DECODING THE SHOPPING BEHAVIOR
OF THE HYPERCONNECTED CONSUMERS
M IRDIA

GFK

HYPERCONNECTED CONSUMERS ARE MORE LIKELY TO
ADOPT ECOMMERCE FIRST AND MORE BROADLY
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HYPERCONNECTED CONSUMERS USE ECOMMERCE APPS
MORE OFTEN THAN ALL CONSUMERS
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PURCHASE IS COMPLEX AND OMNICHANNEL BEHAVIOR
IS MUCH HIGHER AMONG HYPERCONNECTED THAN ALL
CONSUMERS
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The Hyperconnected Consumer Study in India.
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GfK conducted The Hyperconnected Consumer Survey in India between June and August 2017. The face-to-face survey was done across nine cities
among n=2,500 respondents, and a subset sample of n=750 respondents were also tracked on their Android smartphones for 5-6 six weeks to

generate behavioral insights.

Do you have any questions? We are happy to help. Contact: APAC@gfk.com
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