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Foreword

India is at the cusp of a generational shift that is redefining the very
foundations of consumer behavior. As Gen Z enters the mainstream economy
and Gen Alpha begins to form preferences, brands and businesses must take
note. These cohorts are not just future consumers—they are present-day
influencers and decision-makers in a phygital-first world. Their expectations,
values, and modes of engagement are markedly different from those of
preceding generations, demanding a fresh lens through which businesses
must reimagine their strategy.

This whitepaper explores the rising importance of Gen Z and Gen Alpha in
shaping consumption trends—both in the type of brands they engage with
and the products they buy. Seamlessly moving between physical and digital
spaces, these generations are challenging legacy notions of customer
journeys and redefining what brand affinity means in today’s context.

The new-age demand is not just utility but meaning, not just convenience but
connection. In this evolving landscape, brands must recalibrate their
approach—from marketing and merchandising to product development and
channel presence.

This shift calls for more than tactical innovation. It requires an intentional effort
to win the next generation. It means listening to these generations, co-
creating with them, and embedding agility and authenticity into every
touchpoint.

In this whitepaper, we decode key generational trends, illustrate how brands
are adapting, and offer a framework to help businesses stay relevant and
thrive in a rapidly transforming consumer economy. As the influence of Gen Z
and Gen Alpha continues to grow, so do the opportunities for brands that are
willing to lead with empathy, clarity, and bold experimentation.

We, at Praxis Global Alliance, hope this report sparks new conversations and
transformations across the ecosystem. We look forward to engaging with
stakeholders across industries who are committed to understanding and
shaping the future of youth-led consumption.

Madhur Singhal
Managing Partner,
Praxis Global Alliance

© Praxis Global Alliance |
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Introducing Gen Z: Digital by birth, experimental by choice, and always one tap

ahead
AiAa e : ;
Baby boomers Millennials GenZ Gen Alpha G((é;oggta
(1946 - 64) (1965 - 80) (1981 - 96) (1997 — 2009) (2010 - 25) onwards)

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

India’s °* Independence & * Liberalization, : . * Pandemic-born,

e * Doordarshan era, * Social media age,

context at socialism, one- limited choices mall boom, choice overload curated brand
early age brand world brand explosion exposure

Belief | ] * Low-key . Pum i L i ] :

system Duty-first grounded Do-your-own thing ¢ Purpose-driven and self-expressive

H 2 To be born yet
. - Disciplined & + Resilient & - Adaptive & yper-aware » Fast, fearless,
Traits . . . main character :
conservative practical self-reliant vibe curious
Tech * Minimal, analog * Early tech « Digital transition, ) Al-a\{vare, social  + Al-native, ARVR,
adopters, PCs, . : media, apps, smart tech,

exposure systems TV internet & mobile automation robotics

Global * Limited, news- * News based, * Global brands via * Social media-driven global brands
exposure based brand aspirations internet connection

© Praxis Global Alliance |
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Gen Zis rising — And India is at the epicenter!

India: Largest share of Gen Z population among
the world’s top five economies

Share of Gen-Next in the population of top GDP countries
(% population, 2025)

26%

24% 24%

20%

17% 17% 17%18%
15% 15% 15%
13%
11%

World = f— )

20% of global Gen Z population is in India ]

Gen Alpha (<16 years) B Gen Z (16-29 years)

Source(s): UN data, Macrotrends data, World population prospects, News articles, Praxis analysis

M
H

Gen Z’s share within the 21+ years
population is set to double by 2035

Above 21 years population split by generation
(%, 2020-30P)

26%

Gen X, 29%

Millennials, 41%

GenZ, 9% Gen Alpha, 129

2020 2025 2030P 2035P

© Praxis Global Alliance |
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US$ 2.6 T consumer spends in India segregated into consumption buckets

Consumer spends in India
(US$ T, FY25)

1.4
Others, 1% 0.8
Media and entertainment, 2%

Household maintenance, 2%

Others, 27%
Apparel and footwear, 7%

Transportation, 9%
Hospitality, 2%

i 0,
Housing essentials (rent, water, elVeEie, i

electricity, gas & other fuels), 20%

Healthcare, 15%

Food & non-alcoholic
beverage, 50%

Transport services, 26%

Expenses Services

Note(s): *Excluding Housing
Source(s): Praxis Consumption Model

Total spend*: ~US$ 2.6T

0.4

Others, 9%

Durables,
12%

Automobiles,
39%

Furnishing &
household
equipment, 41%

Capital

© Praxis Global Alliance



From glow-ups to getaways — Gen Z is spending differently

Shift in spending across generations

(%, FY25)
Misc. (gifting, décor, etc.), 3%
5% Educ(:gtlon upskllllng, %0
6% Fashion & apparel, 8%

