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I. INTRODUCTION 

India is still, a growth story- a big growth story. 

Even assuming conservative GDP increases  of 6% to 

7% a year, we expect consumption expenditures to 

rise by a factor of three to reach $4 trillion by 2023. 

India’s nominal year-over –year expenditure growth 

of 32% is more than double the anticipated global 

rate of 5% and will make India the third-largest 

consumer market by 2023. 

Rising affluence is the biggest driver of 

Increasing consumption, affluent, aspirers, next 

billion, and strugglers. the top two income classes are 

the fastest growing. 

Behind the growth headlines is an even more 

important story. Consumer behaviors and spending 

patterns are shifting as incomes rise and Indian 

society evolves. These shifts have big implications 

for hoe companies position themselves now. 

The evolution in consumer behaviors is playing 

out largely as we predicted four years ago, but, 

Inevitable, new developments, as well as twists and 

turns, are affecting consumer attitudes and 

consumption.  

This paper examines the factors that are shaping 

India’s complex and growing market, consumers 

evolving spending patterns, the increasing and 

substantial Impact of digital technologies on 

spending, and emerging trends that could alter 

spending. it presents an assessment of how companies 

need to adjust their strategies and models to meet 

shifting circumstances. 

Spending Patterns Evolve 

Rising incomes affect spending patterns in 

various categories differently. Certain categories (and 

subcategories) become more or less relevant to 

consumers as their incomes increase. The BCG 

CCT’s most recent consumer survey in India studied  

Consumption in more than 30 categories that fall into 

three broad purchase groups: 

Small Pockets of Big Opportunity 

Despite India’s extraordinary diversity marketers 

have historically employed  a broad-brush regional 

approach based on Zones, regions, or city tiers (See : 

Street-Level Segmentation in India  Winning Big by 

Targeting small,” BCG article, December 2015). This  

approach has severe shortcomings, as these broad 

regional cuts cannot capture India’s diversity or the 

substantial pockets of affluence that exist throught the 

country for example, a significant  proportion of 

India’s, a significant proportion of India’s elite and 

affluent families live outside major metropolitan 

centers. 

The best opportunities in major metropolitan 

areas may be concentrated in a small set of 

micromarkets, depending on the consumer segment 
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that a company wants to reach for example, some 40 

(of 97) micromarkets in Mumbai are home to 80% of 

the city’s elite and affluent house-holds Of those 

40,14 have 80% of the city’s premium clothing stores 

and 25 have 80% of the premium electronics stores. 

Similar breakdowns can be applied to New Delhi and 

other major cities. 

Many attractive microomarkets can the found 

outside the big metropolitan centers, 22of the top 50 

micromarkets in India ( measuredby the number of 

elite and affluent households), Including 5 of the top 

10, are in small cities. Consumption takes off at a 

certain income level. 

 Consumption increases linearly with income. 

 Consumption increases slightly with income  

 Consumption stabilizes after a certain income 

level is reached. 

 Consumption decreases after a certain  income 

level is reached. 

 Changing Spending Behaviors 

 Profiles of two Aspirer Households 

The evolving circumstances, behaviors, 

aspirations, and consumption patterns of Indian 

consumers are evident in a comparison of aspirer 

class families with whom we spoke during our 

research for our 2012 and 2017 reports. 

Shabahat and Nishat Fatima when we met 

Shabaht, aged 39, his wife, Nishat Fatima, 30, and 

their two children, 11 and 9, in 2011, Shabahat was a 

secondary school teacher and Nishat Fatima, a 

housewife. 

They lived in a two-bedroom apartment, owned 

by Shabahat’s father, in Ghaztabad, Ultrar Pradesh. 

Their annual household income ranged from $8,500 

to $9,000, and their consumption expenditures totaled 

70% to 80% of their income. 

Their consumption expenditures broke down as 

follows: 

 Food.30% to 35% 

 Education and Leisure.15% to 20% 

 Clothing. 10% to 15% 

 Transportation and Communication. 10% to 

15% 

 Housing. 10% to 15% 

 Health Care. 5% 

 (Other (including Personal Care, Loan 

Repayments, Socializing.) 10% to 15%. 

 Influences on Buyer Behaviour 

Bayer  decisions are strongly influenced by 

variables like cultural and social factors. Personal 

factors like demographics, self concept, lifestyles, 

and personality  (the  last  two are also called 

psychographic  variables. 

(i) Cultural Influences 

Culture refers to a set of values, or beliefs which 

guide the individual’s behavior.  In a way, culture is 

normative as it prescribes norms of acceptable human 

behavior. Put in other words, culture refers to values, 

ideas, attitudes, and other meaningful symbols 

created by people to shape human behavior and  

theartefacts and material dimensions. the abstract 

dimensions affect consumer preferences. Abstract 

elements of culture include values, attitudes, ideas, 

personality types, and summary constructs like 

religion. Material Components.on the other hand, can 

be described  as cultural artefacts or the material 

manifestation of culture. For example, beef is not  

readily accepted in Hindu society and likewise pork 

in Muslim society. It is important to understand, that 

culture influences human attitudes and behavior. 

Some of the attitudes and behavior influenced by 

culture are: 

 communication and language 

 dress and appearance 

 food and eating habits 

 time and time consciousness 

 relationships (family, organizations, government, 

and so on) 

 values and norms 

 beliefs and norms 
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 mental processes and learning 

 work habits and practices 

Values are shared beliefs or group norms 

internalized by individuals, perhaps with some 

modifications. These lay down the behavior rules for 

an individual member of the group Values, in any 

culture, are developed through the process of 

socialization and acculturation. Refusing beef, 

onions, or garlic by a Hindu buyer is value developed 

through socialization. the use of a fork or knife to eat 

food by an Indian family is a value acquired through 

acculturation. 

