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India Macroeconomic Factors and Digitization Trends 

India’s real gross domestic product (GDP) grew at an average annual growth rate of ~7% between 2015 

to 2019, making it one of the fastest growing large economies in the world. This promising growth was 

however affected as the world saw the onset of the COVID-19 pandemic in 2020. With one of the most 

severe nation-wide lockdowns globally, economic activities were severely impacted as India tried to 

minimize the damage caused by the life-threatening COVID-19 pandemic.  

While recovering from the first wave of COVID-19, India faced the onset of the second wave of 

COVID-19  in April 2021. Although it was impactful, India was better prepared during the second wave 

of COVID-19 with localized (instead of nation-wide) lockdowns, greater adaptation of the 

administration, people and businesses to COVID-19 protocols and limited disruption of the supply 

chain. Driven by relaxation of lockdown measures and increasing vaccinations, India is projected to 

recover from the economic decline speedily, with its real GDP growing at 9.5% in 2021, as per the 

International Monetary Fund (IMF). This fast-paced recovery exceeds the projected growth rates for 

China and USA. Thereafter, the IMF forecasts a stabilized growth rate of 8.4% between 2021 and 2025, 

for the Indian GDP, at current prices, to reach approximately ~INR 306 trillion (~USD 4.1 trillion) by 

2025. At this pace, India is projected to become the third largest economy in the world by 2030, 

according to the Centre for Economics and Business Research. 

Fig 1.  Real GDP Growth between 2015- 2025P for India, China, and the US; GDP at Current 

Prices as of 2015, 2020, 2025P for India  

(%) (INR Trillion, USD Trillion) 

 

Note: Conversion rate for 2025 GDP estimates assumed to be 1 USD = 75 INR 

Source: International Monetary Fund, World Bank 

Several regulatory reforms are fuelling India’s economic growth. The ‘Make in India’ campaign, for 

instance, was launched by the Government of India to attract global investments and to transform India 

into a design and manufacturing hub. Further, with the number of bank branches per 100,000 adults 

increasing 14.7 in 2020 from 13.6 in 2015 (as per IMF Financial Access Survey), India has surpassed 

China on this Financial Inclusion metric. Moreover, the Government of India  focuses on digitizing the 
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economy and, empowerment through initiatives such as Digital India, e-Governance and Unified 

Payments Interface (UPI). Logistical reforms such as centralized single-window clearances are also 

being improvised for simplifying registration and approval channels across multiple ministries and 

departments, thereby improving the efficiency in conducting business. The overall rank of India in the 

Doing Business Report has improved from 142nd in 2015 to 63rd in 2020 (report released in October 

2019) out of 190 economies which shows significant improvement driven by the Government of India 

initiatives and support. 

GDP per capita mark of ~USD2,000 has historically been an inflection point for economic growth for 

many large economies as it triggers growth in private consumption. UK’s GDP per capita reached 

~USD 2058 mark in 1967. Its nominal GDP was ~USD 81.2 Billion in 1962, which reached ~USD 

113.1 Billion in 1967 and subsequently grew rapidly to ~USD 170 Billion by 1972. A similar trend was 

observed in China, where GDP per capita reached ~USD 2,099 in 2006. Its nominal GDP was ~USD 

1.3 Trillion in 2001, which increased to ~USD 2.8 Trillion by 2006 and thereafter, grew to  ~USD 7.6 

Trillion by 2011. USA had reached this level in the pre-1960 era. India’s GDP per capita recently 

crossed ~USD2,000 in 2019 and looking at how other comparable economies grew after reaching the 

~USD2,000 mark, this could be an inflection point for India’s rapid economic growth ahead.  

 Fig. 2  GDP per capita (at current prices) between 1960-2020 for USA, UK, China, and India 

  (USD ‘000) 

 

 Source(s): World Bank, RedSeer Analysis 

 

 

Rising per Capita Income 

As per World Bank estimates, India’s Gross National Income (GNI) per capita was ~USD 2120 in 2019, 

growing at a CAGR of 7.3% between 2015 and 2019, faster than the growth rates of the developed 

economies like China (7.0%) and USA (3.8%). Owing to reduced economic activity, India’s GNI per 

capita fell to USD 1900 in 2020.However, it is likely to recover well in the post pandemic period.  
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Regulatory Reforms 

Policies such as the Atmanirbhar Bharat Abhiyan, along with the impetus on Make in India became 

foundational in shaping India as an efficient, equitable and resilient manufacturing hub that promotes 

investment, enhances skill development, encourages innovation, and protects intellectual property.  

An outlay of INR 1970 Billion was announced by the the Government of India for the Production 

Linked Incentive (PLI) schemes across 13 key sectors (including manufacturing of electronics, medical 

devices, automobiles and auto components among others) to develop manufacturing infrastructure in 

competing with global markets and to generate employment opportunities. The scheme extended 

incentives on incremental sales from products manufactured in domestic production units. With supply 

chain uncertainties intensifying during the pandemic, localized production increasingly gained 

popularity under this scheme across sectors.  

The Government of India  also  promotes a robust start-up ecosystem in India with its flagship program, 

the Startup India initiative. Startup India supports local startups by providing income tax exemptions, 

DPIIT recognition and financial assistance (through Startup India Seed Fund Scheme and SIDBI Fund 

of Funds scheme ). A strong policy framework to improve manufacturing infrastructure and to promote 

entrepreneurial pursuits is projected to create positive traction for overall economic growth.  

Growing Consumption and Discretionary Spend 

India’s promising pre-pandemic economic growth is also reflected in the rising Private Final 

Consumption Expenditure (PFCE), which grew by 11% during 2015-2019. The Private Final 

Consumption in India was ~59% of the GDP in 2019, which indicates that India is a domestic 

consumption driven economy and emphasizes on the importance of increasing consumer spending in 

boosting the economy. While India’s PFCE is higher than China (~39%), it is lower than the UK (~64%) 

and US (~68%). This shows that while consumption spend in India is rising, there is still a large 

headroom for growth.  

Fig. 3  Private Final Consumption Expenditure in India for 2010, 2015, 2019 and 2020; 

Consumption Expenditure Benchmarking for USA, UK, China, and India for 2019 

(INR Trillion, USD Trillion) (Consumption Expenditure as % of GDP) 

 

 Source(s): World Bank, International Monetary Fund, RedSeer Analysis 

Mature households (households with annual income between INR >0.5 Million) lead the consumption 

activity in India, driving ~53% of the total PFCE as of 2020. They constitute ~27% of the total 306 
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million households in the country. However, with economic development and upward mobilization of 

the low-income households (annual income <INR 0.25 Million), the emerging households are projected 

to grow faster than other households and drive a sizable portion of PFCE led by aspirational spending. 

Fig. 4 Total Households Split by Income in India for 2020: Total Private Final Consumption 

Expenditure by Household Type in India for 2020  

(Million Households, %) (INR Trillion, USD Trillion %) 

 

 

Notes: Households are split as Mature, Emerging, or Low Income if their annual income is greater than 

INR 0.5 Million, between INR 0.25 Million and 0.5 Million, and less than INR 0.25 Million, respectively. 

Sources: RedSeer IP, Secondary Research, World Bank 

 

Emerging households (annual income between INR 0.25 Million and INR 0.5 Million), along with the 

mature households (more than INR 0.5 Million annual income), drive the majority of discretionary 

spend in India, which has been a key driver of the growing PFCE. Prior to the COVID-19 pandemic, 

Economic Survey-2018-19 discussed the growing shift in consumption patterns from essential to 

discretionary spending. Going forward, the rise in per capita income is likely to translate into higher 

disposable income, which will further increase the discretionary spend in Indian economy. 

 

Large Young Population 

As per the United Nations Development Program’s 2020 estimates, India’s median age is 28.4, which 

is significantly younger than that of China (38.7) and USA (38.3). This reflects that India, with its 

already large working population (55% of the total population), would continue to add more working-

age citizens to the world. Moreover, India currently has the largest Millennial (anyone in the age group 

of 10-24 years) and GenZ (anyone in the age group of 25-39 years) population of 708 million, which 

constitutes ~51% of the country’s total population.  
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Fig. 5  Working Population of India, China and the US for 2020; Total Millennial and GenZ 

Population for India, China and the USA for 2020 

(Working Population as a % of the total population) (Millions)  

 

 Note(s): 1. Working population refers to age 20-59 years 

 2. Anyone between the age group 10-24 years refers to GenZ 

 3. Anyone between the age group 25-39 years refers to Millennial 

 Source(s): United Nations, RedSeer Analysis 

As per the World Economic Forum report of 2019, these Millennials and GenZ, who were born in 

liberalized India, are projected to have higher income levels owing to their better access to education 

and employment opportunities. 

Rapid urbanization results inthese young urban consumers have becoming a major consumption pool, 

leading to a greater shift from the unorganized to organized channel across markets,. GenZ and 

Millennials are also considered to be India’s biggest spenders, which is likely to increase further as they 

enter their prime earning ages. They have various peculiarities that make them stand apart, such as their 

active lifestyle, tech-savviness, taking longer to marry, etc. 

Further, Millennials and GenZ are increasingly adopting healthy lifestyle habits by shifting their focus 

to in fitness, wellness & healthcare. This trend has been accentuated by the COVID-19 pandemic. 

Consumers in these age groups also have a higher tendency to travel, given relatively higher disposable 

income and awareness, in search of unique, ‘in-trend’ experiences. 

As per RedSeer Research, India was one of the largest consumers of data per day, with ~5 hours of 

daily time spent on smartphones, in 2020. ~54% of this consumption is led by content in the form of 

short videos, Over the Top media content (OTT) and social media etc. while the remaining 46% consists 

of fitness, eCommerce, financial technology, education technology and other browsing activities. GenZ 

and Millennials account for approximately 70% of the smartphone users in India and are the most active 

consumers of social media content. More than 80% of the active users on social media platforms are 

GenZ and Millennials. Their high digital maturity, strong social circle and eagerness to follow 

celebrities, known personalities and influencers, were key drivers for the usage of social media apps. 

