%

10.6%

INR
1,000 - 10,000

INR
11,000 - 21,000

1.4%

Above
21,000

#HTTCTIC

78% say that the biggest challenge
they have faced is ﬁ nding reliable
and eﬀective courses.

WHY NOT
E-LEARN I NG?

As people have been using e-learning platforms profusely, there are a lot of
advantages that they have discovered. 75% say that the time flexibility that
online courses allow is the most helpful as it enables one to go at their own
pace and choose to concentrate on concepts they ﬁnd important and
interesting.
E-learning also enables one to access courses from international
universities that they previously would not have been able to afford. As the
rapid shift to e-learning was unplanned, there was little to no time for these
enterprises to build a more robust system that answered all the needs of
the students. However, 78% believe that e-learning is the future as its success in present times is one that cannot be ignored.

WHAT CHANG ED?

As the rapid shift to e-learning was unplanned, there was little to no time
for these enterprises to build a more robust system that answered all the
needs of the students.

E-LEARN I NG

CHALLENG ES OF E-LEARN I NG FACED BY E-LEARN ERS
AN D CLASSROOM LEARN ERS
Classroom learners

Finding reliable and
effective courses

Length of courses

Lack of accredited
courses
Lack of human
interaction

Sitting in front of a
screen for long hours

E-learners

77.8%
52.7%
11.1%
23.6%
66.7%
28.3%
22.2%
53.2%
22.2%
56.1%

#HTTCTIC

76% believe that e-learning is the
future, 81% will still choose
classroom learning over e-learning.

E-LEARN I NG I N
THE FUTURE

As successful as e-learning has been, there are various factors which are
disadvantageous in ways like - sitting on the laptop for a prolonged period,
difﬁculty in ﬁnding reliable courses, so on and so forth.
Traditional classroom learning in India is still the norm and it is equally
important to understand the 4% that is not e-learning. It is necessary that
e-learning platforms step up to an increase in this demand to provide more
and better courses as 56% say that they haven’t taken online courses due
to the lack of options available and 78% say that the biggest challenge they
have faced is ﬁnding reliable and effective courses.
While 76% believe that e-learning is the future, 81% will still choose classroom learning over e-learning. This is why, successful e-learning will have
to go beyond replicating the classroom experience through video conferences but also include tools that enable collaboration and engagement.
Personalization of online courses will also help increase its popularity and
reach a larger audience.

WHAT EVOLVED

Successful e-learning will have to go beyond replicating the
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classroom experience through video conferences but also include
tools that enable collaboration and engagement.

E-LEARN I NG

FACTORS THAT STOPPED USERS FROM E-LEARN I NG

Advantages

Disadvantages

75.2%

74.8%

Flexibility of time

Classroom experience
39.1%

59.2%

Flexibility of modules

Practical application
74.8%

66.8%

Access to Practical Review Mechansim

Access to international courses
4%

20.2%

Depth of topic covered

Focus/ attention loss
50.4%

Cost Effectiveness

CLASSROOM LEARN I NG VS E-LEARN I NG
Yes
Would you choose
e-learning over
classroom learning?

No

19.3%
80.7%

#HTTCTIC

Key Actionables for your brand

1

3

While 81% still choose the
classroom experience over
e-learning, the future of
education is a hybrid model
which takes the learnings from
the pandemic to include digital
tools in the classroom to make
a more holistic experience
for individuals.

People have realised the
importance of e-learning,
and it being a viable and a
comfortable option, that is
here for the long haul

2

4

It is possible for e-learning
to become an integral
component in classroom
education.

With the time saved on the ofﬁce
commute, people are investing
more time in e-learning i.e. upto
10 hours a week

E-LEARN I NG

THAN K YOU FOR READI NG!
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