) Beauty & personal care, 5%
(4 Subscriptions, 5%

Health & wellness, 10%

Experiences, 18%

Rent & utilities, 20%

Savings & investments, 20%

Gen X GenZ

Note(s): Experiences include travel, dining, concerts, etc.
Source(s): Gen Z conversations, Praxis analysis

Emerging categories among Gen Z

o Experiences
() 4% Health and
0=2 wellness
e Tech and gadgets

0 Su bscriptions

e ﬁ Beauty and
personal care

Prioritizing experiences such as
dining, travel, and concerts
Attending live events to enhance
personal experiences

Focusing on preventive health
through lifestyle choices

Investing in mental well-being for
overall wellness

Using smart devices and
wearables to enhance daily life
Quickly adopting to new
technologies like smart glasses and
VR headsets

Paying for OTT subscriptions to
access entertainment content
Subscribing to creator content and
premium digital services

Enthusiasm for skincare products
& appreciation of ingredients used
Desire for brands that connect with
them like friends

© Praxis Global Alliance |
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() Experiences are not discretionary — they are essential

High growth of key experience markets in India

(US$ B, FY24-29P)

11%

8%
7%

Movies Tours and Sports and
sightseeing concerts

Source(s): Industry reports, Press articles, Praxis analysis

13%

Experiental
activities

13%

Performing
arts and events

80% of India’s Gen Z plans a
solo international trip with
their first paycheck

60% of  COACHELLA

general admission ticket
buyers used Buy Now, Pay
Later (BNPL) plans to secure
passes

39% of bnokﬁi}yshow live
entertainment audience has
been Gen Zin FY24

© Praxis Global Alliance
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) For Gen-Next, wellness isn’t a luxury - it’s a line item

Preventive healthcare opportunity in India
(US$ B, FY24-30P)

532
54

55

63

53

179

Others, 18
Foods & supplements, 19
Diagnostics & monitoring, 21
ealth insurance, 1

Fitness & wellness, 103

FY24 FY30P

Source(s): Industry reports, News articles, Praxis analysis

CAGR
FY24-30P

19.9%

20.1%

19.7% 0

20.0%

Gen-Next prioritizes physical wellness and is willing to spend on it

Revenue

(US$ M, FY22-24)

CAGR — ~

124.1

séa .
K Cultflt

71%
42.2
I
FY22

FY24

US$ 665M
Total funding

Gen-Next is consciously choosing to eat healthy & fuel their lifestyle

KAPIVA

Revenue

(US$ M, FY22-24)

CAGR '

84% 28.3

- TN
]

FY22 FY24

~US$ 51M
Total funding

© Praxis Global Alliance | 9



Plugged in. Glitched out. Still thriving.

Subscription trends Gadget trends
Music subscription Headphones and TWE
2.2 hours >40%
Average consumption of Spoitfy by Gen Z dominates the global wireless
Gen Zs per day headphone market

Smart glasses & AR
80%
of Indian Gen Z are interested in using
augmented reality for shopping

OTT subscriptions
30%

of Netflix's total subscriber growth was

accounted by GenZs

Tablets, phones & laptops

News and media subscriptions 44%
40% Smartphone sales in 2024 are contributed
of Gen Z consumers in India are willing to by GenZ
pay for digital news content
Wearables
>60%

Food delivery subscriptions

45%

of individuals in survey aged between
16-24 used smart wearables daily

of Gen Z consumers prefer premium food

delivery services for access to exclusive
restaurant offers

Gaming console
75%
of Gen Z gamers in India engage in
serious gaming

Source(s): Industry reports, News articles, Secondary research, HP India Gaming Landscape Study 2023, Praxis analysis © Praxis Global Alliance | 10



Gen Z is fast becoming India’s next consumption powerhouse

Gen Z’s disposable income is on the rise, fueled by their Credit access, especially online credit, has provided Gen Z
growing participation in the workforce with additional spending power
Laborforce participation rate of <25 year olds Contribution to digital borrowing
(% population, 2018-23) (%, 2024)

45%
41%
18%
10%
2018 2023
Male B Female

Source(s): CEIC, Global Data, Press articles, Praxis analysis © Praxis Global Alliance [ 1



WHaFg in the Cart
Says It All

" Meet Gen-Next

Rise of the Gen-Next
consumption powerhouse

Brands, It’s Time to
Show Up Right:

Unpacking trends that are How to vibe with Gen-Next

doing numbers




To lock in Gen Z, brands need to captivate their minds and win their hearts

Framework to become an iconic brand

High customer engagement

O

Share of
Heart
(Awareness)

A

+.

