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1

Context for
this 
document

This COVID-19 consumer sentiment research is based on a global survey 

which currently covers both developed and emerging markets. It will 

be fielded in waves to provide a longitudinal view of consumer 

sentiments about the coronavirus pandemic, and about consumer 

consumption outlook

This document is focused on Wave 4 in India, which was fielded from 

May 18th-May 23rd, 2020; covering ~3,300 respondents across Metros, & 

Tier 1/2/3/4 cities and Rural. The following is not an exhaustive 

analysis of that study, but rather a first-read of its results

This study assesses the overall shift in spending across a large set of 

categories (~50). It also tracks overall consumer sentiment towards the 

COVID-19 virus

India—Wave 4—May, 2020 India
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Survey:
Wave 3

Survey:
Wave 4

Wave 4 survey conducted over May 18-23; with significantly 
increased coverage 

24/3: Nationwide 
lockdown for 21 

days

22/3: Janata 
curfew/India 

lockdown for a day

14/4: Lockdown 
extended till 3rd May

India—Wave 4—May, 2020 India
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Survey:
Wave 1

Survey:
Wave 2

Note: Online survey conducted among SEC AB respondents in Metro-Tier 4 towns, Telephonic survey conducted among SEC ABCDE in Tier 2-4 and Rural towns and among SEC CDE in Metro-Tier 1 towns
Wave 1: Mar 23-26 (N=2,106), Wave 2: Apr 17-20 (N=2,324), Wave 3: Apr 30-May 03 (N=1,327), Wave 4: May 18-23 (N=3,276)
Source: Ministry of Health & Family welfare (Data updated as on 01 Jun)

01/5: Lockdown 
extended till 17th

May, with relaxations

# of COVID cases in India

17/5: Lockdown 
extended till 31st May, 
with more relaxations

Survey 4: 
Expanded coverage 

to include SEC 
C/D/E, small towns 

and rural 
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Key findings

Category spends 

sentiments
Digital adoption Expected recoveryOverall sentiment 

Across cohorts, 85%+ fear 

economic recession

~65% in lower income 

skeptical about future 

income vs ~40% in higher 

income

90%+ have altered daily 

lifestyle in Urban vs 

~65% in Rural

Significant differences in 
spends sentiment by 
affluence

Low income cohorts 
maintaining or cutting 
spends across categories

Mid/ high income likely to
increase spends on 
essentials, media, health

Significant cutbacks likely 
on discretionary items, high 
income more resilient 

Massive digital adoption 
across cohorts – including 
rural

Niche activities like digital 
learning, telemedicine 
driven by large towns…

…while social media, 
YouTube, education, digital 
wallets, etc. see traction 
across 

Across cohorts, 
recovery period for 
regular activities is ~1 
month

Varying recovery 
period for leisure 
activities across city 
tiers…

~3-4 months in 
large towns vs 5-
6 months in 
semi-urban/ 
rural

4321
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% consumers agreeing

Note: Income classification based on HH income: Next billion +Struggler: < upto 5L; Aspirers: 5L-10L; Affluent+: 10L+. Town classification based on population: Large towns: 10L+ 
population, Small towns: 50k-10L population. 1. Only Urban India consumers.?” Circle size reflects the percentage of respondents who agree with the given statement(Combined Strongly 
agree and Somewhat agree). Question text: "How much do you agree with each of the following statements about the coronavirus?" Source: BCG COVID-19 Consumer Sentiment Survey May 
18-23 2020 (N=3,276)

Age1Income1City tier

89

55

89

85

59

78

84

63

69

85

66

80

88

54

84

89

43

89

87

62

86

86

55

81

Economic concerns: 

Anticipate economic 

recession

Financial outlook: 

Expect income 

reduction in next 6 

months

Daily lifestyle:

Changed daily lifestyle
3

2

1

Large towns Small towns Rural Affluent + Aspirer
Next Billion +

Struggler
18-35yrs 35yrs+

Economic concerns are prevalent across, personal financial outlook varies by 
income while daily lifestyle varies by city tier

India—Wave 4—May, 2020 India
1 Overall sentiment
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~65% households expect negative impact on future income; large variations 
across income levels

(%) HHs expecting 

decrease1 in income 
in the next 6 months

1% 3%

Elite 
and above

Struggler

Affluent

Aspirer

Next Billion

Rural (65%)Urban (35%)

% Household split – 2019
Total number of households across income segments and city tiers

Town class (% HH)

In
co

m
e
 s

e
g
m

e
n
ts

18%

32%

11%

3%

1%

9%

6%

3%

1%

4%

3%

2%

2%

Large Towns (12%) Small Towns (23%)