The interconnectedness of digital platforms like Facebook and Instagram, helps them in discovering 

new businesses and brands digitally. The ‘virality’ of such brands on social media allows for a much 

wider reach and rapid growth owing to their digital nature. 
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Increasing Urbanisation 

Urbanization leads to improved access to education and better employment opportunities which would 

result in higher purchasing power and stronger growth opportunities across industries. India has the 

second largest urban population in the world. Based on World Bank estimates, 35% of India’s 

population (or 480 million people) resided in urban towns and settlements in 2020. However, there is a 

large headroom ahead as compared to the world average of ~56% urban population, as per World Bank 

estimates.  

 Fig. 6 Urbanization in India- 2015, 2020, 2025P 

 (As a % of the total population) 

 

 

Note(s): 1. Covers urbanized areas of 50,000+ population, or urbanized clusters (areas                     

containing at least 2,500 and less than 50,000 people) 

2. Urban household size assumed as per Census 2011 

Source(s): World Bank, International Monetary Fund, Census (India), RedSeer Analysis 

India Digitization Trends 

India will continue to grow across the digital use-case funnel, which starts with having access to the 

internet at the basic level, goes to online service users for slightly evolved internet users and ends at 

eCommerce which highlights the most mature level of customers in the funnel. While there are multiple 

digital use-cases, the funnel categorizes internet users in broader cohorts depending on their level of 

internet activity and maturity. This growth is projected to be driven by affordability of internet services, 

continuous improvement in telecommunications infrastructure, increased adoption from Tier 2+ cities, 

rising popularity of social media, content in local languages, competitively priced online offerings and 

growing trust and adoption of online payment platforms. Moreover, COVID-19 pandemic has resulted 

in a surge of internet usage during lockdown periods. Across the value chain, there has been a greater 

acceptance of digital transactions with consumers, suppliers, wholesalers/distributors realising the value 

of convenience, safety and virtual connectivity supported in by internet-enabled solutions. However, 

there is significant room for growth in India’s digital journey, driven by the interest from large 

corporates to democratize data and the impetus provided by the Government of India for digital 

inclusion. 
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Fig. 7 Online Consumer Funnel for India for 2020 and 2025P and China for 2020 

  

(Millions, as a % of the total population) 

 

 
  

 Source(s): RedSeer Estimates 

Access to Internet:  

Access to internet has rapidly grown in India in recent years due to increased access and affordable 

prices. As per RedSeer Research, historical data rates in India were as high as INR 245 per gigabyte 

(GB). Owing to the launch of Reliance Jio and steps taken by other telecom providers, data rates have 

been made affordable by being reduced to approximately ~INR 50 per GB. Thus, the number of internet 

users in India rose from 310-330 million in 2015 to 660-690 million in 2020. A significant part of this 

growth came from rural areas – according to Telecom Regulatory Authority of India (TRAI). the rural 

share of internet subscription rose from 33% in 2015 to 39% in 2020. Today, internet users in India 

consume one of the highest amounts of internet data in the world at 14.1 GB monthly (as per the TRAI 

report for April to June 2021). An average Indian internet user spends approximately 6-7 hours daily 

on internet. For a major share of the population in India, access to internet was primarily driven by 

smartphones. This is unlike other countries where devices such as laptops and desktop and personal 

computers were the main tools for internet access. Internet penetration of India’s population was 48-

50% in 2020. Compared to China with the highest number of internet users in the world at 68-71%, 

there is room for growth in India. By 2025, India is projected to have 970-1000 million internet users 

and a penetration rate of 67-69%.  

Online services such as ticket booking and mobile recharges has introduced a significant number of 

people to the internet ecosystem. Banks increasingly focus on online services resulting in frictionless 

online payment systems increasingly gaining acceptance by more people as they begin relying on digital 

payments and transactions. Travel bookings, consumer-to-consumer payments, utility bill payments, 

taxi/auto ride hailing are other widely accepted use-cases. 
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Online Shoppers: 

The number of online shoppers in India increased to 150-180 million in 2020 from 120-150 million in 

2019. Approximately 70% of the online shoppers are located in non-metro cities. While the number of 

online shoppers was on the rise over the past years, COVID-19 lockdowns and restrictions accelerated 

growth as there was huge demand for online channels due to inaccessibility of offline retail channels. 

Mobile phones and electronics have been leading the online disruption with fashion, groceries, home 

and living as the popular categories for online shoppers. The growth in online shoppers is projected to 

continue in the future owing to an increase in consumers’ trust in online channels. Further, improved 

logistics infrastructure and ancillary support ecosystem of consumer credit, insurance, targeted 

marketing/advertisement services have widened the range of consumers for eCommerce.  

Smartphone Users:  

In recent years, smartphones have significantly disrupted the mobile phone space with affordable local 

and global brand alternatives. In 2020, smartphone users accounted for 34-38% of India’s population 

in comparison to 64-68% in China. Access to smartphones, easy content consumption on smartphones, 

affordable data charges and high-speed internet connections have made it easier for Indians to embrace 

digital applications. India’s access to the internet is driven by smartphones owing to their affordability, 

portability, and ease of access. This smartphone-first approach is expected to grow the consumer 

internet economy, as India is expected to reach the projected 750-850 million smartphone users by 2025 

which will reflect a smartphone penetration of 52-59%. 

India’s adoption of the digital channel is reflected in the rising digital content consumption. Indian OTT 

space experienced a 13% rise in video OTT consumption in 2020, with sports streaming being the 

highest consumption category. Growing gross transaction value (GTV) of Indian consumer internet 

sector increased to INR 6 trillion in the year 2020 due to  increasing digital maturity and acceptance. 

Online retail emerged as the leading consumer internet category in 2020 as it covered ~48% of the 

market. Online travel, e-Grocery and food delivery are other categories with noticeable share in the 

consumer internet GTV. India’s consumer internet GTV was 6% of its total PFCE in 2020 while 

developed economies such as China and USA have reached 20-30% and 10-15% respectively in 2020, 

indicating significant potential for growth in India. Going forward, the gross transaction value is 

projected to reach ~INR 22.5 trillion by 2025, growing at CAGR of ~26% between 2021-2025. 

Increased awareness, adaption and acceptance among the consumers support the growth of India’s 

consumer internet market, which is projected to undergo consistent growth. 
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Fig. 8 India Consumer Internet GTV – Overall Market 

(INR Trillion, USD Trillion)  (% CAGR ) (as % of the total Private Final Consumption 

Expenditure) 

 

Note(s): 1. Consumer Internet includes online retail of mobile, electronics, fashion, grocery (e-

tailing) and other sectors like Food Tech, Fintech (e.g., payments), eHealth, Bill Payments and 

Recharges, Stay, mobility, EdTech, Classifieds etc 

 Source(s): RedSeer Estimates 

 

 

India Retail Market  

India’s retail market grew at a CAGR of 11% between 2016-2019, to reach ~INR 68 trillion in 2019. 

Rise in consumption and incomes, growth of emerging households and increasing demand from Tier 

2+ markets led to the soaring growth of the retail market. However, the market was significantly 

impacted due to COVID-19 pandemic. The first wave of the pandemic disrupted supply chains and 

affected demand for non-essential and discretionary products and services. Owing to the effects of the 

pandemic, the market declined by 14% in 2020 to ~INR 59 trillion. The impact of the second and 

subsequent waves of COVID-19 on the retail market has been and is projected to continue to be 

relatively low owing to the better preparedness of administration, businesses, and consumers. As India 

adapts to the new normal by rolling out vaccinations and precautionary procedures, the retail market is 

projected to bounce back with a growth rate of 11% to ~INR 98 trillion by 2025.  
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Fig 9: Overall Retail Industry in India for 2016, 2019-2021P, and 2025P; Split of Online and 

Offline Retail in India for 2016, 2019-2021P, and 2025P 

(INR Trillion, USD Trillion) ( % of Retail Market) 

 

Source(s): RedSeer Research, RedSeer Analysis 

 

The Indian retail market is heavily led by the offline channels (unorganized + organized Brick and 

Mortar), with 15 million retailers across the country. The unorganized channel drives a significant 87% 

of the Indian retail market and almost the entire retail market in the tier 2+ cities.  
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Fig. 10  India Retail Market Split by City Tier for 2020 

 (As a % of the Retail Market) 

   

 Source(s): RedSeer Research, RedSeer Analysis  

 

The pandemic impacted consumer behavior across industries as lockdowns and health risks hindered 

mobility, disrupted supply chains and necessitated a shift towards online. As a result, the online retail 

penetration in India jumped from 3% in 2019 to 6% in 2021. However, as consumers realised the value 

and convenience offered by online channels, the shift in demand has become apparent. The online 

channels developed during the pandemic are expected to last, as digital-first and omni-channel 

approaches drive growth across markets. Despite the rapid growth, there is room for growth ahead when 

compared to the higher penetration of online retail in developed markets such as China (25-30%) and 

USA (12-17%). Further, greater internet penetration and digital literacy help support the growth of 

online retail penetration in India which is projected to reach ~11% by 2025. This will reflect a total 

online market size of ~INR 10.5 trillion and a growth of ~30% CAGR. 
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Fig. 11 Internet Penetration vs Online Penetration in Retail for India (2016, 2020, 2025P), 

China and USA for 2020 

(Online Retail as a % of Retail Market, Access to Internet as a % of Population) (USD 

Trillion) 

 

  

Source(s): RedSeer IP, RedSeer Analysis 

 

Mobile phones and electronics are leading the online retail market with a combined share of ~59% in 

2020. This is followed by fashion and home and living with online penetration of 12% and 15% in 2020, 

respectively. Nearly all retail categories are projected to see higher online penetration in 2025 supported 

by increasing online demand from Tier 2+ cities and growing consumption activity and discretionary 

spend post pandemic recovery. Over 50% of electronics are projected to be purchased via online retail 

channels in 2025. 
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Fig. 12  Online Penetration across Retail Categories for 2016, 2020, 2025P 

(% penetration) 

  

 

 Note(s): 1. Fashion – Apparel, Footwear, Accessories including watches, jewellery, luggage  

2. Food & Grocery – Beverages, Staples, Packaged Foods, Meat & Fish, Fresh Groceries, 

RTC/RTE   

3. Mobiles – Smartphones, Tablets and Feature phones  

4. Home & Living – Decor., Furnishings, Kitchenware, Furniture and home improvement  

5. Electronics – Large Appliances (TV, Refrigerators, Dishwashers etc.), Electronic Devices 

(Laptops, Cameras, Entertainment Appliances, Consumer Devices (Hearables, Wearables, 

Mobile Accessories, Gaming Accessories, Home Audio, Personal Care Appliances)   

6. Others – FMCG (Baby care, office supplies, stationery), Auto (batteries, tires, bike and car 

accessories), Books, music instruments, toys etc. 

