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diti Mathew, 20, is a child of
the post-liberalisation era.
She, however. does not care
for brands. Curiously, her

mother Seema, 44, does.
Belonging to a fairly
affluent family, Aditi, a third-year eco-
nomics student at Stella Maris College,
Chennai, gets plenty of pocket money.
Yet she likes hunting for value, “I think
spending a fortune on just a brand is a
waste,” she says. “I'd rather buy the
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Once starved of choices, the Indian consumer now has a plethora of
them. How products and brands have adjusted to the new realities.
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cheaper stuff. I prefer to splurge my
allowance with [riends.”

Seema, a homemaker, is dilferent,
“My husband and Aditi are alike, but
my two other children and I are big on
brands,” she says. "I would spend more
for a branded product if I felt it offered
beiter quality or fitted with the image
I seek.” She recalls her growing up vears
in Kolkata. “T did not make the consump-
tion choices my children do.” she adds,
“I was given things and I was happy

For over a century Lifebuoy remained a hard, red,
carbolic bar, but in 2002 it was relaunched as a
fragrant soap, and later in the form of a liquid handwash
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Remember the advertising campaign that accompanied
the launch of the Kama Sutra condom in 19912 For the first

time, the category stepped out of its family planning
agenda. It connected with users who had rejected it.
Suddenly, responsibility did not seem like a burden

with them.”

Though belonging to a different
socio-economic section. Sangeetha,
a domestic help in Chennai, has
much in common with Seema. “I
do not trust any shampoo other than
Clinic Plus for my hair.” she says.
“Tonly buy good products whose ads
I see on television, or which my
friends use.”

Equally conscious of brands is
Jivesh Sehgal, a well-off, third-year
college student in Delhi. “Obviously I
would choose a branded product if 1
felt it offered me better quality,” he
says. “I will certainly not refuse if
someone gifts me a product sporting
a bigger. better brand than the one I

The most significant

have.” Aditi and he, however, have
one feature in common: both are
ready to spend in the company of
friends. and on entertainment. “I'm
happy hanging out with friends
and spending on entertainment,”
says Sehgal.

This is a sampling of the atti-
tudes of consumers today, which in
turn is influencing the way market-
ers shape and position their products
and brands. As is well known, for
many decades after Independence,
socialist austerity was seen as a vir-
tue, and price was the sole determi-
nant of value. People had too little
disposable income to indulge them-
selves. This was a time when the per
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change has been
in the image of
women as projected
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capita income rose at a near-
imperceptible rate of one per cent per
annum. Till 1980/81, India’s per
capita income remained below
32,000: it is now over ¥54.,000.
Consumerism got a boost in then
finance minister V.P. Singh's 1985
Budget, which reduced the highest
income tax slab to 50 per cent from
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