India—Wave 4—May, 2020 India

(%) Households (HH) 2019

60% and more

46% to 59%

45% or less

63%

69%

57%

45%

49%

64%

55%

45%

43%

66% 68%

62%

54%

43%

39%

Note: 1. Percentage of respondents who expect income to decrease (Combined somewhat less and a lot less). Household income distributions are based on 2018 prices. Income classification based on HH income:
Struggler: <1.5L, Next billion: 1.5L-5L; Aspirers: 5L-10L; Affluent: 10L-20L, Elite: 20L+. Size of bar reflects the number of the households. Town classification based on population: Large towns: 10L+ population, 
Small towns: 50k-10L population. Question text: “How do you expect your overall available household income to change in the Next 6 months as compared to before lockdown?" 
Source: CCI Income database, BCG analysis, BCG COVID-19 Consumer Sentiment Survey May 18-23 2020 (N=3,276)

1 Overall sentiment

xx%
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~60% of household consumption expenditure at risk of getting impacted

Town class (% exp)

Elite 
and above

Struggler

Affluent

Aspirer

Next Billion

In
co

m
e
 s

e
g
m

e
n
ts

6%

24%

12%

7%

8%

8%

8%

3%

4%

5%

2%
5%

7%

% Household consumption spends split – 2019
Total consumption expenditure across income segments and town class

1% 1%

Large Towns (21%) Small Towns (28%)

Rural (51%)Urban (49%)

India—Wave 4—May, 2020 India

(%) HH Consumption spends 2019

(%) HHs expecting 

decrease1 in spends 
in the next 6 months

61%

64%

59%

48%

56%

54%

44%

40%

61%61%

55%

50%

41%

40%

43%

Note: 1. Percentage of respondents who expect spends to decrease (Combined somewhat less and a lot less). Household income distributions are based on 2018 prices. Income classification based on HH income:
Struggler: <1.5L, Next billion: 1.5L-5L; Aspirers: 5L-10L; Affluent: 10L-20L, Elite: 20L+. Size of bar reflects the size of consumption in INR. Town classification based on population: Large towns: 10L+ population, 
Small towns: 50k-10L population. Question text: “How do you expect your overall available household income to change in the Next 6 months as compared to before lockdown?" 
Source: CCI Income database, BCG analysis, BCG COVID-19 Consumer Sentiment Survey May 18-23 2020 (N=3,276)

1

60% and more

46% to 59%

45% or less

Overall sentiment

xx%
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Daily lifestyle is more impacted in large towns vs. small towns and rural India

% consumers reduced or stopped the 

activities since lockdown

City tier

Stopped/reduced 
going to friend's 
home

Stopped/ reduced 
going to workplace

Stopped/ reduced 
going to local shops 
for essentials

Stopped/reduced 
going to local shops 
for non-essentials

Note: Lockdown zone mapping as per Lockdown 4.0 between May 18-29 2020. Mapping of red and non-red zones done through various news publications, govt. released documents. Large 
towns: 10L+ population, Small towns: 50k-10L population. 1. Urban consumers only. Question text: "How much do you agree with each of the following statements about the coronavirus?", 
"Which statement best describes your behavior since the Lockdown?" Source: BCG COVID-19 Consumer Sentiment Survey May 18-23 2020 (N=3,276)

Lockdown intensity1

India—Wave 4—May, 2020 India

63 51 39

Small towns

22 18 21

Rural

62 53

22 17

60 53
40

19 22 15 24

64 48

18

43 34

1312
8

8 43 34

9 10

36 25 27

51 61 65

37 26

56
55

Large towns Small towns Rural Red lockdown zones Non–red lockdown zones

Stopped Reduced

1 Overall sentiment
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Daily essentials

At-home entertainment/
Media

Health & Insurance

Education

Mobile devices

Home improvement

Apparel & Fashion

Non mobile Electronics

Automobiles

Out of home 
entertainment

Travel &
transport

Significant differences in spends sentiment by affluence; low income cohorts 
maintaining or cutting spends across categories

-6%

5%

7%

6%

-30%

-38%

-42%

-41%

-48%

-57%

-61%

26%

15%

18%

30%

-19%

-26%

-30%

-34%

-39%

-46%

-52%

32%

23%

26%

35%

-16%

-21%

-21%

-30%

-34%

-40%

-41%

Struggle + Next Billion
(Less than 5L HH income pa)

Aspirer
(5-10L HH income pa)

Affluent +
(More than 10L pa)

