
Octane Research, January 2017
www.octaneresearch.in

Octane Research

MOBILE
CONSUMER
INDIA 2017

2nd Edition



CONTENTS

1.   Introduction --- 3

2.   India - Mobile and Consumer Behaviour --- 4

3.   Research Objectives --- 5

4.   Research Methodology and Constraints --- 6

5.   Participants’ Profile --- 7

6.   Research Highlights --- 8

7.   Research Analysis --- 9

      7.1   E-Wallets -- 14

      7.2   Email -- 18

      7.3   Social Media -- 20

      7.4   Mobile Marketing -- 21

8.   Trends: 2017 Comparative Analysis with 2013 Report - 23

9.   Recommendations --- 25

10. References --- 26



INTRODUCTION
Mobile Marketing isn’t the future- it’s now. 

In a country of 1.3 billion people, the number of mobile phone subscriptions has crossed the one billion mark1.  
The number of smartphone users is expected to reach 340 million by the end of 20172. Also, 60% of the total 
internet users in India go online via their mobile phones, and the internet penetration is expected to reach
50% of the population by 20183.

This increase in the number of smartphones and internet users has fuelled an emergent ‘mobile culture’ and 
accelerated the growth of m-commerce. In the recent years, we have witnessed the rise of mobile web traffic 
and the subsequent increase in services offered by marketers via mobile. The increasing number of digital 
marketing channels like video streaming, 1-1 email campaigns, apps, social media campaigns etc. is a 
testament to this fact. 

Our 1st research study on Mobile User Experience was conducted in 20134 to understand how Indian 
consumers were responding and adapting to the growing changes on the mobile platform. We came across a 
couple of interesting observations, which has compelled us to take up this study again in 2017.

This research, Mobile Consumer: India 2017 aims to provide a concise summary of consumer preferences 
and the factors affecting it; specific to the mobile industry. Having active participation of 600+ respondents 
we sincerely hope that this research study is helpful to India Marketers’ understanding of the recent trends 
and mind set of the consumers to formulate effective engagement on the mobile platform. 

I take this opportunity to thank all the respondents who participated in our mobile survey and enriched our 
research by sharing their views and insights and hope you find it useful. We welcome your opinions and 
feedback on the same at www.surveymonkey.com/r/MobileIndia.

Happy Mobile Engagement in 2017.

Sincerely,

Manisha Sinha
Research Intern Manager – OctaneResearch.in
Octane Marketing
Octane.in
engage@octane.in
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INDIA - MOBILE AND 
CONSUMER BEHAVIOUR
India consumer behaviour5, synonymous with the rest of the world, is increasingly becoming more 
demanding and dynamic, perhaps even more so. Consumer behaviour is affected by four major factors: 
cultural, social, psychological and personal. Indians have age-old values and customs they turn to before 
making any major decision and this is something which cannot be ignored even in the commercial area. 

India’s enormous population entails a vast diversity in all spheres, with consumer behaviour on the basis of 
class being just one of them. In a developing country like India and in the neo-liberal age, there are three 
broad divisions-upper, middle and lower class. 

We have the industrial urban rich who are marked by the tendency to indulge in luxury goods etc. Then, there 
is the upper middle class, which mostly includes bureaucrats, top level executives and white collar workers. 
These two classes are brand conscious and mostly go for high end products. The lower middle class usually 
entails the clerical staff, and may also include lower rung workers of the organised sector. They take their 
time before buying a certain product. Most brands must adjust their entire advertising scheme to appeal to 
this section of the Indian population, who look for durability and functionality but are simultaneously image 
conscious. Finally, the lower class, comprising  of working classes, some belonging to the organised sector 
but most in the so called ‘unorganised’ sector, living on daily wages; look to fulfil primary needs and usually 
rely on state sponsored markets as opposed to free markets. 

A part of Indian society increasingly becoming significant from the consumer point of view is that of working 
women. They are independent with their own source of income, and thus buy services and products which 
appeal to them. 