Figure. 1 Environmental influences on consumer 

decision and Marketing Strategy-Internalization of 

Values 

 

(ii)Social Influences: Man is asocial creature. 

Hence, his or her behavior is greatly influenced by 

social factors like reference group pressures. 

Reference group here refers to peers, relatives, 

neighbours, and friends, Often, a strong positive word 

of mouth publicity will invariably lead a brand to 

higher market shares. As we shall see in the chapter 

on product Policy, a new product’s chances of 

success are substantially  improved, when it has the 

support of buyers who are perceived as opinion 

leaders by the target market. Diffusion of an 

innovation or a new product idea in a society is 

essentially a trickle down phenomena-from opinion 

leaders to others who may be perceived as opinion 

leaders by the next group of customers. 

(iii)Opinion Leadership: Opinion leadership is 

the process through which a person or group, called 

the opinion leader, influences the actions, views, and 

attitudes of others. This influence may be oral and of 

an informal nature, and is often supported by actions 

that imitate those of the opinion leader. the informal 

flow of consumer related influence between two 

people is called word of mouth communication. word 

of mouth implies personal, face to face, or telephonic 

communication. Opinion leaders are often 

considered, sources of highly credible and valid 

information, as they are supposed to be neutral about 

product information.  Therefore, the information that 

they transfer is considered valuable. 

Opinion leaders in any society could be any or all 

of the following: 

 celebrities –film, sports, social, corporate 

 experts-professionals 

 common man 

 executive/employee 

 spokesperson/ salesman 

 dealer 

 opinion leaders fulfill a number of needs for 

opinion receivers: 

 They provide new product or new usage 

information 

 They reduce the risk of opinion seekers by 

providing first-hand information about a 

specific product or brand 

 They reduce the search time entailed in the 

identification of aneeded product/ service  

 Today, companies have identified celebrities 

as their brand ambassadors. The purpose of 

doing so, is to communicate brand values 

through individuals who are perceived by 

society as personally possessing them. 

(iv). Demographic Influences: An individual 

customer’s age, sex, marital status, income, 

occupation and geographic location also affect his or 

her consumption pattern. it is from this point of view 

that we have a child market, youth market, teenage 

market, adult market, and senior (old people) market. 
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we also have low income, middle income, higher 

middle income, and higher income markets  In fact, is 

that people having common demographic 

characteristics behave in an identical manner and will 

have the same preferences. Demographic 

characteristics have also served as the basis of 

segmenting the market. 

Self Concept Each of us has a self image. thisself 

image is based on the person(s) whom we see as our 

role models. We then and behave like these role 

models, believing that we are them. this affects our 

dress, hair styles, and almost every other thing 

including our table manners. this concept of self 

image has been termed as self concept. 

Theself image could be an individual’s own 

perceived image(this may, even be termed as ideal 

self image) and actual image based on how others 

perceive the individual. there could, at times, be a 

conflict between the two. All individuals try to bring 

about a congruence between these two sets of their 

images. 

Recent researches in consumer behavior, have 

concluded that a large number of products like credit 

cards automobiles, readymade garments, designer 

ware, cosmetics, and perfumes are bought because of 

this variable . Often a demographic variable like 

income is not important in purchase decisions for 

these products.  

These researches suggest that a marketer needs to 

study the self concept of his target buyers and 

accordingly design products, packaging, and 

advertising strategies that will help reinforce this self 

concept. Once again take a look at the Citibank credit 

card advertising campaign. Also take a look at  the 

campaigns of Shoppers’ Stop, Dinesh Suiting’s with 

Sunil Gavaskar, Raymond’s with well known 

celebrity endorsements. All these campaigns are 

aimed at customers, who have a specific self concept 

of themselves. 

Psychographic Variables 

Besides self concept, today psychographic 

factors also play an important role in the buyer’s 

decisions. These factors refer to lifestyle or 

personality. Psychologists, tells us that an 

individual’s behavior is afunction of these two 

factors. 

Lifestyle Life style refers to the beliefs, attitudes, 

interests, and opinions that an individual has about 

him self, his family, and the world. Put in other 

words, it is the individuals way of living in the world, 

as reflected by his attitudes, interest, and opinions. 

Contemporary researches, show that even through 

two customers may share common demographic 

characteristics, the two may differ significantly in 

terms of their lifestyles. Hence, a product or a brand 

positioned for customer like them may not be bought 

byone of the customers, because he or she may not 

perceive the brand or product as suiting his or her 

lifestyle. Lifestyle portrays the whole person 

interacting with his or her external environment. it is 

more than just the social class 

 

II. CONCLUSION 

In conclusion therefore, the consumer, the most 

critical component in the marketing  strategy of an 

enterprise, needs to be studied in depth. Even though 

consumer behavior cannot be precisely quantified and 

marketing decisions have to be based on probabilities, 

it is much better to know this behavior and then take 

decisions rather than taking them without any study. 
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An excellently engineered   product, may fail just 

becasuse the consumer does not identify himself with 

it. Hence a company must understand how the buyer 

decides infavour of one brand or product, what  

motivates  him or her to select an alternative and who 

influences him or her to buy the brand or product. it is 

the  important  to study how much time  a customer 

spends on evaluating different brands and prices in 

the same product category. 
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