BOOMING CONSUMPTION Mulﬁ-channel options are seeing Indian consumers shoppiﬁg
more and demandrng more, throwmg up challenges as well as new opportunities for retail

Major emerging consumer group
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Mumbai, Anand Sundaram,
CEO, PPZ, said, “Consumers
today have the ability to buy
from multichannels. They are
time-bound and hence expect
quick service and satisfying
post-sales services.” |
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million smartphone users have
aceess to content on their fin-
gertips. Indian consumers now
want to be entertained before
being educated. The first seven
seconds in anad have hecome

/more oricial than ever before.”

Interesting patterns of pur-
chase choices are showing up.
In a 2015 report, Credit Suisse
said that while Indian consum-
ersstill prefer domestic brands
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