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We saw how consumerism in India is evolving…

Note(s): Experiences include travel, dining, concerts, etc., Savings and essentials include investments, rent, utilities, etc., Miscellaneous expenses include gifting, 
education and upskilling, décor, etc.
Source(s): Gen Z and millennial conversations, Praxis analysis
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Gen X Gen Z and millenials

Shift in spending across generations
(%, FY25)

• Rising spend on dining, travel, and events is split by mindset - Millennials plan, 

Gen Z acts spontaneously

• Preventive health is rising, led by a growing focus on mental well-being and 

stress management

• Adoption of smart devices, wearables, and emerging tech (VR, smart 

glasses) is accelerating, led by younger cohorts

• Share of spend on savings, investments, rent, utilities, etc. has reduced, as 

younger cohorts reallocate toward lifestyle and experiences

• Subscriptions across entertainment and work/learning tools are growing fast

• Driven by trend-led, occasion-based, and fast-turnover purchases

• Ingredient-led skincare and authentic brands are driving beauty choices

• Misc spends-gifting, décor, and small indulgences-are rising among consumers

What is evolving?
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Welcome Millennials and Gen Z: Drivers of this sentiment shift!

Source(s): Praxis analysis

Age group 60+ 45 – 60 29 – 44 16 – 28 <16

To be born yet

India’s 

context at 

early age

• Independence & 

socialism, one-

brand world

• Doordarshan era, 

limited choices

• Liberalization, 

mall boom,

brand explosion

• Social media age, 

choice overload

• Pandemic-born, 

curated brand 

exposure

Belief 

system
• Duty-first

• Low-key 

grounded
• Do-your-own thing • Purpose-driven and self-expressive

Traits
• Disciplined & 

conservative

• Resilient & 

practical

• Adaptive & 

self-reliant 

• Hyper-aware & 

main character 

vibe

• Fast, fearless, 

curious

Tech 

exposure

• Minimal, analog 

systems

• Early tech 

adopters, PCs,   

TV

• Digital transition, 

internet & mobile

• AI-aware, social 

media, apps, 

automation

• AI-native, AR/VR, 

smart tech, 

robotics

Global 

exposure

• Limited, news-

based

• News based, 

brand aspirations

• Global brands via 

internet

• Social media-driven global brands 

connection 

Baby boomers

(1946 – 64) 

Gen X

(1965 – 80)

Gen Z

(1997 – 2009)

Gen Alpha

(2010 – 25)

Millennials

(1981 – 96)

Gen Beta

(2026 

onwards)
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With the onset of Commerce 3.0, underlying sentiments are also changing

Source(s): Praxis analysis

Aspirational choices Experience-led choicesStandard choices

Buy what works better
Buy what works better 

for me
Buy what works

… to seeking performance, 
premium experiences, and 

lifestyle fit…

…to now seeking personalized, 
outcome-driven, holistic 

solutions

Consumers moved from basic, 
functional choices rooted in 

brand trust…

Commerce 2.0 Commerce 3.0Commerce 1.0
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Re-defining India’s consumer needs: 3Ps for the next generation of experience-led 
consumers

Megatrends Shaping Consumer Health & Lifestyle
1. Hyper-Personalization Becomes the Default
Data, diagnostics, and creator-driven discovery are pushing consumers toward highly tailored routines—from skincare actives to nutrition stacks.
(Links to Personalization)

2. Shift from Curative → Preventive Living
Modern consumers invest early in sleep, gut health, hormones, immunity, and stress, with wearables and tracking accelerating the shift.
(Personalization + Purpose)

3. Performance-Led Consumption
Across beauty, fitness, and nutrition, consumers now demand efficacy, science-backed proof, and measurable results.
(Performance)

4. Community-Driven Trust & Discovery
Micro-communities, creators, and peer groups now shape decisions—trust is built socially, not through advertising.
(Purpose + Personalization via tribe identity)

5. Conscious & Values-Aligned Choices
Clean ingredients, transparency, sustainability, and ethical sourcing have moved from “good to have” to brand differentiators.
(Purpose)

6. Convergence of Health, Beauty & Lifestyle
Consumers increasingly see these as one ecosystem—beauty for performance, nutrition for aesthetics, wellness for identity.
(Intersects all three: Personalization, Performance & Purpose)