Another important set of consumers in India are the youth. Around 40% of Indian consumers lie in the 
age-group of 19-30 years, making them a majority. Their approach to certain products is more modern, and 
they are more aware of the choices available to them. This can also be attributed to the country’s IT boom, 
which created a section of urban, tech-savvy professionals with a high purchasing power. 

In this research report, we aim to analyse the behavioural patterns of these consumer groups specific to the 
mobile industry. For this purpose, we conducted an exhaustive survey which has helped us draw new insights 
about mobile and consumer behaviour in 2017.
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RESEARCH OBJECTIVES
1. To know about the experience of mobile users in India: 
Explore and discover the advanced mobile usage patterns of the evolving India consumers and, in the process, 
obtain a clear list of their likes and dislikes for the mobile platform.

2. To share some of these findings with Indian organisations to help them provide a better mobile experience 
to the users:  
We aim to share this research data with organisations to help them rethink their value proposition and come 
up with products and mobile services, which creates a win-win situation for the organisations and its 
customers.

3. To periodically monitor trends in mobile user behaviour:   
In a rapidly growing mobile economy consumers’ usage patterns, purchases and preferences are evolving at 
a fast pace. Keeping this in mind, we plan to conduct this research on a continuous basis so as to gauge the 
ever-changing consumer trends in India.

4. To provide insights to India Marketers and brands for specific digital marketing experience:  
With the scope of digital marketing increasing day by day, this study includes observations & 
recommendations for India Marketers to improve the effectiveness of their Digital 1:1 Marketing and larger 
broadcast campaigns (example: social media platforms).  
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RESEARCH METHODOLOGY
AND CONSTRAINTS
The initial research on similar lines was conducted in 20134 (download a free copy at www.octaneresearch.in). 
For 2017 version of this study, a series of new questions were added to capture the latest developments in the 
mobile eco-system as it pertains to India (including the effect of recent ‘demonetisation7’). Some of the new 
questions that were added are also inspired by the recent 2016 Adobe Annual Consumer Email Survey6.

For the 2017 report, the data was collected through a targeted survey delivered using social media platforms, 
email, in-person and telephonic interviews. The survey lasted for almost two weeks (21st to 31st December, 
2016), after which the data was collated and analysed by the Octane Research team. 

The research team made efforts to ensure representation from varied age groups and economic strata. This 
made sure that we got authentic data representative of almost all social and economic groups of India 
consumers.

(Given that a similar research was conducted in 20134 and certain references from that report have been 
included in this report).

Some of the Research Constraints:

1. Majority of the respondents in our study belong to the 21-34 age group.

2. The study though includes social media, focuses largely on Digital 1:1 Marketing (Email, SMS and Apps).

3. In terms of survey design, if the answer to Q.6 (Do you use E-Wallet) was ‘No’, then the subsequent 
    questions till Q.9 were deemed irrelevant.
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PARTICIPANTS’ PROFILE
Gender
Out of 608 responses, 50% of the respondents are male, 50% female and hence evenly split.

Male

50%
Female

50%
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Age Group
25% of the respondents are below 20 years, 46% between 20-34 years, 13% between 35-44 years and 16% 
above 44 years.

Income Level
47% of the respondents are unemployed (or students), 19% earn under INR  5 lakhs, 21% earn between INR  
5-15 lakhs, 7% between INR 15-25 lakhs, 6% above INR 25 lakhs.

Below 20 Years

25%
20-34 Years

46%
35-44 Years

13%
44+ Years

16%

47%

19%

7%
6%

21%

Unemployed

Under 5 lakh

5-15 lakh

15-25 lakh

Above 25 lakh

Graph No. 1

Graph No. 2

Graph No. 3
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RESEARCH HIGHLIGHTS
Consumption Pattern 
99% of the respondents have smartphones in 2017 as compared to 64% in 2013. 
Social Media, Email and Entertainment (videos & movies) emerge as the Top 3 
activities on the mobile platform in 2017 as compared to Social Media, SMS and 
Email in 20134. Online banking appears to be the least popular activity. 62% of 
the respondents have activated the latest generation of mobile network, i.e. 4G 
on their phones in 2017 as compared to 60% who had activated 3G on their 
phones in 20134.