Source(s): RedSeer Research 

 

Digital-First Brands 

Digital-first brands are brands with >60% of gross sales value coming from online channels. With the 

rising numbers of digitally savvy urban consumers with high disposable income, demand for digital-

first brands, that offer carefully curated experiences/products has also grown. Digital-first brands have 

grown faster than the overall online retail market. Their share of the online retail market has grown 

from ~25% in 2018 to 32% in 2020, led by a sizable market of mature, urban and high-income users in 

India, better infrastructural support for e-commerce, the ability for such brands to have wider 

reach/accessibility, their agility and rapid pace of innovation, wider product offerings and effective 

digital marketing strategies.  

While online penetration varies across categories, electronics, including mobile phones had the highest 

level of penetration of 40-50% of the online GMV in digital-first brands. Beauty and Personal Care was 

a close second in terms of penetration of online GMV with 35-40% penetration while food and grocery 

and apparel were seen as emerging online categories with relatively low but fast growing digital-first 
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penetration. Going forward, electronics is projected to experience greater penetration of digital-first 

brands as home-grown brands are best positioned to gain greater market share.  

Digital-first brands are projected to continue with their market growth trajectory and attain ~43% share 

of the online retail market by 2025. Such projected growth is driven by the following factors:  

 

Reach and Accessibility  

Although there is significant room for growth, India’s eCommerce ecosystem has developed over the 

previous years with increasing digital penetration and acceptance among consumers. Through the 

massive fulfilment reach of eCommerce marketplaces, digital-first brands have access to a wide 

distribution network, which, according to RedSeer research, allows the brands to instantly cater to over 

90% pin codes in the country. Digital-first brands also benefit from the developments in the ecosystem 

and are supported by improvements in the enabling infrastructure. Over the years, ancillary segments 

such as fin-tech and logistics have progressed into making payments frictionless and logistics efficient. 

Moreover, fintech platforms allow focused targeting while logistics platforms are developing 

interfacing layer to aggregate orders from digital-first brands. As new-age logistics players providing 

warehousing and other support services to such brands, digital first brands gain wider access to 

consumers and wider reach with improvements in these areas.  Critically, digital-first brands are able 

to more rapidly build reach without the  expensive need to build offline physical infrastructure, which 

enables a typically faster growth profile as opposed to the offline-first companies. 

 

Agility and rapid pace of innovation enabling maintenance of a compelling value proposition  

Digital-first brands are better positioned to track customer journey and transactional behavior than 

offline-first legacy brands. Moreover, such brands are able to engage the customers post purchase 

through quicker feedback in the form of ratings, reviews etc. This allows digital-first brands to better 

understand consumer behavior and derive sharp insights which help them better predict and understand 

shifts in preferences for their products. These predictions further lead to agility in innovations, which 

help digital-first brands respond to customer feedback much faster. The rapid prototyping of products 

and agility in response to shifts in consumer behavior being based on data backed architecture allows 

digital-first brands to identify and address white spaces in the market. 

 

Width of Offerings 

Digital first brands are typically able to launch new products and SKUs at significantly lower costs than 

traditional legacy brands. The latter use an offline-first approach for retail requiring the newly launched 

products to reach multiple geographies within limited time for display in offline stores. These inventory 

and logistics costs are saved when digital-first brands launch their products online through D2C and 

eCommerce channels. As a result, they offer a wide assortment as well as build depth across several 

sub-categories addressing various nuanced consumer niches and addresses specific use cases, which in 

turn expands the market from a consumer perspective. 

Consumer Understanding 

Digital-first brands are built to understand consumer behavior and garner relevant category insights and 

are hence able to develop product offerings based on feedback and insights received from customers 

and channel partners on a real-time basis. They benefit from this ear-to-ground approach as they are 

able to identify demand trends, product gaps in their offerings, as well as potential improvements to 

their existing products 
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Sustained high growth and Scalability attracting Inflow of Investments 

With the ability to launch and sell products at significantly lower costs through online channels, digital-

first brands can scale at a much faster pace than legacy brands, which incur significant costs in setting 

up offline retail stores/establish strong distributor-retailer network. Moreover, owing to the wide reach 

offered by eCommerce marketplaces, digital-first brands get immediate access to national markets. 

New-age third-party logistics companies also enable these brands to develop hassle-free 

sourcing/delivery routes. Owing to this high growth and scalability allowed by the nature of their 

operations, digital-first brands attract significant investor attention.  

Fig. 13 Online Retail in India Split by Brand Type for 2018-2021P and 2025P 

(INR Trillion, USD Trillion %) 

  

Source(s): RedSeer Research, RedSeer Analysis 
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Consumer Devices Market 

 

For the purpose of this report, the Consumer Devices market in India has been divided into Hearables, 

Wearables, Home Audio, Gaming Accessories, Personal Care Appliances and Mobile Accessories 

categories (and does not include mobiles, large appliances (air conditioners, washing machines, 

microwaves, refrigerators, televisions, geysers, water purifiers) and laptops, cameras.) The consumer 

devices market in India grew at a CAGR of 11% between 2018-2020 to reach ~INR 660 Bn (~USD 9 

Bn). The robust growth in the past 2-3 years has been much higher than the growth observed in China 

(6-9%) and USA (5-8%) markets. Despite the same, the Indian Consumer Devices market, has only 

reached 1.1% of overall retail, which is much lower than the share of retail in more developed 

economies like China, 2-3% (USD 80-130 Bn), and USA, 3-4% (USD 150-200 Bn).  

Fig. 14  India Consumer Devices Market for 2018, 2020, 2025P (LHS); Growth of Consumer 

Devices Market between 2018-2020 for India, China and the US (Top Right); 

Consumer Devices Market as a % of total Retail Market for India, China and the US 

in 2020 (Bottom Right) 

(INR Billion, USD Billion)  (% CAGR)  (as a % of the Total Retail Market) 

  

 

 Source(s): RedSeer Research, RedSeer Analysis 

  

Impact of COVID-19 on the Market 

The demand for non-essential retail categories fell during the first wave of COVID-19 in 2020, as both 

the supply and demand of most consumer goods were adversely affected. Even after the commencement 

of the lockdown re- opening phase, consumers were apprehensive about stepping out of their homes 

and going out for shopping. The impact during the second wave in 2021 was relatively limited due to 

the localized nature of the lockdown and little disruption on the supply side. Certain consumer devices 

categories, however, saw a rise in demand as people stayed at home during the lockdowns resulting in 

a significant rise of consumption of online media and general online activities. In addition, there was 

an increase in wearables, particularly amongst the youth, owing to the rising health-consciousness – a 

trend which is increasingly being adopted as a lifestyle change. There was also an increase in demand 
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for hearables during this period driven by increased usage of earphones due to the work-from-home 

arrangement, the tremendous rise in consumption of OTT content on mobile devices and the increased 

time spent on online classes. With various emerging use cases (e.g. 

work/study/music/video/sports/gaming/travel), consumers are increasingly owning multiple pairs of 

hearables devices, with each device having specialized functions. Fast-paced innovation and 

improvement in technology and product designs lead to shorter replacement cycles for hearables. 

Similarly, there was an increase of demand for gaming accessories consumers staying at home resorted 

to playing games to keep themselves occupied. Such increase in the number of amateur gamers is 

projected to support the demand in the gaming accessories market. Thus, these changes in consumption 

and demand patterns, although initially accelerated due to COVID-19, are projected to have lasting 

impacts. Moreover, as the pandemic recedes, the discretionary spending in general is likely to recover 

and grow at a faster pace than the overall retail in the coming years, led by the rising disposable income 

of Indian consumers. 

Hearables and wearables have been the fastest growing segments in the consumer devices market at a 

CAGR of 32% and 34% from 2018-2020, respectively. Due to improved access to technology, 

increasing reliance on local markets,  development of India’s manufacturing and tech-based abilities 

and the consequent fall in logistics costs, the consumer devices market is projected to grow at 15-25% 

CAGR to reach INR 1400-1800 Bn (USD 19-24 Bn) by 2025. At this level, consumer devices will 

represent 1.4-1.8% of India’s retail market.  

Fig. 15 India Consumer Devices Market split by Categories for 2018, 2020, 2025P 

 (INR Billion, USD Billion) 

  

 Source(s): RedSeer Research, RedSeer Analysis 
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Channel Dynamics 

The organized retail channel drove ~55% of the consumer devices market as of 2020. The share of 

organized segment in India is much lower than that in China and USA, where it stands at 85-90% and 

~95% respectively. In-line with this trend in the developed markets, the share of the organized segment 

has been rapidly increasing over the past years and is projected to continue increasing in the future with 

the rising demand for sophisticated retail experience across the country 

Online retail channel has been the fastest growing retail channel with an accelerated growth owing to 

the shift in retail market due to COVID-19. The retail market has undergone digital adoption to a certain 

extent which is projected to sustain and grow in the future as both consumers and sellers experience the 

benefits of online retail channel such as quick, easy and convenient transactions.  