Income Segments1

Category definition: Daily essentials – Personal care, Household care products, Fresh foods, Staples; At-home entertainment/Media - Direct to Home services like Tata Sky, Dish TV, Airtel DTH, Mobile services (voice + mobile data), Home 
Wifi connection, Subscr iption for  paid videos on platforms; Health & Insurance -Vitamins, minerals, supplements, Preventive healthcare, Life insurance, Health insurance; Home improvement - Home construction, Home furnishings and 
décor; Apparel & Fashion - Cosmetics, makeup, perfume, Women's clothing, Men's clothing, Children's clothing, Handbags and fashion jewelry/accessor ies, Shoes/footwear; Automobiles – Cars, Scooters/ bikes; Out of home entertainment 
– Eating at restaurants, Movies at cinema hall, Spas, theme parks, concerts; Travel & transport - Vacation/leisure travel, Public transport
Note: Struggler  + Next billion: HH income upto 5L; Aspirers: HH income 5L-10L; Affluent+ : HH income 10L+. 1. Among urban consumers only
Question text: “How do you expect your spend to change in the next 6 months across the following areas?" Source: BCG COVID-19 Consumer Sentiment Survey May 18-23 2020 (N=3,276)

Low income cohort 

unlikely to increase 
spends on essentials, 

media, health while 
high income 

segments likely to 
increase

% Net increase in spends 

in the next 6 months

India—Wave 4—May, 2020 India

W
in

n
e
r 

c
a
te

go
ri

e
s

L
o
se

r 
c
a
te

g
o
ri

e
s

2 Category spends sentiments
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Daily essentials

At-home entertainment/
Media

Health & Insurance

Education

Mobile devices

Home improvement

Apparel & Fashion

Non mobile Electronics

Automobiles

Out of home 
entertainment

Travel &
transport

Moderate differences in spends sentiment by city tiers, largely driven by 
varying affluence levels

2%

14%

18%

20%

-20%

-27%

-30%

-31%

-37%

-48%

-51%

1%

10%

10%

13%

-22%

-35%

-37%

-37%

-41%

-52%

-55%

-5%

3%

3%

6%

-30%

-42%

-43%

-45%

-47%

-59%

-62%

Large towns Small towns Rural

Note: Large towns: 10L+ population, Small towns: 50k-10L population.
Category definition: Daily essentials – Personal care, Household care products, Fresh foods, Staples; At-home entertainment/Media - Direct to Home services like Tata Sky, Dish TV, Airtel DTH, Mobile services (voice + mobile data), Home 
Wifi connection, Subscr iption for  paid videos on platforms; Health & Insurance -Vitamins, minerals, supplements, Preventive healthcare, Life insurance, Health insurance; Home improvement - Home construction, Home furnishings and 
décor; Apparel & Fashion - Cosmetics, makeup, perfume, Women's clothing, Men's clothing, Children's clothing, Handbags and fashion jewelry/accessor ies, Shoes/footwear; Automobiles – Cars, Scooters/ bikes; Out of home entertainment 
– Eating at restaurants, Movies at cinema hall, Spas, theme parks, concerts; Travel & transport - Vacation/leisure travel, Public transport
Question text: “How do you expect your spend to change in the next 6 months across the following areas?" Source: BCG COVID-19 Consumer Sentiment Survey May 18-23 2020 (N=3,276)

India—Wave 4—May, 2020 India

W
in

n
e
r 

c
a
te

go
ri

e
s

L
o
se

r 
c
a
te

g
o
ri

e
s

% Net increase in spends 

in the next 6 months

2 Category spends sentiments
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Winner categories | Low income cohorts likely to increase spends only in 
preventive healthcare, DTH/mobile services, insurance and education

0

-15

60

15

30

45

Household 

care

Fresh food Staples Life 

insurance

Subscription 

for paid 

videos

Mobile 

services

Home Wifi DTH 

services

Vitamins, 

herbs or 

supplements

Preventive 

healthcare

Health 

insurance

Education

Note: Among urban consumers only. Struggler + Next billion – HH income upto 5L; Aspirers – HH income 5L-10L; Affluent+ – HH income 10L+.
Question text: “How do you expect your spend to change in the next 6 months across the following areas?" 
Source: BCG COVID-19 Consumer Sentiment Survey May 18-23 2020 (N=3,276)

India—Wave 4—May, 2020 India

%
 N

e
t 

in
c
re

a
se

 i
n
 s

p
e
n
d
s 

in

n
e
x
t 

6
 m

o
n
th

s

Daily essentials At-home entertainment/
Media

Health, Wellness & 

Insurance

Education

Similar likelihood to spends across 

income cohorts

Affluent +

Aspirer

Struggler + 
Next Billion

2 Category spends sentiments
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Loser categories | Significant cutbacks in leisure, travel, automobiles across 
income cohorts; affluence+ more resilient in mobiles, fashion and electronics 

0

-70

-35

Footwear Non-mobile 

electronics

Mobile 

electronics

Apparel Cosmetics Eating 

at 

restaurants

Fashion 

Accessories

Cars Scooters/

bikes

Home 

construction/ 

renovation

Movies at 

cinema 

hall

Public 

transport

Vacation/

leisure 

travel

Note: Among urban consumers only. Struggler + Next billion : HH income upto 5L; Aspirers : HH income 5L-10L; Affluent+ : HH income 10L+.
Question text: “How do you expect your spend to change in the next 6 months across the following areas?"
Source: BCG COVID-19 Consumer Sentiment Survey May 18-23 2020 (N=3,276)