Customer Acquisition and Engagement
Interestingly the number of respondents who never faced call drops reduced 
from 10% in 20134 to 7% in 2017. 95% of the respondents want to hear from 
their favourite brands and companies in 2017 as compared to 78% in 20134. 94% 
of the respondents complained of receiving unwanted calls and spam messages 
in 2017 as compared to 90% in 20134.

E-Wallets
Almost one third of the study respondents started using E-Wallet applications 
after demonetisation7. E-Wallets are primarily being used for recharge, bill 
payment and money transfer. Network issues, security threats and fear of 
hidden charges are the predominant problems faced while using E-Wallet by the 
respondents.

Preference for Emails for brand connection
31% of the respondents are more likely to make a purchase after receiving a 
promotional offer via Email. 61% of the respondents preferred to stay in touch 
with companies of their choice via Email. 82% of the respondents check their 
Email via mobile phone as compared to 39% in 20134. 

Social Media Marketing
93% of the total respondents use at least one of the social media platforms. 
Facebook appears to be their favourite. The most active users are in the age 
group of 20-34 years.

Mobile Marketing
57% of the respondents prefer making online purchases via their phone. 72% of 
the respondents spend at least 0-5 hours per week researching online products 
on their mobile. 16% of India consumers spend between at least 5-10 hours per 
week researching online about new products of their interest. 
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RESEARCH 
ANALYSIS

9Mobile Consumer India 2017: Research Analysis

7



10 Mobile Consumer India 2017: Research Analysis

1. What kind of phone do you use?

99% of the respondents use smartphones and only 1% use feature phones.

All the respondents having feature phones are above 45 years, as clearly depicted in Graph 5.
Respondents below 20 years in age are usually receptive and the access to a variety of services and content 
has contributed to the popularity of smartphones in this age group. Respondents in the age group of 20-44 
years are the most powerful segment due to their size and economic clout. 100% of the respondents in this 
age group have smartphones.

2. Do you have more than one phone?

Out of the total respondents, 35% have more than one phone and 65% have one phone.

35%

65%

Yes

No

Graph No. 6

45+ Years have
feature phone

Other age groups have
Smartphone

Graph No. 4 Graph No. 5

99% respondents use smartphones in 2016 when compared to only 64% in the 20134 study.

IMPORTANT OBSERVATIONS:

- Out of the 35% having more than one phone, 61% are male and 39% are female respondents. 
   66% of these respondents are working professionals.

- 82% of the female respondents having more than one phone are above 20 years (Graph 7).

- 84% of the male respondents having more than one phone are above 20 years (Graph 7).

Smartphone

99%
Feature Phone

1%

45+ years

35-44 years

20-34 years

Below 20 years

Female Male

12%             22%

12%            18%

                         58%                                                           44%

  18%               16%

Graph No. 7



All of the below

Social Media

Checking Email

Entertainment

Online Banking

Social Media

Checking Email

Entertainment

Below 20 years 20-34 years 35-44 years 45+ years

Graph No. 8

Graph No. 9

3. Other than calling, what do you use your phone for?
(Since this was a ‘check all that apply’ question, respondents may have checked more than one option.)

Out of the total responses, 44% use phones for Social Media, 41% use it for checking Emails, 19% use it for 
online banking, 40% use it for entertainment purposes, while 63% use it for all the above purposes.

The top three purposes of the phone for various age groups are as follows: 

63%

44%

41%

40%

19%

47%

51%
58%

45%
36%
37%

51%

40%
33%

44% 65%

36%

IMPORTANT OBSERVATIONS:

- Checking Emails is consistently in the Top 3 usage across all age groups.

- Social Media platforms are used by 95% of the respondents depicting the importance of digital 
  marketing in the coming years.

- 82% of the respondents use their phone for Checking Emails in 2016 as compared to 35% in
   20134 report.

- 19% of the respondents use their phones for Online Banking with the majority in the age group of 
   35-44 years.

