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General Behavior 2

Values

Indian consumers place significant 
importance on environmental 
preservation, patriotism, knowledge, 
and individuality. They rate pleasure 
highly but show less focus on enjoying 
life and leisure activities. Compared to 
global norms, material security is a 
lower priority for them.

Mood

Indian consumers place significant 
importance on environmental 
preservation, patriotism, knowledge, 
and individuality. They rate pleasure 
highly but show less focus on enjoying 
life and leisure activities. Compared to 
global norms, material security is a 
lower priority for them.

Lifestyles

Indians actively participate in 

environmental activities despite facing 

barriers. They have a more positive 

outlook on aging, with a notable 

expectation that future retirees will 

take on caregiving roles rather than 

focusing on house projects. Current 

retirees, however, tend to engage more 

in hobbies and travel than anticipated.

FMCG Purchase 
Attitudes

Indian shoppers are more likely to 

scrutinize product labels and prefer 

items that align with their personal 

beliefs. They value product 

provenance and brand quality over 

price and customization. They are 

more inclined to buy in-store items 

online from other merchants and are 

less engaged with social media 

shopping.
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Technology Behavior

Tech attitudes

Indians have a generally positive 

outlook on technology’s future impact, 

though they exhibit some hesitation 

towards AI. They are upbeat about 

technological advancements and their 

potential benefits.

Tech Ownership/ 
Purchase/Intent

Indians use tech devices at average to 

high rates, particularly favoring 

smartwatches and fitness bands. They 

show notable interest in technologies 

such as alternative engines and self-

driving cars, reflecting a forward-

looking approach to tech.

Tech Use/Activities

Indians engage frequently with 

technology, maintaining average use 

of streaming services and high daily 

visits to social media. They place 

significant importance on social media 

for entertainment and 

news/information.

Gaming/social media/
Video streaming

Indian consumers have an average 

engagement with video gaming and 

streaming services. They visit social 

media daily and consider it a crucial 

source for both entertainment and 

information.
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Category Behavior

Automotive

Indian households are somewhat less 

likely to own cars, with a preference 

for hatchbacks over sedans. Electric 

scooters and motorcycles are more 

popular, and there is strong interest in 

alternative engines and self-driving 

cars. Indians find electric vehicles 

appealing due to their environmental 

benefits.

FMCG Consumer 
Preferences

Indians are less likely than average to 

use tobacco or alcohol and are more 

focused on the health and 

environmental impacts of food and 

personal-care products. Personal 

expression through appearance is also 

a significant aspect of their lifestyle.

Home

Indian homes are generally larger than 

average, though many residents are 

unsure of their exact size. Homes are 

seen as a reflection of personal 

expression, aligning with the Indian 

value of individuality.
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Values segments
% distribution

Global India

Discoverers

Indulgers

Elementals

Mindfuls

Aspirers
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Mood 
Confidence & Environmental redress

How confident are you that 12 months from now your personal economic 

situation will be better than it is today? 

%distribution

If a company engaged in unethical environmental business practices, what 

would they need to do to convince you to keep buying their products?

%

Global India

Very confident

More confident than not

Not very confident

Not at all confident

Don't know

Openly admit
to their

behavior

Admit to and
immediately
correct their

behavior

Correct their
behavior and

also take steps
to address the

issue by
supporting a
social cause

I would no
longer trust

them and stop
buying their

products
altogether

I would
continue

buying their
products no
matter what

they do

Don't know

Global India
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Do you avoid or minimize any types of ingredients or foods in your diet for 

any of the following reasons?

% yes

60
60

For my health in general

To maintain or control my weight

Because it is better for the
environment

Because of a specific health
condition (e.g., diabetes)

Because of food allergies or
sensitivities

Because of religious requirements

Other

I do not avoid or minimize any
types of ingredients or foods

India Global

Food ingredients
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Consumer 
Food & Beverage

NIQ Consumer Life Global 2024, F28 (global = 18 countries)
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When you shop for products you consume or put on your body (e.g., food, 

medication, beauty products), which of these influence your purchase 

decisions?