Source(s): Praxis analysis

Personalization

Self-expression through 

brands

Consumers seek brands that reflect 

their being - using inclusivity to 

express authenticity, pride, and 

accomplishment

1

Purpose

Micro-activism

(Buying with a cause)

Conscious consumerism is shaping 

choices, with shoppers favoring 

brands and products that embody 

their values

3

Performance

Result-driven products, not 

pricey picks

Consumers today make every 

rupee count - prioritizing 

performance-led functional products 

that deliver value

2
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● Strategic personalization from operational scale to clinical precision

Brands must enable efficient, scalable personalization for consumer products, while clinical categories 

require hyper-individualized interventions powered by real-time biometric data

● Performance benchmarking anchored in dual success metrics

Measuring success now requires both hard quantitative outcomes (e.g., HbA1c reduction) and qualitative 

signals like confidence, emotional resonance, and purpose-led affinity that deepen loyalty and drive 

organic advocacy

● Market penetration strengthened through vernacular and hyper-local relevance

Meaningful penetration beyond Tier 1 demands regionalized communication, localized product narratives, 

and formats that match cultural and functional expectations across diverse consumer segments

● Product strategy that harmonizes instant utility with long-term benefits

Long-cycle categories must offer immediate functional or sensory value to boost early engagement while 

delivering deeper, long-term benefits that sustain adherence and therapeutic or functional outcomes

● Financial steering centered on LTV-driven growth and retention quality

High-value subscription and repeat-purchase categories depend on maximizing LTV, strengthening 

retention cohorts, and using repurchase behavior as a key indicator of operational excellence

Key takeaways

Source(s): Praxis analysis

1

2

3

4

5
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Strategic personalization from operational scale to clinical precision (evolving from 
mass functional products to hyper-personalization)

Source(s): Praxis analysis

Benefit-led 
performance products

2005-2020

Hyper-personalized 
products

2021 onwards

Mass functional 
products

Before 2005

Growth of enhanced products 
delivering targeted problem-

solving benefits like anti-dandruff, 
acne-control, etc.

Customized regimens built 
around individual biology and 

clinical formulations

Standardized, one-size-fits-all 
product offerings that deliver 

basic functional benefits

1

Sample brands
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Performance benchmarking anchored in dual success metrics (quantitative 
benchmarks and qualitative outcomes)

Source(s): Praxis analysis

Biomarker-driven validation Protocol & adherence tracking
Ingredient & formula efficacy 

benchmarks

Efficacy is now anchored to measurable 

biomarkers, shifting marketing toward 

proof-backed outcomes

Adherence and behaviour tracking 

(dosage, routines, consultation, etc.) allows 

brands to show real progress and build trust

Active ingredients are marketed with 

clinical benchmarks on concentration, purity, 

and validated performance

Emotional wellbeing & self-

confidence uplift

Lifestyle enablement & activity 

readiness
Value-based perception

Promoting confidence, comfort, and 

emotional positivity enables brands to 

communicate deeper impact

Benefits that enable everyday activity shifts 

brands from “problem solvers” to “life 

enablers”

Aligning with consumer values like 

sustainability, cruelty-free practices, and 

transparency builds purpose-led loyalty

Q
u

a
n

ti
ta

ti
v

e
 b

e
n

c
h

m
a

rk
s

Q
u

a
li

ta
ti

v
e

 o
u

tc
o

m
e

s

2



9© Praxis Global Alliance        |

Market penetration strengthened through vernacular and hyper-local relevance

Note(s): *In the Great Indian Festival 2024
Source(s): Praxis analysis

435

519

618

735

868

2020 2021 2022 2023 2024

Vernacular language internet users 
(#M, 2020-2024)

CAGR

2020-2024

19%

868M users accessed internet in vernacular languages in 2024, 
growing at 19% CAGR in 2020-2024

Stronger engagement and increasing usage levels are 
observed across social platforms in vernacular user segments

With vernacular internet usage surging and social media engagement rapidly increasing for content in 

vernacular languages, brands must adapt their communication to match these evolving consumer preferences

95%
Content consumed 

in regional languages

60%
New users from 

vernacular segments*

30%
Higher reel 

completion rates in 

regional languages

1.5-2x
Higher engagement 

in regional content

43% Increased user adoption in remote parts enabled by 

vernacular-first learning for children (Google’s Read Along)