- 68% of the respondents using their phones for Entertainment are below 20 years and between 
  20-34 years.
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4. Have you activated 4G on your device? 

Out of the total respondents, 62% have activated 4G on their device.

62%

38%

Yes

No

Graph No. 10

Graph No. 11

Graph No. 12

- It can be observed that the respondents who have activated 4G on their device are mostly 
  students (47%) followed by corporate sector employees (24%) (Graph 11).

- 70% of students using cell phone for all the purposes - Social Media, Checking Emails, Online 
  Banking and Entertainment- have activated 4G on their device.

- Another interesting observation is that the respondents who have activated 4G on their device 
  prefer doing online purchases via mobile phones (60%) (Graph 12).

Below 20 Years

47%

Mobile

60%
Laptop/Desktop

35%
Tab

5%

20-34 Years

24%
35-44 Years

15%
45+ Years

14%



Graph No. 13

Graph No. 14

5. What is your monthly expenditure on phone bills, including data? 

33% of the respondents spend monthly between INR 100-500, 35% between INR 501-1000, 21% between 
INR 1001-2000 and 11% above INR 2000.

IMPORTANT OBSERVATIONS:

- 55% of the respondents spending between INR 501-2000 are students. Out of which 49% are female
(Graph 14).

- 50% of the respondents spending above INR 2000 are corporate sector professionals. Out of this, 38% 
are female (Graph 15).
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33%

35%

21%

11%

INR 100-500

INR 501-1000

INR 1001-2000

INR 2000+

Students

Corporate Sector

Self Employed

Others

62%

20%

10%

8%

63%

Male

51%
Female

49%

Graph No. 15

Corporate Sector

Self Employed

Others

Student

50%

25%

18%

7%

63%

Male

62%
Female

38%



14 Mobile Consumer India 2017: Research Analysis - EWallets

6. Do you use E-Wallets?

66%

34%

Yes

No

Graph No. 16 Graph No. 17

7. When did you start using E-Wallets?

70%

30%
Before 
Demonetisation

After 
Demonetisation

Graph No. 18

Below 20 Years

23%
20-34 Years

52%
35-44 Years

14%
45+ Years

11%

E-WALLETS
(Respondents who use E-Wallets only are included in the subsequent
questions on E-Wallets)

Out of the total respondents, a high majority of India consumers that is 66% use E-Wallets, compared to a 
minority of 34% who still do not (Graph 16). Out of the 66% users, 70% started using it before demonetisation7. 
From November 9th 2016 to 31st December 2016, 30% of the respondents started using  E-Wallets, which 
depicts an immense growth in one month’s time.

IMPORTANT OBSERVATIONS:

- 52% of the respondents using E-Wallets are between 20-34 years, 23% are below 20 years, 14% 
   between 35-44 years and 11% of the remaining respondents are above 45 years (Graph 18).

- 56% of the respondents using E-Wallets are male and 44% are female (Graph 19).

Male

56%
Female

44%
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IMPORTANT OBSERVATIONS:

- Respondents who spend below INR 500: 72% belong to the not-earning group; 8% earn under INR 5 
  lakhs; 12% earn between INR 5-15 lakhs; 5% earn between INR 15-25 lakhs and 3% above INR 25 lakhs 
  (Graph 20).

- Respondents who spend between INR 500-2000: 45% belong to the not-earning group; 26% earn 
  under INR 5 lakhs; 19% earn between INR 5-15 lakhs; 6% earn between INR 15-25 lakhs and 4% above 
  INR 25 lakhs (Graph 21).

- Respondents who spend between INR 2000-5000: 35% belong to the not-earning group; 21% earn 
  under INR 5 lakhs; 23% earn between INR 5-15 lakhs; 11% earn between INR 15-25 lakhs and 11% 
  above INR 25 lakhs (Graph 22).