Iconic
Brands
(Loyalty)

?

[ ]
Non-distinct

brands

Weak customer proposition fit
A

A

4

W)

Share of
Mind
(Affinity)

Low customer engagement

Source(s): Press articles, Praxis analysis

v

Strong customer proposition fit

Re-tune

Customer engagement

Chasing trends, not brands

Shopcializing: Socializing
while shopping

Edutainment-led buying

Phygital everything:
Channel fluidity

Re-align customer

proposition

Self-expression: Belonging
through brands

Convenience matters

Micro-activism: Buying with
a cause

Functional products, not
pricey picks

Always-On Support — 24/7
is the new standard

© Praxis Global Alliance
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Decoding Gen Z mind... the new rules of consumption

5 g

Chasing trends, not brands Phygital everything: Channel fluidity Micro-activism: Buying with a cause
#FOMO and #JOMO #IRLandURL #EthicalWithRizz
If a brand isn’t trending, it’s forgotten—this generation is Seamless switching between physical and digital Conscious consumerism is in—shoppers back brands
driven by what’s viral, not what’s legacy touchpoints—from webrooming to VR try-ons that reflect ethics and sustainability values
mﬁ‘g 0 S
Shopcializing: Socializing while shopping  Self-expression: Belonging through brands Functional products, not pricey picks
#ShopSquadAssemble #BrandBFF #NotJustForShow
Shopping is now a shared experience, influenced by Gen Z seeks brands that reflect their being—using Gen Z makes every rupee count—oprioritizing functional
friends, family, and communities like Reddit and Discord inclusivity to express authenticity, pride, and products and smart packaging

accomplishment

REe @QQ )

z|o|-]
E
-

Edutainment-led buying Convenience matters 24/7 support is default now
#SlayWhileULearn #/DontWaitIDominate #NoSeenZone
Consumers want content that teaches and entertains—  Instant gratification shapes Gen Z’s choices — they pay ~ Today’s buyers, particularly the research-driven, expect
making brand discovery as binge-worthy as their more for speed, ease, and time-saving convenience real-time support, instant clarity, and a frictionless post-

favorite show purchase experience

Source(s): Praxis analysis © Praxis Global Alliance | 14



Chasing trends, not brands

#FOMO and #JOMO: To slay, brands need to either set the trend or ride it fast!

Set the trend Ride the trend

Brands are riding trends like Ghibli and
Starter kits to connect with Gen Z

UPEN

;Ch 4 20

Stanley grew global
revenue by 10x in 4 years
by becoming a trend

Social media
presence

#Stanley boosted
influencerand UGC
content, driving
engagement and brand

visibility
Launching limited S sanay
editions Limited Fdition

GRAB YOURS NOWI

Stanley launched several
limited editions, including

US$ 750M

(2023) Winter Wonderland and
Adventure Series, each
creating abuzz

/4
79%
/ , ,
I | Viral collaborations
US$ ' Stanley’s high-profile
73M collaborations with
(2019) figures like Lionel Messi
and Disney further fueled
|

excitement

Source(s): Press articles, Praxis analysis

TIRA TURNS TWO
iara's party starter-pack

AMUL DOODH PEETA HAI INDIA

© Praxis Global Alliance
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Shopcializing: Socializing while shopping

#ShopSquadAssemble: Shopping’s a squad thing now — friend-approved, fam-
influenced, and community-coded across every platform

Gen Z customer journey Key brands driven by community socializing in social media channels
is increasingly driven by
socializin i i — Ruby 00) SLEERY
g épligamia comert by owE
Consumers are actively Local brands on social Creating online Premium coffee brands are
l trying, reviewing & platforms, compete with communities to guide thriving by cultivating
discovering healthy and global counterparts each other to cleaner, communities that
Di tasty products & recipes showcasing quality & organic, and cruelty-free celebrate artisanal brews
[ \ Sl / leveraging national pride skincare P
0 l Any“:::ut“:i:: Etahis coffee?
> MO -
“what mybad skincare A tried this coffee?

choices costed me

2

Influencer |- » Consideration
based
communities

@ @ """ Purchase

Community
discussion
forums

Usage &

\_ W, shareback

A
honesi

first impressions!
ft. mokedkohlpen I,,

THE CO- FOUNDER
OF CONET. .

