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Q2: People have different beliefs about money, which statement is most true for you?
A/B/C indicates significantly higher at 95% confident level
SEC = Socio Economic Class here adopts the new 2011 SEC classification of Indian consumers
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Q1: Please indicate how much you agree or disagree with each of the following statements. (Trust and outlook) 
Please use the scale from 1 to 10, where 1 means “strongly disagree” and 10 means “strongly agree”. (10-point scale)
A/B/C indicates significantly higher at 95% confident level
SEC = Socio Economic Class here adopts the new 2011 SEC classification of Indian consumers

Weighted base: SEC A N=105, SEC B N=114, SEC C N=181

Weighted base: SEC A N=105, SEC B N=114, SEC C N=181 Q6: Below is a list of different customer experiences with a fictitious company called “Company X”.Please read each experience and indicate for each how loyal you think 
that customer is to “Company X”.Please use a scale from 1 to 25 where 1 means “not at all loyal” and 25 means “very loyal”.  
(Displaying results of the top 5 boxes, i.e. the range of points 21-25)
A/B/C indicates significantly higher at 95% confident level
SEC = Socio Economic Class here adopts the new 2011 SEC classification of Indian consumers

Weighted base: SEC A N=105, SEC B N=114, SEC C N=181 

SEC A SEC B SEC C

SEC A SEC B SEC C

Confident on economic prospects 82%B 67% 78%B

Using credit card for non-affordable thing
29%

53%AC
37%

Foreign competition is good 62%BC 48%
45%

Prefer India made products
45%

63%A 74%AB

Shopping around for a good deal 60% 48% 55%

SEC A SEC B SEC C

To reach goals and dreams

Security

Power

14%

12%

44%C

11%

35%AC

23%

49%AB

19%

66%BC

LOYALTY DEFINITION

Buying/shopping at the brand/shop for 
over 3 years

42%BC 29% 28%

Familiar with the products they carry 39% 32% 28%

Recommends family/friends to shop there 48%BC 29% 21%

Choose quality of their product over price 52%BC 19% 22%

Uses the barnd/shop’s mobile app regularly 23% 28% 25%

Shares brand/shop’s information on personal 
social networks

34%C 28%C 13%

Forgives brand/shop for their mistake and 
continues shopping there

29%C 22%C 13%

Spends about half of their budget to shop 
there

24%B 13% 20%

 “Likes” the brand/shop’s social page 19% 19% 17%
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Q14: Please indicate which, if any of the following, influence your decisions when deciding whether or not to purchase or sign up for a product or service.
A/B/C indicates significantly higher at 95% confident level
SEC = Socio Economic Class here adopts the new 2011 SEC classification of Indian consumers

Weighted base: SEC A N=105, SEC B N=114, SEC C N=181 
Q9: Overall, what are your preferred channels for receiving information from your favourite companies?
A/B/C indicates significantly higher at 95% confident level
SEC = Socio Economic Class here adopts the new 2011 SEC classification of Indian consumers

Weighted base: SEC A N=105, SEC B N=114, SEC C N=181 

SEC A SEC B SEC C

CONSUMER OUTLOOK
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Friends

Family members

Spouse/ partner

Online search engines

Company website

Co-workers

TVC

Print magazines

Review websites

Online discussion forums

Radio advertisements

Retail staff

EMAIL

SEC A SEC B SEC C

72%BC 34%C 12%

TELEVISION

SEC CSEC A SEC B

80%A65% 72%

PRINT

SEC BSEC A SEC C

40%43% 55%B

SMS/
TEXT 
MESSAGE

SEC A SEC B SEC C

50%C 48%C 34%

COMPANY 
WEBSITE

SEC A SEC B SEC C

48%BC 29%C 9%

PHONE 
CALLS

SEC A SEC B SEC C

28% 50%A 45%A

RADIO

SEC A SEC B SEC C

17% 29%A 31%A

PRODUCT 
REVIEW 
WEBSITE

SEC A SEC B SEC C

38%BC 13%C 3%

63%BC 48%C 34%

57% 51% 72%AB

53%B 37% 46%

52%BC 16%C
1%

51%BC 13%C 2%

48% 31%
16%

41% 33% 30%

40%BC
20% 16%

36%BC 12%C
-

26%BC

13%C 2%

20%BC
8% 4%

15% 10% 11%

FACEBOOK

SEC A SEC B SEC C

41%BC 23%C 7%

TWITTER

SEC A SEC B SEC C

14%C 9%C 1%

POSTAL 
MAIL

SEC A SEC B SEC C

17%B 8% 9%

QR CODE

SEC A SEC B SEC C

5% 2% 3%

ORKUT

SEC A SEC B SEC C

7%C 6%C 1%