- Respondents who spend above INR 5000: 25% belong to the not-earning group; 11% 
  earn under INR 5 lakhs; 32% earn between INR 5-15 lakhs; 13% earn between INR 15-25 lakhs and 
  19% above INR 25 lakhs (Graph 23).
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Graph No. 19

Graph No. 20

26%

39%

18%

17%

Less than INR 500 every month

INR 501-2000 every month

INR 2001-5000 every month

INR 5000 above every month

8. What is the total amount of transactions (in Rs) you do via E-Wallet every month?

Out of the total respondents, 39% spend between INR 501-2000 via E-Wallets; 26% spend less than INR 500; 
18% spend between INR 2001-5000; 17% spend above INR 5000 every month. 

Unemployed

Under 5 lakhs

5-15 lakhs

15-25 lakhs

Above 25 lakhs 3%

5%

12%

8%

72%

Graph No. 21

Unemployed

Under 5 lakhs

5-15 lakhs

15-25 lakhs

Above 25 lakhs 4%

6%

19%

26%

45%
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It can be clearly observed from the above data that around 65% of the respondents spending above INR 5000 
monthly via E-Wallets earn between INR 5-25 lakhs, which clearly indicates that higher the disposable 
income, higher the consumer spending. What’s really interesting is that even the respondents with no 
monthly income monthly are the largest group spending upto INR 5000 monthly through E-Wallets.  

Graph No. 22

Unemployed

Under 5 lakhs

5-15 lakhs

15-25 lakhs

Above 25 lakhs 11%

11%

23%

21%

35%

Graph No. 23

Unemployed

Under 5 lakhs

5-15 lakhs

15-25 lakhs

Above 25 lakhs 19%

13%

32%

11%

25%

Graph No. 24

Recharge

Bill Payment

Online Shopping

Transfer of Money

66%

60%

32%

55%

45%

9. For which purpose(s) do you use E-Wallet? 
(Since this was a ‘check all that apply’ question, respondents may have checked more than one option.)

66% use E-Wallets for Recharging; 60% for Bill Payment; 55% use it for Online Shopping; 45% for Transfer of 
Money;. 

IMPORTANT OBSERVATIONS:

The top four purposes for which women use E- Wallet are: (Graph 25)
1. Bill Payment   2. Recharge   3. Online Shopping   4. Transfer of Money

The top four purposes for which men use E-Wallet are: (Graph 25)
1. Bill Payment   2. Recharge   3. Online Shopping   4. Transfer of Money

The top four purposes for which corporate professionals use E-Wallet are: (Graph 26)
1. Bill Payment  2. Recharge  3. Online Shopping  4. Transfer of Money

The top four purposes for which students use E-Wallet are: (Graph 26)
1. Recharge  2. Transfer of Money  3. Online Shopping  4. Bill Payment
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Bill Payment

Recharge

Online Shopping

Transfer of Money

Female Male

64% 69%

67%

57%

50%

53%

48%

39%

Graph No. 25

Recharge

Transfer of Money

Online Shopping

Bill Payment

Corporate Sector Proffesionals Students

72% 45%

72%

51%

58%

62%

58%

46%

Graph No. 26

Graph No. 27

Network Problems

Feel Insecure

Hidden Charges

Remembering Password

Non availability of the facility

Others

53%

35%

25%

29%

23%

10%

10. What according to you are the major problems faced while using E-Wallets?
(Since this was a ‘check all that apply’ question, respondents may have checked more than one option.)

The top three problems faced by India consumers while using E-Wallets are:

1. Network Problems- 53%  

2. Feeling of Insecurity- 35%  

3. Hidden Charges- 29%
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EMAIL

Email has for a long time been the backbone of official communication. But, in this age of fast growth of 
social media, the importance of email marketing has been somewhat underrated (If you would like to know 
how India Marketers rate Email Marketing vs Social Media for their marketing campaigns, please look up this 
2017 State of Online Marketing in India Report8).
 
This 2017 consumer study traces the continued importance of email in India. Some observations from this 
research outreach:

IMPORTANT OBSERVATIONS:

- 81% of the respondents in the age group above 35 years stated that their work Email will increase 
   substantially. Similarly, 52% of them believe their usage of personal Email will increase substantially. 