Source(s): Social media platforms, Praxis analysis © Praxis Global Alliance | 16



Edutainment-led buying

#SlayWhileULearn: The cheat code that hooks attention, boosts learning-led
growth, and keeps the crew coming back for more

Powered by its long-term commitment to edutainment and
purposeful play...

...LEGO's revenue trajectory has outperformed the
global toy market every year since 2019

1A Educatlongl content on online 77 eduCOt;OlT
channels like YouTube

18 Beginner kits for kids and

adults

) CLASSEC

e 2A " Online gamified learning FORT“ITE

Learn and
Grow
28 Specialized robotics and & _
engineering kits mind STSrmMsS
FIRST
3A Community learning through eGSO E
Lego League

3B Partnerships with characters
from Harry Potter, Star Wars,
etc. for customer retention

Source(s): Annual reports, IMARC, Industry reports, Praxis analysis

Global CAGR of Lego revenue vs Toy market
(%, 2019-24)

26.5%

16.8%

12.7%
=—=| ego

==Toy market

5.8% ' 4.8%

2019 2020 2021 2022 2024

© Praxis Global Alliance | 17



Phygital everything: Channel fluidity

#IRLandURL: From scroll to stroll — same energy, no glitch

From carts to counters: Online-first brands that

are stepping into the physical world

Souled
R
First store launched in FY20, Souled store now

has 36 stores across 21 cities in FY25, with
plans to reach 200 stores by the end of 2026

Reimagining retail: Blending tech with touch to

From aisles to algorithms: Offline-first brands
that are scaling up digitally

TRENT OO

create an immersive experience

LY lenskart
TRENT in 2016 ventured into e-commerce, with Lenskart is turning shopping with innovation and
a major focus on keeping online and offline technology, with VR-enabled physical stores

experience and inventory consistent

B

Ll = [T.®Mil]
[ MeSouedsrore

el £ L SE LA\

00 lenskart .
i:lgd .“ = 7 ¥~ = -

—
[

Revenue growth
(FY20-25)

Source(s): Press articles, Annual filings, Praxis analysis

INR 700Cr+ 2.3X

Online revenue Revenue growth
(FY25) (FY23-25)

© Praxis Global Alliance



Self-expression: Belonging through brands

#BrandBFF: Not His. Not Hers. Just Vibes

Sneakers %

For Gen Z, sneakers ain’t just shoes —
they’re a way to express rizz

‘y’ @ Jululemon

aﬁl‘ks SKFEFCHERS Flllll’i(

Players

Reebok

S Cconversed asICs

These sneakers aren't just comfy — they
feel like me. Love how they reflect my vibe.
Definitely my go-to for everyday wear!

Rahul S.

7]
s
k]
>
(V)
| 9
()
£
=
o

Ananya T.

Okay but these sneakers? Instant obsession.
Look fire with everything, and comfy enough
to wear all day. They just get me.

Sneakers are Gen Z’s style statement and a
way to express identity and vibe

Source(s): News articles, Online reviews, Praxis analysis

Unisexual apparel

Unisexual clothes? Gen Z’s all about wearing
what feels right, no labels needed

BI siT( IT  MAVIALICING 4%%,
AOOHUEMNIYZ ANAAM
Q- NBNW soso

Aman T.

Finally found clothes that just feel
right. Comfortable, bold, and
totally me. It's more than fashion —

it's identity. Love how | can just
be myself in this!

Aman T.

“This isn’t just clothes —it's comfort
without compromise. Fits how | move, who
| am, and how | want to show up. Finally, a
label that doesn't label me.”

Gen Z éhooses unisexual apparel to break
boundaries and celebrate authenticity

Q
Athleisure ﬁ

Gen Z lives in athleisure — to exhibit their
athletic and fashionable side

ALcis cava HRX

@ DECATHLON @ blissclub

e JOCKEY OCDsILvErTin

ATHLETIC LEISURE

Feels just right — super comfy
for workouts and stylish enough e Neha R.
for everyday wear. It really lets
me move freely and feel
confident in my own skin!