 

Fig. 16  India Consumer Devices Market divided by Organized Online, Organized Offline and 

Unorganized segments for 2018, 2020 and 2025P  

(INR Billion, USD Billion) 

 

Source(s): RedSeer Research, RedSeer Analysis 
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India Hearables Market 

The hearables market comprises wired earphones and headphones, wireless earphones and headphones 

and truly wireless earphones It has grown from INR ~99 Billion (~USD 1.3 Billion) in 2018 to ~INR 

170 Billion (~USD 2.3 Billion) in 2020, at a CAGR of ~31%. However, when compared to USA (USD 

16-19 Billion) and South East Asia region (SEA) (USD 3-5 Billion), it shows significant room for 

growth.  

 

Fig. 17 Total Market Size of Hearables in India for 2018, 2020 and 2025P; Volume Sales 

Penetration for Hearables in India as a Percentage of Smartphones for 2018, 2020 and 

2025P 

(INR Billion, USD Billion %) (Volume Sales Penetration as % of Smartphones)  

  

  

Source(s): RedSeer Research, RedSeer Analysis 

 

The wired earphones in USA and Europe, the Middle East and Africa (EMEA) make up 2-5% of the 

total hearables market by value whereas the wired headphones in India and SEA make up 49% and 50% 

of the total hearables market by value respectively. Wired earphones are accessible for a large share of 

the population as they are sold at the lowest price point as compared to other items in the hearables 

category.  Modern day hearables such as wireless and truly wireless earphones dominate the hearables 

market in the geographies like the US and MEA. This indicates the potential of the Indian hearables 

market and room for further growth. As a result of technological improvement, new and advanced 

products are manufactured with higher consistency and quality with affordable price range.  
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Fig. 18 Total Market Size of Hearables and Category Mix in India, US, SEA, and MEA for 2020 

(LHS); Hearables Category Mix in India for 2018, 2020 and 2025P (RHS) 

(USD Billion, %) (INR Billion, USD Billion, %) 

 

 

Source(s): RedSeer Research, RedSeer Analysis 

Hearables are expected to grow at a 25-35% CAGR in the next 5 years and are projected to reach INR 

515-765 Billion (USD 7-10 Billion) by 2025. Growth in this market is expected to be driven by multiple 

factors explained below. 

Growth Drivers for Hearables 

Technological Improvements 

With improved and accessible technology, wireless, and truly wireless earphones are being 

manufactured at a larger scale with more affordable branded and unbranded product lines that may cater 

to the needs of a larger section of the population in India. 

Multiple Use-Cases 

There are multiple use cases for hearables, which lead people to own multiple pairs of 

headphones/earphones for specific purposes. This is particularly true for Gen-Z and Millennials who 

are evolved users and hence own different set of devices for gaming, travel, calling and other purposes. 

As young consumers are highly trend-conscious, brands have also been innovative in their product 

range, lifestyle positioning, features and price points to align those with the consumer expectations. 

This is also leading to shorter replacement cycles for hearables as consumers diversify their use-cases 

and brands deliver with innovative products in a fast-paced market.  

Unbundling of Earphones and Smartphones 

Over the past few years, most national and international smartphone companies have stopped providing 

wired earphones in their phone boxes. This unbundling has led to consumers buying hearable products 

separately, which created significant opportunities for players in the hearables market to innovate 

beyond the simplistic wired earphones provided by the smartphone companies, and offer a wide range 

of wired, wireless and truly wireless earphones and headphones. Smartphone companies are able to 
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increase their profits by separating product categories. This also helps new players specializing in these 

devices to enter in the market to meet the high level of demand for such products.  

Greater Adoption of Advanced Hearables 

The share of wired earphones, by value, in the overall hearables market in India shrunk from 92% in 

2018 to ~49% in 2020 and, is projected to shrink further to 10-15% by 2025. Apart from the unbundling 

of wired earphones with smartphones, the removal of the 3.5 mm jack from phones is a significant 

factor contributing to the decrease. Smartphones have increasingly moved towards USB C-type ports 

resulting in wired headphones with 3.5 mm jacks incompatible with new smartphones. This decrease 

has contributed to a shift to truly wireless and wireless, which has grown from ~4% and ~5% of the 

market in 2018 to ~26% and ~25% in 2020 respectively. Although wired earphones remains the entry 

product for most users of this category, improved product features from branded players provide users 

ith an option to adopt branded wired earphones and later upgrade to advanced wireless and truly wireless 

categories. Going forward, truly wireless is projected to capture 45-50% of the hearables market by 

2025, growing at a CAGR of 40-55% while wireless is projected to capture 35-40%, at a CAGR of 35-

45%. 
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Indian Wearables Market 

The wearables market comprises activity bands and smartwatches. It has grown from ~INR 16 Billion 

(~USD 0.2 Billion) in 2018 to ~INR 32 Billion (~USD 0.4 Billion) in 2020, at a CAGR of ~39%. The 

USA (USD 12-15 Billion) and SEA (USD 1-3 Billion) have relatively evolved markets in this respect. 

The sales volume penetration of wearables in India was ~2% in 2020 indicating massive room for 

growth in the future. 

 

Fig. 19. Total Market Size of Wearables in India for 2018, 2020 and 2025P; Volume Sales 

Penetration for Wearables in India as a Percentage of Smartphones for 2018, 2020 

and 2025P 

(INR Billion, USD Billion %) (Volume Sales Penetration as % of Smartphones)  

 

 

 

Source(s): RedSeer Research, RedSeer Analysis 

 

Smartwatches constitute around 76% of the Indian wearables market, while in other geographies they 

constitute much larger shares (~95% in the US, ~81% in the EMEA region). Activity bands still hold a 

24% share in India although users are increasingly transitioning towards advanced smartwatches. This 

would further be boosted as technological improvements in the wearables market reduce costs and 

prices causing the market to shift towards advanced product categories, offering better quality and 

consistency. In addition to the positive implication on category growth, these shifts are also likely to 

make these categories inherently more attractive from a brand perspective as they will increase the 

barriers to entry and make product differentiation clearer as products move up the technical ladder, 

hence benefitting the established category players with strong brands and leading market positions. 
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Fig. 20. Total Market Size of Wearables and Category Mix in India, US, SEA, and MEA for 

2020 (LHS); Wearables Category Mix in India for 2018, 2020 and 2025P (RHS) 

(INR Billion, USD Billion, %) (INR Billion, USD Billion, %) 

 

Source(s): RedSeer Research, RedSeer Analysis 

The wearables market in India is projected to grow at a high CAGR of 40-55% in the next 5 years and 

reach a size of INR 170-275 Billion (USD 2-4 Billion) by 2025. Growth in this market is expected to 

be driven by multiple factors explained below. 

Growth Drivers for Wearables 

Greater Adoption of Advanced Wearables 

The initial adoption of wearables in India was led by activity bands across geographies. These simple 

wearables which primarily gained traction as a way of keeping track of one’s fitness along with limited 

added functionality, have served as a segue to more complex smartwatches with many functionalities 

beyond fitness tracking. Increasing penetration of bundled features like heart rate monitoring, SpO2 

tracker and activity tracker etc. along with competitive prices, is driving growth in the smartwatches 

segment. India is seeing this transition from activity bands to smartwatches. While the activity bands  

covered ~49%  of the wearables market  in 2018, their contribution came down to 24% in 2020. The 

smartwatches segment, on the other hand, grew from 51% of the wearables market in 2018 to 76% in 

2020, and is expected to continue growing to reach ~95% of the market by 2025.  

Increased Focus on Health and Fitness 

With chronic lifestyle diseases on the rise, people are getting increasingly conscious of their ways of 

living. The younger population started adopting a healthy lifestyle. Eating right and exercising regularly 

has therefore increasingly emerged as a popular lifestyle trend. Wearable devices that help track 

activities, monitoring sleep patterns and health indicators, and calories burn are therefore gaining 

popularity with consumers with active lifestyle to keep them healthy and fit. 
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Key Trends in the Hearables and Wearables market 

The hearables & wearables market in India is governed by several trends discussed below: 

Rising Tier-2+ Market 

Metro and Tier 1 cities have been the predominant locations for sales of hearables and wearables in 

India, given the high paying capacity, brand awareness and lifestyle focus of consumers residing in 

these cities. Tier 2+ consumers are gradually becoming updated with the latest metro trends and aspire 

to follow these trends. Moreover, online retail channels provide consumers in Tier 2+ cities a convenient 

& affordable platform to access the high quality products. As a result, hearables and wearables are 

growing faster in Tier 2+ cities alongside other categories in online retail such as fashion, mobile phones 

and consumer durables. The contribution to the hearables market coming from Tier-2+ cities has 

increased from 50% in 2018 to 60% in 2020. The contribution of Tier 2+ cities in the wearables market 

has grown from 20% in 2018 to 30% in 2020. This trend is projected to continue in Tier-2+ cities 

contributing 65-70% of the hearables market and 60-65% of the wearables market by 2025. 

Fig.21. Hearables Market (LHS) & Wearables Market (RHS) Split by City-Tier in India for 

2018, 2020 and 2025P 

(INR Billion, USD Billion %) 

 

 

Source(s): RedSeer Research, RedSeer Analysis 

 

Growing Aspirational Segment 

The growing per capita income has given rise to a large aspirational middle class in India. This 

population segment has become highly aware of the global trends through social media and aspires to 

adopt new age branded products such as truly wireless earphones and smartwatches. Increasingly, a 

greater share of the middle class is coming online fueled by cheap data rates and accessibility to 

smartphones, further enhancing their exposure to these products & their use cases. Moreover, several 

brands have entered the aspirational price segment (from INR 1000 to INR 5000 for Hearables and INR 

2000 to INR 8000 for Wearables) and have made technologically advanced premium hearables & 

wearables products affordable for the middle-class segment. As a result, the aspirational segment grew 

from 12% and 15% of the hearables and wearables markets respectively in 2018 to 25% and 15% in 
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2020, by volume. The segment is projected to grow at CAGRs of 30-40% and 70-85% in the hearables 

and wearables markets respectively, to reach 40-50% market share in hearables and, 50-60% share in 

the wearables market. 