- Interestingly, 76% of the respondents below 20 years expect to use their personal Email more in the 
  next two years.

- 31% of the respondents are more likely to make a purchase after receiving a promotional o�er via 
  Email (Graph 28).

- 61% of the respondents preferred to stay in touch with brands of their choice via Email, 40% via SMS, 
  9% via Phone Calls and 22% via In-App Messaging (Graph 29). This has increased from 51% for Email 
  in 20134. SMS Updates (45%), Phone Calls (19%) have registered a decline in consumer preferences
  (Graph 29).

!

I have not

51%
Email

31%
SMS

30%
Graph No. 28

Graph No. 29

Email/Newsletters

SMS Update

In-App Messaging

Phone Calls

61%

40%

32%

22%

9%

7.2
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Graph No. 30

We analysed the pattern of the usage of Email by various age groups. India Millennials (age 20-34 years) 
seemed to outshine the rest in this context. They are expected to reshape the consumption pattern in the 
coming years with their unique experiences and preferences, forcing companies to rethink their marketing 
engagement and brand outreach.

Our research findings listed below further reiterates this fact:

1. Millennials check their Email more than any other age group- 45% of those who stated that their Email is 
always open in the background were Millennials. 

2. 90% of the Millennials who participated in our survey stated that their work Email usage will increase 
substantially in the next two years. Also, 56% of them believe that their personal Email will increase in the 
same way. 

3. Millennials, on an average, check their Email around 12-13 times a day.

4. 45% of the Millennials would like to hear from their favourite brands and companies once weekly, 29% 
once a month, 15% every three months and 11% once daily. 

5. Millennials prefer to check their Emails more through their phones than laptops/tablets. 

6. Millennials use social media platforms more than any other age group.

We also observed the various situations in which the India users prefer to check their Email. Comparing this 
data with the Adobe 2016 Email Report6 which tracks similar behaviour for American users, it is interesting 
to note that the percentage of respondents who used Email while in bed was 52%. Percentage of those who 
used it while on vacation was 50%; while watching TV (70%); in the bathroom (42%) and while driving (18%). 
According to this research report, for India users the respective percentages were 63% (in bed), 33% (while 
on vacation), 45% (watching TV), 24% (in the bathroom) and 9% (while driving).

Around 72% of American mobile users access Email through their smartphones. This statistic in the Indian 
context is 68% for 2017 (up sharply from 39% in 20134 study attributable to fast growth of smartphone 
shipment/usage in India over the last few years). 

Indian mobile users check their Email least while driving. This is also the case with American users; however 
their percentage is 9% higher than that of Indians. Indians check their Email the most while in bed. This 
contrasts with Adobe Email Report Data6, according to which most of the Americans access their Email while 
watching TV. 

While
watching TV

While in bed While on
vacation

While driving While in the
bathroom

Americans Indians

70%

45%

52%

63%

50%

33%

18%
9%

42%

24%
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SOCIAL MEDIA

Out of the total respondents of the 2017 study, 93% use at least one social media platform out of Facebook, 
LinkedIn, YouTube, Twitter, Instagram and Pinterest.

IMPORTANT OBSERVATIONS:

The top three users (age groups) of various platforms are as follows:

Facebook:  1. 20-34 years: 42%        2. Below 20: 23%                3. 45+:19%
LinkedIn:    1. 20-34 years: 58%        2. 35-44 years: 27%            3. 45+: 9%
Twitter:       1. 20-34 years: 43%        2. 35-44 years: 38%            3. Below 20 years: 14%
YouTube:    1. 20-34 years: 51%        2. Below 20 years: 27%     3. 45+: 16%

The most active users of all the social media platforms belong to the age group 20-34 years. The 
respondents in the age group 35-44 years are the most inactive on YouTube and Facebook, and 
comparatively more active on Twitter and LinkedIn. 