Finally — activewear that moves with me,
not against me. It's perfect for my daily
runs, and still looks sharp enough to
grab coffee after. Function + finesses in
one fit.

Athleisure is a top choice for Gen Z to
exhibit their sporty and fashionable style

© Praxis Global Alliance | 19



Convenience matters

#IDontWaitlDominate: Convenience is the new flex

O

O

O

Decision
triggers

Case
in point

GenZ
PoV

ﬁ Speed obsessed

zomato amazon

amazon.co..k
© You saved 775 with JUSTAL ; ~—

< Back

Choose your delivery options

Choose a delivery option:

Srandord

FREE Delivery : get it by Wednesday,
Aug. 14 - Thursday, Aug. 15

£4.49 Standard Delivery : get it by
@ Stondard Delivery in 55 mins Tuesday, Aug. 13

£5.99 One-Day Delivery : get it

50-55 mins @5 | S5mins
tomorrow, Aug. 11

Nominated Day Delivery
Monday, 12 Aug. 2019, 7:00 - 22:00
Carrier may contact on phone number:

Gen Z pays a premium for instant delivery
on quick commerce platforms

“| literally don’t remember the last time |
waited more than a day for something. If
there’s no same-day or express option, | just
bounce. It’s not even about being impatient.
| just value my time way more now.”

- Student, 20 years, Mumbai

Source(s): News articles, Secondary research, Praxis analysis

((,,,) Personalized
recommendations

Here's a quick preview

® The Kill
Are you happy with the perspective & lighting? .

' I Stuck

111 "
)l l‘lllh kl ‘ir‘ This Is War -

! ‘;‘ | ! 3 k § ngs And Queens
) AN R Lyl o

E Time is Running Out
I 4 1

&% This Ain't A Scene, It's A
o I

‘7, Do Or Die - Afrojack vs. .

Added to playlist, We've recommended 3 more
—

Brands use Al to personalize
recommendations for Gen Z

“Spotify gets my vibe before | do. Why can'’t
shopping apps do the same? Don’t show me
stuff I've never looked at — show me what
fits my mood or what | might need next.
Make it feel like it was made for me.”

- Software developer, 23 years, Bangalore

'Country, SID'S
nﬁnght FARM

0
Butter Milk Pouch
215.00
lbe
e _— DS
Sweet Lassi
. \ oo e €30.00
v " ow cribe
subserpton type oo
o D!
Butter Milk Cup
et CONFIRM SUBSCRIPTION up
ey 20.00

Brands now offer subscriptions for
daily essentials for Gen Z users

“Reordering the same thing repeatedly is
such a chore. I’d rather have it just auto-ship
every month, especially if it saves me a few
bucks or gives me loyalty points. | don’t want
to think about toothpaste, protein, or coffee
— just let it come.”

- MBA student, 24 years ,Gurugram

© Praxis Global Alliance | 20



Micro-activism: Buying with a cause

#EthicalWithRizz: Every swipe is a stand, every purchase is solidarity

Q%f Ethical practices

Full transparency

» Starbucks aims to certify 10K Green Stores
globally by end of 2025 in partnership with

the World Wildlife Fund and SCS Global
Services

» The green store framework is open-source

so other retailers can adopt it too

“Lowkey love that the Ludhiana Starbucks is
green — sipping guilt-free hits different.”

- Design student, 20 years, Ludhiana

Source(s): Press reviews, Praxis analysis

» The Whole Truth focuses on 100%
transparency with no hidden ingredients or
additives

* Gen Z loves the brand for its honesty,
authenticity and ethical consumerism

Just 5 ingredients

all (iste o
Upfront

hol
TI‘;é,frﬁth s that

cair m

whole ;'> N
~ The,Truth UJ TR

“I'm that person who always checks
ingredients, but after doing a deep dive on The
Whole Truth once, I’'m chill now. This brand’s
legit — full trust mode activated.”

- College student, 19 years, Mumbai

& Inclusive positioning

» Fair & Lovely evolved as HUL acknowledged
shifting Gen Z values

* The brand proactively repositioned itself to
reflect a more inclusive outlook

/ h“ll}“CM /‘27/./’(;
G Love/y
e IS NOW

Glows
[ovely

“What worked before, like Fair & Lovely’s old
ads, doesn’t fly with us. We expect brands to
grow with our values.”