Fig. 22 Hearables Market (LHS) & Wearables Market (RHS) Split by Price Point in India for 

2018, 2020 and 2025P 

(Million Units, %)  

 

Note(s): Wearables: Budget - < INR 2000, Aspirational – INR 2000-INR 8000, Premium - > 

INR 8000  

Hearables:  Budget - < INR 1000, Aspirational; - INR1000 – INR 5000, Premium - > INR 5000 

Source(s): RedSeer Research, RedSeer Analysis 

 

High Repurchase Frequency 

Most online shoppers are likely to repurchase hearables and wearables within one to two years. This 

high repurchase frequency, is a key growth driver of the hearables & wearables market in India, 

indicating that the growth in future will be led by not just the new smartphone users, but also the existing 

smartphone users, who are likely to repurchase these products. Expansion of use-cases has been the key 

driver of high repurchase frequency of these products. Consumers typically use hearables widely for 

listening to music, watching videos / movies, taking private and official phone calls and these use cases 

became quite prominent during travel. Similarly, wearables are used for keeping track of health & 

fitness, time and mobile notifications / updates. In addition, technological advancements in these 

products such as new generation of smartwatches, truly wireless earphones with a larger batter life and 

better sound quality influence  consumers’ decision to make repurchases. 

 

Shift from Unbranded to Branded Products 

India’s hearables’ market has historically been dominated by the unbranded segment. However, in the 

last couple of years, there has been a significant shift towards branded hearables products, led by the 

growing brand affinity among consumers. Brand reputation has become one of the top decision-making 

criteria for users purchasing hearables and wearables. 
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As a result, contribution of the unbranded market segment, which was ~84% by volume (~71% by 

value) in the hearables market in 2018 has decreased to 71% in 2020 (45% by value), leading to an 

increase in the share of branded segment.  

On the other hand, the the unbranded segment of the wearables market decrease further from 37% by 

volume (10% by value) in 2018 to 30% by volume in 2020 (6% by value). Despite the shift, the branded 

share of the overall hearables and wearables market in India is considerably low when compared to the 

countries like the USA (95% by volume and by value) and China (80% by volume and 90% by value). 

This reflects room for growth of branded segment in India. 

 

Fig. 23.a. Global Benchmarks on Hearables & Wearables Market Volume Split by Branded 

and Unbranded in USA and China for 2020; Hearables & Wearables Market Split by Branded 

and Unbranded in India for 2018, 2020 and 2025P 

(Million Units, %) 

 

 

Source(s): RedSeer Research, RedSeer Analysis 
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Fig. 23.b. Global Benchmarks on Hearables & Wearables Market Value Split by Branded and 

Unbranded in USA and China for 2020; Hearables & Wearables Market Split by 

Branded and Unbranded in India for 2018, 2020 and 2025P 

(USD Billion, INR Billion %) 

 

Source(s): RedSeer Research, RedSeer Analysis 

The shift towards branded products is being driven by several factors. When wireless, truly wireless, 

and smartwatches were first launched by brands, their prices were high due to technological complexity 

and the lack of suppliers. Over the past years, technological know-how has improved as more global 

and Indian brands gained manufacturing capabilities of these technologies, drove down prices and made 

products affordable for a much larger section of the society. Apart from social media, word of mouth 

and eCommerce marketplaces have been playing a big role in discovering affordable branded products. 

Disposable incomes are also rising which means that more and more of the population can aspire and 

make the shift to branded products. As a result of the above factors, the contribution of branded 

hearables and wearables is projected to reach ~40% by volume and ~75% by value in 2025. 

Shift towards Indian brands 

Within the branded segment, the hearables & wearables market is shifting from global brands to Indian 

brands. Historically, as sales of relatively newer technologies like TWS and smartwatches was lower - 

dominated by a handful of brands, replicability was challenging due to technical complexities. Over the 

past few years, Indian brands have been able to capture significant market share by offering hearables 

and wearables fine-tuned to the tastes and preferences of Indian consumers, effectively positioned for 

and craftily marketed towards the Indian audience, and at price points much lower than the global 

counterparts. 

Indian brands have also remained competitive because of the price points at which they operate when 

compared to global brands.  

All of these factors have led to a significant erosion in the market share of global brands in the branded 

hearables and wearables market volume. The market share of global brands has gone down from an 

70% in 2018 to 20-30% in 2020 for hearables, while for wearables it has been in the 10%-12% range 

during the same period. The share of global brands is projected to continue declining in the case of 

hearables and reach ~20% in 2025 for hearables and remain rangebound when it comes to wearables.  

Over the past years, Indian brands would further benefit from shift towards local manufacturing, 

supported by Make in India campaign and ‘Production Linked Incentive Scheme’ that would allow for 
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viable local manufacturing option to minimize the risk of supply chain disruption, reduce logistics cost 

by bringing manufacturing closer to point of use, and create economies of scale which would further 

reduce cost. With greater understanding of the market and consumer, home-grown brands are better 

positioned to brand themselves well. With a strong ‘vocal-for-local’ trend among the Indian consumers, 

the market dynamics favor local brands. Their volume share is projected to grow to a strong 45-50% of 

the market  for hearables and 40-45% of the market for wearables by 2025, owing to the agility of Indian 

brands in catching on to the sentiments and expectations of the Indian consumers when it comes to 

hearables and wearables.  

 

Fig. 24 a. Branded Market of Hearables (LHS) & Wearables (RHS) Split by Brand Origin in 

India for 2018, 2020 and 2025P – by Volume 

(Million Units, %)     

 

 

Source(s): RedSeer Research, RedSeer Analysis 

Note: Chinese Brands – Include brands that have originated in China 

Non-Chinese Global Brands – Includes global brands that have not originated in China 

Indian Brands – Includes Brands that have originated in India 

By value, both the hearables and the wearables market have historically been dominated by the global 

players, considering the high prices at which they are sold vis-à-vis Indian and Chinese players. In 2018, 

global brands had a market share of more than 80% in the hearables market and ~60% in the wearables 

market. However, with the advent of Indian players with strong locally-curated products, home grown 

brands positioned towards the Indian audience, subsequent decline in prices and the market becoming 

more competitive, in 2020, global brands lost significant market share to Indian and Chinese brands 

(Global brands accounted for 40-45% of the hearables market and 55% of the wearables market, in 

2020).  

By 2025, Indian brands are projected to drive 35-40% of the hearables market and 25-30% of the 

wearables market, by value. 
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Fig. 24 b. Branded Market of Hearables (LHS) & Wearables Split (RHS) by Brand Origin and 

their Average Selling Price in India for 2018, 2020 and 2025P – by Value 

(INR Billion, USD Billion %)     

 

 

Source(s): RedSeer Research, RedSeer Analysis 

Note: Chinese Brands – Include brands that have originated in China 

Non-Chinese Global Brands – Includes global brands that have not originated in China 

Indian Brands – Includes Brands that have originated in India 

 

The Rise of Digital-first Brands  

Digital-first brands have been gaining traction in the hearables & wearables markets and as of 2020, 

they comprise of ~27% of the hearables market and ~75% of the wearables market, by volume. As 

opposed to legacy brands which are primarily sold via established offline retail channels, digital-first 

brands have limited access to traditional retail. However, the latter are tech-driven brands which have 

greater access to and reliance on data and analytics. Owing to their agility in customer interaction and 

engagement, pre and post purchase, digital-first brands are typically the first to introduce new products 

and innovations to the market. Thus, over the coming years, legacy brands are projected to relinquish 

greater market share to digital-first brands, which would grow strongly owing to the growth in the online 

segment of the market and increase in consumer trust towards the digital channel. By 2025, digital first 

brands are projected to hold 45-55% and 80-85% share in the Indian Hearables and Wearables markets 

respectively, by volume.  
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Fig. 25 India Hearables Market (LHS) and Wearables Market (RHS) split by Brand Type for 

2018, 2020 and 2025P 

 (Million Units)( % of the Branded Market) 

 

 

 Source(s): RedSeer Research RedSeer Analysis 

Digital-first brands can leverage eCommerce marketplaces better, which helps them in improving brand 

visibility and sales. Their mode of operation and marketing allows them to interact directly with the 

customers and receive feedback while, making them more agile in responding to customer needs and 

feedback. Over the years, tracking consumer behavior, preferences, journey, and experience has helped 

digital-first brands predict their users’ preferences accurately. Consequentially, digital-first brands are 

equipped with rapid prototyping and fast-paced innovation allowing them to respond to the whitespaces 

in the market quicker and better.  

Social media has emerged as an important tool not only for marketing and promotions, but also to 

connect with the consumers. Digital-first brands look to build a community of users, in order to offer 

an experience and not just a product to their customers. The tech-savvy younger population cohorts are 

the primary target customers for digital-first brands and connecting with them requires a strong presence 

across various social media platforms. As opposed to legacy brands who spend a significant amount of 

their marketing budget on offline marketing, Digital-first brands allocate fewer resources to offline 

marketing. However, online-first marketing approach allows these brands to engage customers in two-

way communication. While both brands try to get famous personalities for their promotions, digital-

first brands use relevant and relatable social-media influencers which help them connect with the GenZ 

and Millennial users. GenZ and Millennials are also key influencers of family decisions, especially 

when it comes to older users. Many of the older users are dependent on the younger members of the 

family for taking purchasing decisions in the hearables and wearables categories. Thus, connecting with 

younger cohorts becomes critical for brands since they act as influencers for the purchase decisions 

made by other people. Social media helps digital-first brands to build trust and increase visibility among 

their target users, at a relatively low marketing spend.  

With their ‘online-first’ focus, digital-first brands are able to prioritize new releases and greater SKU 

assortment for their online channels. With eCommerce marketplaces, that have established pan-India 

presence across 90%+ pin codes, digital-first brands have immediate access to the national market. 



31 
 

Paying close attention to D2C channels has also helped them maximize profitability while exercising 

greater channel control.  