Graph No. 31

Facebook LinkedIn Twitter YouTube

Below 20 years 20-34 years

23%

42%

16%
19%

6%

58%

27%

14%
9%

43%
38%

5%

27%

51%

6%

16%

35-44 years 45+ years

7.3



21Mobile Consumer India 2017: Research Analysis - Mobile Marketing

Mobile is here to stay.
India, having crossed one billion mobile users in 2016, offers enormous scope for Mobile Marketing. Further, 
as the number of smartphone users is increasing daily, newer opportunities and technologies are being 
added to this fast changing market continually. Some of the essential Mobile Marketing statistics, as per our 
survey, are:

57% of the respondents prefer making online purchases via their phone.

71% of the respondents spend 0-5 hours every week surfing online shopping websites on their mobile. Men 
and women spend almost an equal amount of time surfing online. ROPO (Research Online & Purchase 
Offline) is a frequent behaviour. 

MOBILE MARKETING

Mobile

57%
Laptop/Desktop

38%
Tab

5%

Graph No. 32

7%

16%

71%

6%

15+ hours every week

10-15 hours every week

5-10 hours every week

0-5 hours every week

Graph No. 33

57% of India Mobile Users have lost phone numbers and data as reported for 2016, up from 39% in 20134. 
That is almost a 50% jump from 2013 numbers. Mobile Users who backup their data and numbers on a weekly 
basis has jumped almost 50% from 10% in 20134 to 15% in 2016.

7.4
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32% of the respondents complained of receiving unwanted sales calls and spam messages several times a 
day. This has increased by 10% over 20134. Despite a lack of consumer preference of connecting through 
voice calls, (please refer to Section 7.2 of this report) companies in India are increasing their voice call 
volumes leading to higher customer disengagement and brand dissatisfaction. 

51% of the respondents have not made a purchase after receiving a promotional offer via SMS or Email. It is 
imperative for the marketers to tap this majority for profit through aligning & ‘contextualising’ their 
promotional campaigns with the consumer journey of discovery and buying.  

32%

26%

17%

25%

Several times a day

Atleast once a day

Few times a week

Less often

Graph No. 34



23Mobile Consumer India 2017: Research analysis

TRENDS
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2017 COMPARATIVE
ANALYSIS WITH 2013 
REPORT

No. of telephone subscribers

Teledensity

No. of smartphone users

Activation of 3G and 4G respectively

Call Drops

Data loss on mobile phone

Frequency of data backup (no fixed time)

Accessing Email via phone

Accessing Email via laptop/desktop

Unwanted calls and spam messages (several times a day)

Staying in touch with companies via Email

2013

951 million

79.58

64%

60%

29%

39%

33%

39%

61%

27%

41%

2017

1051 million

81.38

99%

62%

36%

57%

47%

82%

18%

31%

61%

BASIS
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RECOMMENDATIONS
1. Better Mobile Experience
For the marketers, the good news is that the mobile users want to stay connected with 
the brands. 95% of the respondents would like to stay in touch with their favourite brands 
via Email, Phone Calls and SMS. However, the periodicity of this communication should 
not be very frequent. There is a sharp negative feedback from mobile users on the 
amount of spamming, unwanted calls/messages and call drops. Therefore the marketer 
should review how they can improve interaction with their consumers on mobile. 
Permission marketing or 100% Opt-In Marketing over ‘Spray and Pray’ should be the 
marketing mantra.

2. Better Customer Experience
Brands should focus on making consumer friendly mobile apps or mobile web as 57% of 
our respondents prefer to make online purchases via their phone. Also, marketers 
should customise their marketing campaigns for different consumer groups. For 
instance, respondents in the age group 20-34 years are most active online. They are more 
likely to be responsive to online campaigns. 

3. Better Email Experience
Email emerges as the most favourite channel for the India consumers to receive 
promotional offers and updates. But, a major challenge for marketers lies in effectively 
reaching out to the right customers, as each consumer is different. Personalised Email 
campaigns (Segment of One) and opt-in databases are a starting point for this purpose. 
Advance techniques like segmentation and automated triggers based on consumer 
engagement are likely to provide a higher ROI on the customer campaigns.
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