- Working professional, 25 years, Delhi

© Praxis Global Alliance | 21



Functional products, not pricey picks

#NotJustForShow: It’s gotta work flawlessly — period. Function is non-negotiable.

Ease of use & time

Multi-utility Portability } Design-forward “For me”
saving
“I want one product to do “I need to carry it anywhere, “l want zero fuss in usage” “I want it to look good & feel “It should work my way"
many jobs” anytime” like me”

Gadgets: Smartwatches Retail: Quick grab & go FMCG: RTE Meal Kits with Travel gear: Designer Beauty & wellness:
) coffee QSRs QR-based prep backpacks & luggage Customised product solution
+ Combine multiple functions < Designed on-the-move » Simple open-and-cook * Gen Z wants products that + Skin & haircare solutions
like fitness tracking, music, snacking for office-goers, approach saves prep time express personality while tailored to individual needs &
calls, and contactless commuters, and rushing and efforts staying functional combines inputs like skin
payments in a single students type & lifestyle

device
boat @ noise SRR . ﬂDFF%EéH w mokobara
# fitoit T = <> nasher miles cureskin

Source(s): Research articles, Praxis analysis © Praxis Global Alliance | 22



24/7 support is default now

Real-time support

| need help now, not
tomorrow

Instant clarity

I’'ve done my research -
don’t confuse me

#NoSeenZone: Brands are expected to be friends real-time, all the time!

Frictionless purchase

Track. Return. Refund.
Zero hassle.

M1 BIDUM FIUSVUN WIF FIUSENES (...

Delivered July 12
Order # 111-5498247-6355432
Delivery Your package was left near the front door or
details porch.

Which would you prefer?

Recommended

Chat with us now
Start chatting now

Why choose chat?

Get where you're going fast

Our messaging assistant quickly figures out what you need
help with and fixes it immediately or connects you to a human

for help

Chat at your own pace
Once connected to an associate, you have 24 hours to come

and go as you like

Request a phone call

Request call now

In-app live chat support with
low response time

delivered by Wed, Sep 26.

Sounds good?

Why not earlier?

Messaging Assistant | Customer Service

| see you picked One-Day
Shipping for this, which
means it will only spend 1
business day in transit once it
ships. We expect it to get to
you by $(hash-get
estimatedDeliveryDate).

We'll notify you once it ships.
Is there anything else | can
help you with?

I want to cancel 0Ok, got it

(0

Al chatbots to handle

FAQs & routine queries

Get more at Amazon and everywhere else

@ d: ICICI Bank

IIEJ
[ L]
(2

1234 5678 9012 3456 1)

Lifetime free credit card VISA

5X Accelerated Reward |~ g7 NO COST
Points on Amazon.in* EMI*

Compare with similar items

This Item Recommendations

W\ i
N i

CELLBELL TaurasLite C100  CELLBELL Tauras Lite C100
Mesh High Back Office Mesh High Back Office
Chair/Study Chair/Compute... Chair/Study Chair/Compute

Addto cart Add to cart
Prics -52%7%5,801% -42%75,84900
MRP:¥14,999.00 MRP:¥9,999.00
Delivery Getit by Saturday, April 19 Get it by Saturday, April 19

Customer Ratings 4.4 # # % # 4 1,890 43 %k 546

Generate your card in 3 minutes*

Apply Now

Benefits & other conditions
are clearly outlined

Sold By RetailEZ Pyt Ltd RetailEZ Pvt Ltd
Material Faux Leather Mesh Fabric
style Black €100 Tauras Lite
Max. 105 kilograms 105 kilograms
Weight

Weight 14 kilograms 16.66 kilograms
Furniture Finish ~ Plastic Chrome

Frame Material  Nylon Metal

Top Material Metal Metal

See all product features in
single place for comparison

SasMERaes -
Return requested

# © ¥ SGUC 4 B3%m

Print Mailing Label

Sep 15 y; Return started
Sep 15 “;“;,E Item is on the way back

Refund sent once we get the
item

Refund on your original
payment method

©

€« H Q | Search Amazon ©

() R = ¥

Easy return windows with
prompt refund / exchange

‘Why are you returning this?
Item defective or doesn’t work

How can we make it right?