The rise of online and omni-channel retail 

Online channels, including eCommerce marketplaces and Direct-to-Customer channels, grew from 

40% of the total hearables and wearables retail market to 50% between 2018 and 2020.Online shopping 

has become a convenient method of discovering new-age homegrown brands offering competitive 

prices for a young and aspirational userbase with higher digital maturity and disposable income. With 

rising smartphone penetration and cheap data plans, online becomes the default for discretionary 

purchases like hearables and wearables for previously untapped consumers living in Tier-2+ cities. UPI, 

QR codes, and cash on delivery have also made online payments frictionless making it easier for all to 

shop online and trust the process. Improved logistics also increase the reach of online channels and 

allows for fast and smooth delivery experience. These factors are projected to drive growth in the online 

channel for it to reach 60-65% of the hearables and wearables retail market by 2025.  

Offline retail contributed ~50% to the total market in 2020. With 4-5 Lakh retailers and 1800-2000 

distributors, offline remains a significant channel. Stronger consumer trust because of the touch and 

feel element that offline stores bring to the table translates into better consumer retention and higher 

LTV.  

Fig. 26. Hearables and Wearables Market split by Channels for 2018, 2020 and 2025P 

 (INR Billion, USD Billion as a % of the Hearables and Wearables Market) 

 

 

 Source(s): RedSeer Research, RedSeer Analysis 

 

Going ahead, the boundaries between online and offline retail are likely to get blurred, giving rise to 

the omni-channel retail approach. Increasingly, brands are realizing the importance of selling both 

online and offline. Having an omni-channel retail approach allows for better engagement, as the offline 

experience gives people the option of ‘touch-and-feel’ to build trust, while online presence becomes 

more pertinent for future purchases in the same brand. Together with online content, this takes the 

consumer engagement to another level and helps in establishing a relationship with the platform. Having 

an offline presence helps build familiarity amongst those customers who are hesitant to buy online or 
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doubtful about after sale services. This leads to more consumers trying out newer brands & product 

categories across channels, while cross-channel targeting reduces customer acquisition costs to some 

extent and further omni-channel retail also widens the customer base for both digital-first and other 

brands instead of limiting them to specific demographics.  

Going ahead, as digital maturity increases, online retail will grow as greater number of customers would 

be digitally influenced in their purchase decisions. COVID-19 pandemic has also boosted the growth 

of digital-first brands as the shift to online was necessitated across the value chain. These brands had 

the first-mover advantage in the field which they leveraged to meet increased demand on online 

channels. However, there is still a significant population segment that would prefer buying through 

offline retail channels, due to perceived higher trust in physically examining the product before 

purchase. Both types of brands are therefore trying to leverage existing capabilities to optimize growth 

in the future through an omni-channel approach.  
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Home Audio Market 

Home Audio, which includes home theatre systems, sound bars, wired speakers, portable speakers, 

luxury audio systems (Hi Fi Systems), grew from ~ INR 150 Bn (~USD 2 Bn) in 2018 to ~INR 170 Bn 

(~USD 2.2 Bn) in 2020.  

With increasing penetration of Smart-Tech including, smart-homes, smart-entertainment, smart-TVs 

etc., adjacent categories like Soundbars, Home theatre systems are projected to drive growth in the 

home audio segment. The increasing consumption of OTT, accelerated by pandemic induced 

lockdowns, has also been instrumental in driving growth in this category. 

The demand for wireless speakers is on the rise and this segment is projected to remain the largest in 

this category, led by a paradigm shift from bulky audio systems to sleek and elegant, portable, and 

affordable wireless speakers and by an increase in the demand for smart, connected devices.  

The share of luxury audio segment (Hi FI systems) is projected to decline, however, considering the 

fact that people are increasingly moving towards more affordable alternatives. 

The home audio market is projected to reach INR 235-320 Billion (~USD3.1-4.2 Bn) by 2025.  

 Fig. 27. Home Audio Market in India for 2018, 2020 and 2025P 

 (USD Billion, INR Billion)  

   

 Source: RedSeer Research, RedSeer Analysis 
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Gaming Accessories Market 

The gaming accessories market includes static and portable consoles, AR/VR headsets for gaming, and 

controllers (keyboard, mouse, joysticks). The market grew from INR 11 billion (USD 0.1 Billion) to 

INR 18 billion (USD 0.2 Billion) between 2018 and 2020.  

eSports has grown manifold across the country, opening a new audience of casual and serious gamers 

looking to invest in consoles and affiliated accessories. COVID-19 pandemic induced lockdowns also 

saw the rise of gaming as a source of entertainment and engagement, becoming popular among GenZ 

and Millennials of the country, bringing in a large number of gamers into the ecosystem. These gamers 

with rising disposable incomes, look to purchase high quality, branded gaming accessories, to enhance 

their gaming experience.  

Social media has also created an environment for eSports in the country with many popular influencers 

posting gaming content online. Increasing acceptance towards gaming as potential career option/source 

of income amongst the youth is leading to a rise in numbers of casual and professional gamers. This 

rise is projected to continue, with the market growing from INR 18 Billion (~USD 0.2 Billion in 2020 

to INR 76 Billion (~USD 1 Billion) in 2025, at a CAGR of ~35%. 

Fig. 29. Gaming Accessories Market in India for 2018, 2020 and 2025P 

(USD Billion, INR Billion) 

  

Source(s): RedSeer Research, RedSeer Analysis 
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Personal Care Appliances Market 

The personal care appliances market, which includes beauty and grooming appliances (hair care 

appliances, shavers, trimmers and facial cleansing appliances) grew from INR 32 billion (~USD0.4 

billion) in 2018 to INR 44 billion (~USD0.6 billion) in 2020, growing at a CAGR of 17%. 

The growth is primarily led by the younger population cohorts, who are increasingly aware of global 

beauty & fashion trends and how they present themselves. Moreover, innovations in product 

development by brands have led to reduced prices for personal care appliances along with a wide 

product range. This has allowed brands to tap into a previously under-served segment of consumers to 

invest in personal care appliances.  

Since salon and beauty parlor services are easily available and accessible in the country, Do-It-Yourself 

categories in this market witnessed low adoption. However, lockdowns and COVID-19 pandemic 

related restrictions brought many first-time users to the market. This uptick in demand is projected to 

retain as customers realize the value offered by DIY appliances, following the trend in global developed 

economies. Increasing impetus on Male Grooming has been a driver of growth in products such as 

trimmers and shavers. 

There is also a trend of shift from unbranded to branded products, as brands deliver innovative 

technological solutions and customers see a rise in disposable incomes. These drivers are projected to 

grow the market at a CAGR of ~15% to reach INR 81 billion (USD 1.1 billion) by 2025. 

Fig. 30. Personal Care Appliances Market in India for 2018, 2020 and 2025P  

(USD Billion, INR Billion) 

  

Source(s): RedSeer Research, RedSeer Analysis 

Mobile Accessories Market 

Due to the pandemic, the Mobile Accessories market in India remained rangebound, between 2018 to 

2020. The market shrunk slightly from ~INR 230 billion (~USD 3.1 billion) in 2018 to ~ INR 226 

billion (~3.0 billion) in 2020. 

With increasing number of smartphone users and rising penetration across Tier 2+ markets in India, the 

mobile accessories market, which includes chargers, cables, protective cases, memory cards and power 

banks, has been evolving. Currently the market is driven by the unbranded segment. As the market 
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matures, the mobile accessories segment is projected to see an increase in the number of brands entering 

the space and grow at a CAGR of ~8% till 2025 to reach ~INR 330 billion (~USD 4.4 Bn).  
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Total Addressable Market for IML considering India market only and categories where IML is 

present in today 

IML has a large addressable market of ~INR 660 billion (~USD 9 billion) in 2020, which is projected 

to grow to ~INR 1400-1800 billion (USD 19-24 billion) by 2025. 

IML is targeting the entire Consumer Devices market in India which translates to ~INR 660 Billion 

(~USD 9 Billion) Total Addressable Market and is projected to grow to ~INR 1400-1800 Billion (USD 

19-24 Billion) by 2025. Based on its current suite of offerings, and the Indian market only, IMLs 

addressable market today comprises of the hearables and wearables, home audio, gaming accessories, 

personal care appliances, mobile accessories categories of the consumer devices market.  

Within the Consumer Devices market, the organized online segment has been growing the fastest. 

Online retail in the Consumer Devices market includes retail through eCommerce marketplaces and 

Direct-to-Consumer platforms. Growth in the segment is driven by growing GenZ and Millennial 

population with relatively higher disposable incomes and digital maturity, rising smartphone 

penetration and affordability of data plans and improvements in the enabling infrastructure including 

online payments, logistics etc.  

 Fig. 31 IML’s Total Addressable Market in Consumer Devices – 2020 and 2025P considering 

India market only and categories where IML is present in today 

 (INR Billion, USD Billion) 

 

 Source: RedSeer Research, RedSeer Analysis 

  



38 
 

 

Category 

Overall 

Market 

(2020) 

Overall 

Market 

(2025P) 

Overall 

CAGR 

2020-25P 

Branded 

Market 

(2020) 

Branded 

Market 

(2025P) 

Branded 

CAGR 

2020-25P 

Consumer Devices 660 1400-1800 15-25% 362 930-1275 20-30% 

Gaming 

Accessories 
18 76 ~35% 16 70 ~35% 

Personal Care 

Appliances 
44 81 ~15% 21 45 ~15% 

Home Audio 170 235-320 7-15% 121 175-240 8-15% 

Mobile Accessories 226 330 ~8% 80 130 ~11% 

Wearables 32 170-275 40-55% 30 160-260 40-55% 

Hearables 170 515-765 25-35% 94 350-530 30-40% 

All figures are in INR Bn 
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3. IDC India Monthly Wearable Device Tracker, Nov'21 Release 
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IML’s Competitive Positioning 

Category Definition: 

S No. Term Definition 

1 Earwear Earwear includes TWS, neckbands, and wireless over-the-ear 

headphones that supports functionality beyond audio, like a smart 

assistant, health & fitness tracking, audio experience enhancement or 

language translation. It is the same as and is used synonymously with 

‘wireless hearables’ in this section of the report. 