% 

58

2

58

None of these

Is GMO-free (does not have
genetically modified ingredients)

Has minimal packaging

Is made with a small number of
ingredients that you recognize

Is animal-friendly

Is recommended by a
professional/expert

Is made in your country

Is organic

Is environmentally
friendly/sustainable

Is natural/free of artificial
ingredients

Has the nutrients and ingredients
that keep you healthy

India Global
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Consumer 
Factors influencing food/personal-care purchases

NIQ Consumer Life Global 2024, H28 (global = 18 countries)
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Adults who drink beverages* monthly or more often 

% 

9

Consumer 
Alcohol consumption

NIQ Consumer Life Global 2024, F4a (global = 18 countries); *asked of those 

of legal drinking age, not asked in Saudi Arabia or UAE

None

Rice-based alcohol (e.g., sake)

Tequila

Gin

Liqueurs

Canned/bottled malt beverages (e.g.,
hard cider)

Champagne/sparkling wine

Brandy/cognac

Rum

Vodka

Beer (non-alcoholic)

Wine

Scotch/whiskey/bourbon

Beer (all types, alcoholic)

India Global
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Which of these vehicle types do you drive the most?

%, based on those who drive a household vehicle

Automotive
Modes of transportation

How many cars or trucks does your household have?

%

Do you, personally, drive this car/truck? 

% yes, based on those whose household owns a car/truck

Vehicles owned, driven, and types driven

None One Two Three Four or more

Global India

78

74

Global

India

% who drive ∆ from global

Sedan (2- or 4-door) 33% -11 pts

SUV xx x

Hatchback (3- or 5-door) xx x

CUV x x

Microcar/micro compact car/smart car x x

Sports car x x

Minivan x x

Pickup truck x x

Other x x

© 2024 Nielsen Consumer LLC. All Rights Reserved.
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NIQ Consumer Life Global 2024, D1, D2, D3b (global = 18 countries)
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If you were going to purchase a car, which of the following would you most 

likely consider assuming that all these options are available from your 

preferred brand(s)?

% distribution 

© 2023 Nielsen Consumer LLC. All Rights Reserved.
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Automotive 
Self-driving cars

NIQ Consumer Life Global 2024, H28 (global = 18 countries)
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Global India

A self-driving car that is 100% autonomous and needs no
driver input

A partially self-driving car where the driver has the option to
let the car drive itself

A car that has advanced driver-assist features

A car that does NOT have driver-assist features and is NOT
self-driving
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Technology 
Attitudes toward future of AI

NIQ Consumer Life Global 2024, O32 (global = 18 countries)

How much do you agree with these statements about the future of artificial 

intelligence (AI)?

% completely/somewhat agree

It will improve
many areas of life

from health to
education

It will make online
shopping more
personalized

It will allow people
to be more

creative

It will improve
people's

productivity

Global India

It will eliminate jobs It will encourage people
to cheat at work and/or

school

It will spread
misinformation

Global India

Positives

Negatives
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2024 NIQ Consumer Life Global 
study at-a-glance

Sample: Between 1000 and 2000 per market

The 18 markets highlighted 

in light blue represent a 

consistent core country set 

available for trending

6 countries in orange are 

additional syndicated markets

*4 countries in green are 

additional markets that are not 

part of the syndicated dataset, 

but are available for purchase
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• Argentina

• Australia

• Belgium

• Brazil

• Canada

• Chile*

• China

• Colombia*

• Ecuador*

• France

• Germany

• India
• Indonesia

• Italy

• Japan

• Mexico

• Netherlands

• Peru*

• Poland

• Russia

• Saudi Arabia

• South Africa

• South Korea

• Spain

• Switzerland

• UAE

• UK

• USA

28 Markets
All Regions: Asia-Pacific, North 

America, South America, Western 

Europe, Central/Eastern Europe, 

and Middle East/Africa

Online 
Panel blend of 4-6 online 

and mobile providers for 

each market 

Fieldwork January-April 2024 



NIQ.com

About NIQ

NIQ, the world’s leading consumer intelligence company, reveals new 

pathways to growth for retailers and consumer goods manufacturers. 

With operations in more than 100 countries, NIQ delivers the most 

complete and clear understanding of consumer buying behavior 

through an advanced business intelligence platform with integrated 

predictive analytics. NIQ delivers the Full View.

NIQ was founded in 1923 and is an Advent International portfolio 

company. For more information, visit NIQ.com
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Access

Full Report

https://nielseniq.com/global/en/
https://nielseniq.com/global/en/insights/report/2024/niq-consumer-life-report-unlocking-opportunities-in-india/

	Slide 1: Consumer Life Report
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14