Y e
° Troubleshoot an your own

Follow simple steps to fix your issue

Start troubleshooting >

Replace with the exact same item
Exchange for an item of your choice

Refund to your Amazon account balance
Refund to your MasterCard ending in . >

Continue Shopping

©

s &
& || Q search Amazon @

Hassle free exchange /
replacement

Long waiting time: Indian consumers spent 15B+
hours in 2024 waiting to lodge customer service

complaints

Source(s): News articles, Secondary research, Praxis analysis

Customer support pain points

Excess dependency on Al chatbots: 80% of
consumers now rely on Al chatbots for essential
services like checking complaint statuses & product

recommendations

Support system gaps: Report finds 39% of consumers
are left on hold, 36% bounced between agents, and
34% feel companies intentionally complicate complaints

© Praxis Global Alliance | 23




What’s in the Cart
SEVERIWAL

Unpacking trends that are | Ho to
doing numbers .

f”eet Gen Next

Rlse of the Gen-Next
consumption powerhouse




Evolved attitudes and behaviors of Gen Z demand a redefinition of the ‘Marketing

Playbook’

P,
Product
Vv

Purpose

Customers are buying
purpose, not just the
product

P.
PF<ce
v

Perceived
value

Functionality, fairness,
and value beyond the
price tag

P
Plase
Vv

Presence

Omnipresent in the truest
sense - phygital access

Promagtion
v

Personal relevance and a
say in building the brand
story

© Praxis Global Alliance | 25



Playbook to stay relevant in the Gen Z era

Redefined 4P

@ Purpose

& Perceived Value

‘Tod| Presence

O

Participation

Source(s): Praxis analysis

What Brands must do
(Gen Z edition)

“Have a POV, noft just a mission”

Be loud about what you stand for — no fence-sitting.
Show receipts, not just taglines

“Design like a tech brand, deliver like a utility”

Smart formats, sharp pricing, no fluff. Make every rupee
feel premium

“Be present where Gen Z lives — online and IRL”

Brands need a seamless, consistent story across digital
and physical worlds

“Make your brand a platform”

Let Gen Z remix, vote, drop, roast, co-create. Give the
mic — don’t just broadcast

Key questions for brands
to ponder upon

“What would your brand stand for
tomorrow?”

“Is your value obvious at first glance —
and one use?”

“Would Gen Z recognize you in real
life?”

“Are you ready to lose control (a little)?”
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& IndianRetailetom

Indian Retailer is India’s leading source for retail news, insights, and market intelligence. Backed by Franchise India, it delivers in-depth
coverage of industry developments, consumer trends, and strategic shifts through a dedicated team of journalists and analysts.

From daily updates to deep-dive reports and trend analysis, IndianRetailer.com helps businesses stay informed and plan ahead ina
fast-evolving retail landscape.

b IReC X D2CIndia2025

IReC was founded with a clear purpose — to create a platform where leaders in retail and e-commerce can come together to navigate

change, share insights, and explore opportunities for growth.

Through focused conversations on evolving business models, operational agility, and organizational transformation, IReC has
consistently empowered brands and partners across sectors to stay ahead. More than just a conference, it serves as a collaborative
hub for the retail community to exchange ideas, confront challenges, and shape future strategies.

Our summits — spanning innovation, omni-channel marketing, new commerce, and leadership — equip retailers with the knowledge
needed to meet rising consumer expectations in an increasingly dynamic market.

At IReC, the industry’s brightest minds connect to decode disruption, anticipate what’s next, and get future -ready.

© Praxis Global Alliance
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We are the consulting firm of the FUTURE

Who we are and what we do

How we do it better: ‘Praxis Stack’

A
PRAXIS

GLOBAL ALLIANCE

Revenue Performance Shareholden Stra?t?gy &
value vision

cE@P22=20CO

Practitioner experience + Consulting experience + High quality talent

£ |DBS citi  (Oecovans,., @ &7
% [] DE Shaw&Co l-’ZJJ
r EY L1
EEPS“:Q ’ BARCLAYS rk : al g .i *:
. ) @}5"; Indan I||st|t||t4: nf ;
it F0|'1'|5 DN Morgan StanleyNOA\URA %: Technology Bombay T Delhi

Practical approach

Practitioner experience .
‘On-ground research’

insights

‘One team’ with client:
Long duration, lean cost

Proprietary sectoral data

High quality team

Deep operating experience +
consulting toolkit
Top-tier educational backgrounds

© Praxis Global Alliance

Superior outcomes

+ ‘Digital/tech-first’ mindset
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What we do for our clients