2 Wearable Watch Wearable Watch includes devices that are in the form of a watch and 

capable of processing the data digitally. It excludes traditional analog 

and digital watches. It is the same as and is used synonymously with 

‘smartwatches’ in this section of the report. 

 

IML’s flagship brand boAt has been one of the fastest growing brands in the combined Indian earwear1 

and wearable watch2 market between H1 2019 and H1 2021 (by sales value). Between H1 2019 and H1 

2021, boAt grew ~15x in terms of semi-annual sales by value (in INR) of the combined earwear1 and 

wearable watch2 categories, compared to the 3x average growth of the Next Top 9 Brands (Next Top 9 

Brands are  defined as the average of semi-annual sales (by value in INR) of next Top 9 earwear1 and 

wearable watch2 (combined)  brands in H1 2021, excluding boAt). 

 Fig. 32  boAt vs Next Top 9 Brands- Semi-Annual Sales by value (in INR Mn) of Earwear1and 

Wearable watch2 (combined) between H1 2019 and H1 2021,  

 

Source(s): Data - IDC India Monthly Wearable Device Tracker, Nov'21 Release, Chart - 

RedSeer Analysis 

Note: a. boAt is the market leader for H1 2021 in terms of the semi-annual sales of earwear1 

and wearable watch2(combined) 

b. Next Top 9 Brands have been defined the next Top 9 Brands for H1 2021 and the  average 

is defined as the average of their semi-annual sales of earwear1and wearable watch2 

(combined) by value (in INR Mn) 
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boAt entered the earwear1 market in Q2 2018.  

The rapid growth has enabled the company’s flagship brand boAt to capture substantial market share 

in terms of both volume and value – across the wireless and TWS categories. In the branded earwear1  

market, boAt captured 48%3 market share by volume and 30%3 by sales value in Q3 2021. boAt has 

maintained its position as a market leader in this segment (in terms of volumes) over the past 5 

quarters3, it was the #1 earwear brand in India during FY2020 in terms of volume, and its market 

share by value has also grown in the past 2 years3. 

Fig. 33 LHS - Market Share of boAt by volume in the Branded Earwear1 Market in India between Q1 

2019 and Q3 2021; RHS - Market Share of boAt by value in the Branded Earwear1 Market in India 

between Q1 2019 and Q3 2021  

 

(LHS - % of the Total Market Volume in the Branded Earwear1 Market in India)  

(RHS- % of the Total Market Value in the Branded Earwear1 Market in India) 

(Market Share and Positions are by brand) 

 

Source: Data - IDC India Monthly Wearable Device Tracker, Nov'21 Release, Charts - RedSeer 

Analysis 
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boAt has recently entered the wearable watch2 market in Q4 2020. Within a year of the launch, boAt 

reached 23%3 in terms of the Indian branded market share by volume and 13%3 by sales value  for Q3 

2021. boAt’s market share has grown consistently by value over the last 3 quarters3.  

Fig. 34 LHS - Market Share of boAt by volume in the Branded Wearable watch2 Market in India 

between Q4 2020 and Q3 2021; RHS - Market Share of boAt by value in the Branded Wearable watch2 

Market in India between Q4 2020 and Q3 2021       

(LHS - % of the Total Market Volume in the Branded Wearable watch2 Market in India)  

(RHS - % of the Total Market Value in the Branded Wearable watch2 Market in India) 

(Market Share and Positions are by brand) 

 

 

 

Source: Data - IDC India Monthly Wearable Device Tracker, Nov'21 Release, Charts - RedSeer 

Analysis 

 

Moreover, in terms of number of hearables and wearables’ SKUs rated 4.0 and above on eCommerce 

marketplaces, boAt is the market leader. It leads the next Top 9 Brands, with 1.4x – 5x of the SKUs 

rated 4.0 and above on Amazon and 1.1x – 3x on Flipkart. 
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Fig 36 boAt vs Next Top 9 Brands - No. of hearables and wearables SKUs rated 4.0 and 

above on eCommerce marketplaces in the week starting 15th November 2021 

Lower end of the SKU range of the Next Top 9 Brands scaled to 100 

 

 

Source(s): Platform Web Scraping, RedSeer Analysis 

Note:1. Next Top 9 Brands have been defined based on the no. of SKUs rated 4.0 and above 

on the respective eCommerce marketplace 

2. The lower limit of the SKU range is scaled to 100 for this chart  
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When it comes to followers on social media platforms like Instagram, boAt leads the next top 9 

hearables & wearables brands (excluding the brands that sell mobile phones/other electronics) with 1.2x 

– 31x of followers on Instagram (as on the week starting November 15th 2021). 

Fig 37 boAt vs Next Top 9 Hearables & Wearables brands – Instagram followers for the week 

starting 15th November 2021 

Lower end of the followers range of the next Top 9 brands scaled to 100 

 

 Source(s): RedSeer Research, RedSeer Analysis 

Note:1. Next top 9 hearables & wearables brands have been defined based on the Instagram 

followers in the week starting 15th November 2021. This excludes brands that sell mobile 

phones/other electronics items.  

2. The lower limit of industry range is scaled to 100 for this chart  
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Further, IML has an edge over its competitors on multiple aspects as listed below: 

1. IML has the leading market position in India in the combined earwear1 and wearable watch2 

categories, by value and volume, which are its largest product categories. For Q3 2021 per IDC3, boAt 

was ranked #1 in India among the earwear1 brands in volume and value terms with a market share of 

48%, by volume and 30% by value, and has maintained the #1 position in this category by volume, 

since 2019 with a consistent increase in market share annually. Also, for Q3 2021 per IDC3, boAt 

reached #2 in India by volume, among the wearable watch2 brands, within a year of launch, with a 

market share of 23% by volume and 13% by value. For Q3 2021 per IDC4,  IML was the third  largest 

company globally, by volume, in the combined earwear1 and wearable watch2 market. 

2. Led by its flagship brand boAt, IML is among the top companies in India across multiple-high growth 

consumer categories such as audio and wearable watch2(As per IDC3: #1 among earwear1 brands, in 

terms of both value and volume and #2 in wearable watch2' brands in terms of volume and #3 in value, 

for Q3 2021)   

3. boAt’s market share in the earwear1 and wearable watch2categories has consistently increased on an 

annual basis as per IDC3, and for the quarter ended September 30, 2021, per IDC3 boAt had a market 

share of 48% and 23% in terms of volume and 30% and 13% by value, in the branded earwear1 and 

branded wearable watch2categories, respectively. 

4. boAt” has attained the #1 ranking among the earwear1 brands over multiple quarters from Q1 2019 

to Q3 2021, in terms of both volume and value share of the market as per IDC3. 

5a. The wearable watch2category is one of IML’s primary product categories where it is among the top 

companies in India and for Q3 2021 per IDC3 - “boAt” was ranked #2 in India in the branded wearable 

watch2 category, by volume. For Q3 2021 per IDC4, IML was the third largest company globally, by 

number of units shipped in the combined earwear1 and wearable watch2 market. 

5b. The wearable watch2 category is one of IML’s primary product categories where it is among the top 

companies in India and for Q3 2021 per IDC3 - “boAt” was ranked #2 in India among wearable watch2 

brands, by volume. For Q3 2021 per IDC4, IML was the tenth largest among wearable watch2 companies 

globally, by volume. 

6. boAt’s ‘Storm’ wearable watch2 is the leading wearable watch2 in terms of number of units shipped 

for the six month period ended September 30, 2021 per IDC3, and boAt’s ‘Xtend’ wearable watch2 is 

one of the first ‘Alexa-enabled’ wearable watch2 to be launched in India. The wearable watch2 category 

is one of IML’s primary product categories where it is among the top companies in India and as of 

September 30, 2021, “boAt” was ranked amongst the leading two brands in India, by volume, in the 

wearable watch2 category 

7. boAt has significantly expanded its footprint to the offline channel through omnichannel and offline 

retailers and was ranked as the #1 offline brand in the combined earwear1 and wearable watch2 market 

in India, by volume,  for the quarter ending September 30, 2021 as per IDC3 

8. For Q3 2021 per IDC3, “boAt” was recognised as the #1 earwear1 (by both value and volume) brand 

and amongst the leading two wearable watch2 brand in India in terms of volume, with a market share 

of 48% and 23% (by volume) and 30% and 13% (by value) respectively. For Q3 2021 per IDC4, IML 

was ranked as the third largest company globally, by volume, in the combined earwear1 and wearable 

watch2 market. 



45 
 

1. Earwear includes TWS, neckbands, and wireless over-the-ear headphones that supports functionality beyond audio, like a smart assistant, 

health & fitness tracking, audio experience enhancement or language translation. It is the same as and is used synonymously with 

‘wireless hearables’ in this section of the report. 
2. Wearable Watch includes devices that are in the form of a watch and capable of processing the data digitally. It excludes traditional 

analog and digital watches. It is the same as and is used synonymously with ‘smartwatches’ in this section of the report. 

3. IDC India Monthly Wearable Device Tracker, Nov'21 Release 
4. IDC Worldwide Quarterly Wearable Device Tracker, Q3 2021 (December 2021 release) 

 

9. “boAt” has also been recognised as the #2 brand in the wearable watch2 product category in terms of 

volume within one year of its launch in 2020, with a 23% market share in India,by volume and 13% by 

value, for Q3 2021 and IML was the #10 wearable watch2 company  globally for Q3 2021, by volume, 

as per IDC3,4.10. The primary hearables and wearable watch2 market in which boAt is among the top 

brands in India  (#1 among earwear1 brands and #2 among wearable watch2 brands (by volume) for Q3 

2021 per IDC3) are fundamentally attractive with low but increasing levels of product penetration in 

India. As many of boAt’s products across hearables have short replacement cycles, there is an increasing 

trend of ownership of multiple pairs of such products among its target groups. Moreover, there is also 

an increasing penetration of internet users in India and a rising adoption of smartphones, accompanied 

with an inclination among users to purchase ancillary products. As a result, there is a growing market 

for a large number of products across product categories that boAt offers. 