3
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Product strategy that harmonizes instant utility with long-term benefits

Note(s): *Including overweight concerns
Source(s): Praxis analysis

65 77 90

FY16 FY21 FY24

Indian population with diabetes
(#M, FY16-24)

265 332 377

FY16 FY21 FY24

Indian population with obesity* 
(#M, FY16-23)

21
28

34

FY16 FY21 FY24

Number of heart attacks in India
(#K, FY16-23)

Chronic conditions are rising across India…
…calling for products that provide instant 

relief and build long-term adherence

CAGR

FY16-24

4.2%

5.2%

6.2%

Instant relief

Immediate comfort that earns trust 

Consistent use

Reliability creates routine

Long-term adherence

Routine leads to long-term protection

Visible benefits within hours or days

(Melatonin gummies for better sleep, anti-anxiety medicines)

Recurring small wins builds habit

(Daily supplements, exercise routines)

Supports chronic prevention

(Better sleep cycles, long-term weight management)

Vital organ health concerns

Diabetes

Heart related concerns

BP related problems

Liver related conditions

Weight management

Obesity

Weight loss related disorders

Dermatological

Acne

Hemorrhoid

Fungal infections

Itching and cold sore problems

Scalp related problems - head lice, hairfall, etc.

Feminine intimate care

Eczema and psoriasis

Others (vitamins / minerals deficiency etc.)

Eye health – age related macular degeneration

Vitamin deficiency

Cognitive health problems

Menopause related problems (vaginal 

dryness, weight gain)

Joint health 

Bone health

4
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Financial steering centered on LTV-driven growth through better retention and 
customer endorsement

Source(s): Praxis analysis

5

Smooth onboarding & early value unlock
Reduce friction and help users experience their first 

meaningful benefit quickly

First-cycle habit establishment
Reinforce routine usage through 

nudges, guidance, and small “wins” that 

build confidence

Personalized engagement & contextual journeys
Tailor content, reminders, and interventions to user needs 

that help them keep progressing

High-quality acquisition
Acquire high-propensity, high-

LTV cohorts through improved 

segment targeting targeting 

and efficient CAC

1
2

3

4

5

Referrals 

through 

advocacy & 

word of 

mouth

Autonomous repeat purchases & low-

churn cohorts
Increase product indispensability, making 

repeat buying a user-led behavior that lowers 

churn

Improved 

LTV & 

retention
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Praxis: Leading management consulting firm helping financial sponsors maximize 
IRR and manage risk

…with Operator 

eyes

Investor mindset…

Analytical 

Rigor

The Praxis Edge

Sector specialists, not 

generalists

PE-trained teams: 

150+ consultants 

across 4 offices

Deal experience: 

1,500+ deals, 

US$ 65B worth

Data advantage: ‘On 

ground’ research

Deal to Exit: IRR 

maximization
Pre-deal: Sector 

scans

Deal: CDD / ODD / 

Tech / IDD

Exit: VDD, IPO 

readiness

Alpha GeneratorTM: Portfolio value creation

DealsAI : Fund strategy and administration

What we do

We help generate ‘Alpha’
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Overview of Consumer practice at Praxis Global Alliance

Accelerate 

revenue 

growth

Build capability 

that drives better 

performance

Deliver 

superior 

returns for 

shareholders

Transform 

through AI

How we work with Consumer companies…

100+ US$ 5B+

Deals
Capital 

raised

How we work with Consumer investors…Industries we work in…

Home and durables Travel & hospitality 

Apparel, fashion & 

beauty

Omnichannel retail, 

D2C

Consumer health & 

tech

Consumer services 

and others

Fund strategy

Vendor Due 

Diligence (VDD)

Commercial Due Diligence (CDD)
Post acquisition 

value creation

• 100-day plan

• Revenue 

acceleration

• Margin expansion

• Inorganic growth

• Market growth sustainability

• Competitive defensibility (brand IP, distribution 

reach, scale, etc.)

• Business model evaluation

• Voice of stakeholders (consumers, e-commerce 

marketplaces, distributors, etc.)

• Unit economics and sustainability of cash flows 

(consumers, retailers, etc.)



THANK YOU
#BuildTogetherWinTogether
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