GrowRevenue GrowPerformance GrowValue  GrowSustainably

: 4 N N ( " Y
Sales acceleration Metric movement Deals support: M&A and ESG due diligence
Loy alty,,ns;anlgs g r%ogvﬂcf‘lhvrlto}f/ kﬁ y ;CCOUM Retention, returns, cancellation, .... due diligence Reporting andsisggs:ge)nt (IFC, NIFFL,
\_ g ’ gnp Y, \_ Y, CDD, synergies, Post merger \_ ’ Y,
\_ integration, supply chain DD Y,
: Go-t ket 1 ( Playbook creation ) ESG Value Creation PI
=to-mar I . r ion n
0-10-market y " Sell side: Vendor CDD and alue Lreation Ma
Category, exports, adjacencies, value Supply, demand, process Net zero transformation, planet
\proposition, micromarket full potential/ L institutionalization ) Road to IPO L positive strategy
\_ Vendor CDD, DRHP support )
4 N 4 N |
Omni-channel distribution Cost efficiency _ mpact assessment
Online to offline, offline to online, D2C Zero basi ducti Operatlonal DD Energy, Decarbonization, Resource
’ ’ ero basing, cost reduction , usage, Performance metrics
- J J \COSt levers, supply chain, pen‘ormancej -
4 . ) 4 4 . . N
Customer experience and Supply chain optimization - Sustainable supply chains
onalty Procurement, globql sourcing, process Future Al / TeCh read!ness Sourcing, procurement, logistics,
. Digital journeys, retail experience ) | efficiency ) Deep tech & innovation, digital Y distribution
9 infrastructure modernization y
. ) 4 Ci I
Strategy & business Ircuiar economy

Product re-designing, Recycling
business case, Market validation,
\_ Engineering roadmap J

planning
S Corporate, BU, geo )
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Connect with us

We will be happy to share perspectives

For media queries, please contact
Madhur Singhal

Managing Partner - Consumer and Internet

E: madhur.singhal@praxisga.com

Shivam Bajqj
Associate Manager - PR & Events

E: PR@praxisga.com
M:+91 870 028 4180

WWww.praxisga.com @ @ Q O

Delhi-NCR | Mumbai | Bengaluru | Middle East | South East Asia

Disclaimer: This material has been prepared by Praxis Global Alliance, which is the trade name of Praxian Global Private Limited (“Praxis’, *we", or “our") with the intent to showcase our capability and disseminate learnings to potential partners/clients. This material can be referred to by the readers on the interet
but should be referenced to Praxis Global Alliance, if reused or adapted in any form, medium and on any forum. The frameworks, approaches, tools, analysis and opinions are solely Praxis’s intellectual property and are a combination of collection of best data we could find publicly, and Praxis team’s own
experiences and observations. Any information provided herein is only for informational purposes and you are advised to perform an independent analysis of the same before making any decision based on such information. The information does not constitute any business advice or guidance and is to be
construed as a general summary based upon the publicly available information and our interpretation of the same using our resources. For this material, we may have relied upon different sources of information which may be primary sources, publicly available information and relevant information available with
us.

We make no representation or warranty, express or implied, that information herein is accurate or complete, and nothing contained in here can be construed as definitive predictions or forecasts. Any use of the information provided herein by the reader shall be at the sole risk of the reader and Praxis or its
business partners, affiliates, agents, officers or employees shall not be liable for any unintended or adverse effect or outcome from the use of such information by the reader.

Praxis does not have any duty to update or supplement any information in this document. Praxis shall not be responsible for any business or commercial loss sustained by any person who relies on any information provided therein,
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Delhi-NCR

Tower A, 4th Floor, DLF Centre Court, DLF
Phase 5, Sector 42, Gurugram-122 002
Haryana, India

The team at

A
PRAXIS

GLOBAL ALLIANCE

appreciates your time and support

#BuildTogetherWinTogether

iz

Mumbai Bengaluru

112, First loor, Workafella, AK Estate, 2734, Fourth floor, HSR Layout, Sector 1,
Goregaon West, Mumbai - 400 062 27th Main, 16th Cross, Bengaluru - 560 102
Maharashtra, India Karnataka, India

i i}
Middle East
Praxian MEA LLC FZ 6th floor, The

Meydan Hotel, Nad Al Sheba,
Dubai, UAE
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