11. IML also successfully replicated the success of “boAt” across multiple product categories such as 

wearable watch2and gaming accessories. Following its success in hearables, over a short span of time 

boAt has garnered a #2 market position in the branded wearable watch2category in India with 23% 

market share for Q3 2021 per IDC3, by volume and 13% by value, within 1 year of launch. 

12. IML has developed a large, innovative, aspirational, quality-focused and affordable portfolio of 

brands that are recognised as the market leader in the combined earwear1 and wearable watch2product 

categories, by value and volume, and an emerging seller in several other adjacent lifestyle-oriented 

product categories (boAt was ranked #1 among earwear1 brands, by both value and volume and #2 

among wearable watch2 brands, by volume, for Q3 2021 per IDC3 in India) 

13. “boAt” has established the market leading position in India in the combined earwear1 and wearable 

watch2 product categories, by value and volume (boAt was   #1 among earwear1 brands (by value and 

volume) and #2 among wearable watch2 brands (by volume), for Q3 2021 per IDC3) 

14. ‘Storm’ wearable watch2 was the most shipped wearable watch2 in India for Q3 2021 per IDC3 

15. As per IDC3, boAt is ranked #1 in the branded TWS market in India, by volume and #2 by value, 

with a market share of 37% by volume and 18% by value for Q3 2021 

16. As per IDC3, boAt is ranked #1 in the branded earwear-other (neckbands and wireless over-the-ear 

headphones) market in India, by value and volume, with a market share of 55% by volume and 47% by 

value for Q3 2021       

17. IML is a digital-first consumer products company and is one of the largest Indian digital-first brands 

in terms of revenue from operations for financial year ended March 2021. IML’s focus on delivering 

high-quality, aspirational, lifestyle-focused products targeted at India’s rapidly emerging online 

audience of young, digitally-enabled and image conscious consumers has led to its flagship brand 

“boAt” becoming synonymous with the hearables and wearables markets in India, basis high awareness 

among users and non-users as per RedSeer’s consumer research. 

18. IML’s digital-first approach has conferred upon it a set of competitive advantages over traditional 

offline-first business models, and serves as a strong enabler towards achieving its vision of disrupting 

the industry landscape within the product categories identified by IML, rapidly building reach and scale, 

and establishing and maintaining strong brands in the minds of consumers that can help it garner leading 

market positions. 

19. For Q3 2021 per IDC4, IML was ranked #2 globally, by volume, in the earwear1 market. 
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20. IML’s digital-first approach enables it to rapidly penetrate its target markets given India’s large and 

fast-growing e-commerce ecosystem and its enabling infrastructure and its products are available to 

consumers located in 90%+ of pin-codes across India. 

21. Digital-first brands are typically better positioned to track customer journey and transactional 

behavior than offline-first legacy brands. This allows digital-first brands such as boAt to better 

understand consumer behavior and derive sharp insights which help the company better predict and 

understand shifts in preferences for its products. 

22. IML’s digital-first approach provides it with the ability to launch new products and SKUs at a lower 

cost and at greater speed as compared to most traditional offline players in the product categories where 

IML operates 

23. As per consumer research conducted by Redseer, “boAt” has (i) a higher top-of-mind awareness 

(TOMA) among its users, compared to TOMA of other comparable brands (in hearables and wearables 

market) among its respective users, and (ii) a higher unaided recall than other comparable brands (in 

hearables and wearables market) among the respective non-users. 

24. Redgear is one of the leading brands in the gaming headsets and controllers (keyboard, mouse, 

mouse pad, joystick) market, as per the sales volume in the period April to September 2021 on the 

leading e-commerce marketplaces. 

25. Wearables is an attractive category with a large market potential and promising growth dynamics 

as it is significantly underpenetrated in the Indian market. It was sized at INR 32 Billion in 2020 in 

India, and is projected to reach INR 170-275 Billion by 2025. 

26. Several of our products such as Rockerz 255, Airdopes 131, Storm wearable watch have a rating of 

over 4 with over 400K+ ratings across the leading e-commerce marketplaces, as of Jan 10, 2022.  

27. Gaming Accessories in India is a fast-growing category that grew at a CAGR of 27% in 2018-2020 

period and is projected to further grow at a CAGR of 35% in the 2020-2025 period, enabling it to reach 

INR 76 billion by 2025 (from INR 18 billion in 2020).  

28. As a digital-first company, IML scaled its business by selling its products predominantly through 

established online marketplaces such as Amazon and Flipkart. Given the existing and rapidly 

developing e-commerce framework, through the online channel, its products are currently available to 

consumers located in 90%+ of pincodes across India 

29. As the e-commerce market in India continues to develop, retail penetration through the online 

channel remains fundamentally low with a large potential for expansion. Being one of the earliest 

hearables and wearables companies in India to establish a digital-first model, the leading market 

position of “boAt” provides it with a significant opportunity to capitalize market trends prevalent in 

India and expand its product offerings across multiple adjacent product categories with a high-growth 

potential. 

30. boAt’s digital-first business model has conferred upon it a set of inherent competitive advantages 

in comparison to traditional consumer brands, such as an enhanced reach to the new-age consumer and 

increased accessibility through the online channel and a wider assortment and depth of products in 

various sub-categories and the creation of innovative product lines, thereby enabling it to offer 

distinctive aspirational products indigenized as per the preferences of its target cohorts of consumers 
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31. boAt has established a product development channel that is focused solely on India and that 

differentiates its products from those of its competitors 

32. Exposure to gaming in India is at a point of inflection with high and sustained growth in the near 

future  

33. boAt’s “Xtend” wearable watch was one of the earliest Alexa-compatible and voice‑enabled 

wearable watches to be introduced in the Indian market, and which IML designed and developed 

in‑house in collaboration with Amazon 

34. Digital-first brands operating via omnichannel retail have the benefit of familiarizing their 

customers with the "touch and feel" of their products and helping them assess the quality of their 

products, which generally leads to better consumer retention and higher customer lifetime value. 

35. boAt launched one of the earliest branded bluetooth neckbands, completely designed, engineered 

and manufactured in India during FY 2021.  
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GLOSSARY 

All years mentioned in the report are CY, unless otherwise mentioned 

S. No. Keywords Definition 

1 Real GDP 
 Value of all goods and services produced by an economy in a given year 

(expressed in base-year prices) 

2 PFCE 

Expenditure incurred by the resident households and non-profit institutions 

serving households on final consumption of goods and services, whether made 

within or outside the economic territory. 

3 Urban 
Includes urbanized areas of 50,000 or more people and urbanized clusters (at least 

2,500 and at most 50,000 people) 

4 SEA South-East Asia 

5 MEA Middle-East and Africa 

6 Rural All population, housing and territories not included within “urban” 

7 Metro 
Top-8 cities by population i.e. Delhi, Mumbai, Kolkata, Chennai, Bengaluru, 

Hyderabad, Pune, Ahmedabad 

8 Tier 1 Cities other than Metro with population above 1 Million 

9 Tier 2 / Semi –urban Cities, towns, urban establishments with population less than 1 Million 

10 GenZ Anyone in the age group of 10-24 years 

11 Millennials Anyone in the age group 25-39 years 

12 E-commerce 
Electronic commerce or internet commerce, refers to the buying and selling of 

goods or services using the internet, 

13 Internet users 

Internet users are those who use the Internet from any. location. The Internet is 

defined as a world-wide public computer network that provides access to a number 

of communication services including the World Wide Web and carries email, 

news, entertainment and data files. 

14 Omni-Channel Multi-channel approach to sales with both online and offline modes 

15 D2C Direct to Customer 

16 Consumer Devices 

Consumer devices includes personal care appliances, gaming accessories, mobile 

accessories, home audio, hearables, and wearables (and does not include mobiles, 

large appliances (air conditioners, washing machines, microwaves, refrigerators, 

televisions, geysers, water purifiers) and laptops, cameras.)    

17 SKU Stock Keeping Unit 

18 Hearables 
Includes Wired earphones/headphones, wireless earphones/headphones 

(neckbands), TWS devices 

19 TWS True Wireless Stereo or Truly Wireless Stereo 

20 Wearables Includes smartwatches and activity bands 
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21 Gaming Accessories 
The gaming accessories market includes static and portable consoles, AR/VR 

headsets for gaming, and controllers (keyboard, mouse, joysticks) 

22 AR/VR Augmented Reality/Virtual Reality 

23 Home Audio 
Home Audio includes home theatre systems, sound bars, wired speakers, portable 

speakers, luxury audio systems (Hi Fi Systems) 

24 
Personal Care 

Appliances 

The personal care appliances market, includes beauty and grooming appliances 

(hair care appliances, shavers, trimmers, and facial cleansing appliances) 

25 Mobile Accessories 
Mobile accessories market, includes chargers, cables, protective cases, memory 

cards and power banks 

26 
E-commerce 

Marketplace 
Ecommerce players that trade in all categories 

27 D2C Websites/Apps Direct-To-Customer E-commerce players  

28 Currency conversion rate Conversion rate assumed at 1 USD = 75 INR, unless otherwise specified 

29 Digital-first Brands Digital-first brands are those with >60% of gross sales coming from online  

30 Legacy Brands Traditional brands operating in this space – majorly offline 

31 ODM 
Original Design Manufacturer, who designs and manufactures the product 

according to the specifications and requirement laid down by digital-first brands 

32 IDC International Data Corporation (Market Research Company) 

33 Earwear 

Earwear includes TWS, neckbands, and wireless over-the-ear headphones that 

supports functionality beyond audio, like a smart assistant, health & fitness 

tracking, audio experience enhancement or language translation. It is the same as 

and is used synonymously with ‘wireless hearables’ in this section of the report. 

34 Wearable Watch 

Wearable Watch includes devices that are in the form of a watch and capable of 

processing the data digitally. It excludes traditional analog and digital watches. It 

is the same as and is used synonymously with ‘smartwatches’ in this section of 

the report. 

 