India—Wave 4—May, 2020 India

Affluent +

Aspirer

Struggler + 
Next Billion

Home 
Improvement

%
 N

e
t 

in
c
re

a
se

 i
n
 s

p
e
n
d
s 

in

n
e
x
t 

6
 m

o
n
th

s

Apparel & FashionMobile 

electronics

Non Mobile 

electronics
Out of home 

entertainment
Travel & transportAutomobiles

Significant cutbacks across 

income levels

Moderate cutbacks, high income 

more resilient 

2 Category spends sentiments
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Significant new digital adoption; extent varies by town class
Large towns have higher adoption for digital media (paid OTT, online news), digital learning, and digital purchase

Digital media
Digital 

Payments
Digital

learning

Small 
towns

Large 
towns

India—Wave 4—May, 2020 India

Social
Digital 

purchase

Rural
NA

1.15x

1.31x

1.13x

1.28x

1.11x
1.23x

1.13x1.14x
1.27x

1.10x

1.44x 1.41x

1.18x 1.15x1.18x 1.18x

1.19x1.18x1.17x 1.16x
1.06x 1.11x1.11x 1.11x 1.16x 1.12x

1.18x
1.27x

1.11x 1.11x 1.14x 1.14x

Video callsOnline 

music

YouTube Social 

media

Free OTT Paid OTT Online 

news

Online 

games

Online 

fitness 

classes

Online 

hobby 

classes

1.14x

Online 

educational 

classes

Online 

shopping 

(essentials)

Online 

doctor 

consult

Digital 

wallets

Debit/credit 

cards

Online 

banking

1.17x 1.16x
1.04x

1.14x 1.15x1.09x 1.05x
1.15x 1.11x

1.05x 1.07x 1.05x

Increase in the # of users
(No. of current users indexed to no. of pre-lockdown users)

NA NA

Note: Town classification based on population: Large towns: 10L+ population, Small towns: 50k-10L population Question text: "Which statement best describes your usage behavior 
since the Lockdown?"  Source: BCG COVID-19 Consumer Sentiment Survey May 18-23 2020 (N=3,276)

3 Digital adoption
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`

Significant 
increased usage 
across all digital 
activities 

However, lower 
likelihood to 
continue for e-
learning, online 
doctor consult, 
fitness/ hobby 
classes

Noe: Among urban consumers only. Question text: "Which statement best describes your usage behavior since the Lockdown?" Question 
text: "In the next 6 months, how do you think your behavior will change for the below activities as compared to before Lockdown"
Question text: "You mentioned that you have started below activities since the Lockdown. How likely are you to continue below
activities even after the Lockdown gets lifted" Source: BCG COVID-19 Consumer Sentiment Survey May 18-23 2020 (N=3,276)

% users who started/increased activity since Lockdown

India—Wave 4—May, 2020 India

%
 u

se
rs

 li
k
e
ly

 
to

 c
o
n
ti

n
u
e
 i

n
 f

u
tu

re

10%

20%

30%

40%

50%

60%

70%

80%

10% 20% 30% 40% 50% 60% 70% 80%

YouTube

Social media

Paid OTT

Online music

Debit/credit cards

Online news

Online hobby classes

Online games

Free OTT

Online educational classes

Video calls

Online fitness classes

Online doctor consult

Online shopping (essentials)
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Regular activities like going to workplace, friend's house have started to pick in 
Non-red zones

India—Wave 4—May, 2020 India

Note: Lockdown zone mapping as per Lockdown 4.0 between May 18-29 2020. Mapping of red and non-red zones done through various news publications, govt. released documents. 
Question text: "Which statement best describes your behavior since the Lockdown?" Source: BCG COVID-19 Consumer Sentiment Survey May 18-23 2020 (N=3,276)

% consumers doing activity currently

7
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21

Red

52

90
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29

11

40

19

40
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44
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34 13

Non-Red

19

RedRed

2328

91

Non-Red Red

33
31 29

45
37

8

Non-Red

22

70

Non-Red

38
47

36

Going to local 
shops for essentials

Going to friends'/ 
acquaintance's home

Going to office/ 
workplace

Going to local shops 
for non-essentials

Ordering food 
delivery

Zones by

Lockdown intensity

Type of 

activities

Reduced level vs. pre-lockdown

Same level as pre-lockdown

4 Expected recovery
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Recovery time for activities reduced/ stopped 

0.0 1.0 2.0 3.0 4.0 5.0 6.0

Note: Town classification based on population: Large towns: 10L+ population, Small towns: 50k-10L population Question text: "You mentioned that you have stopped/reduced doing below 
activities since Lockdown. Which statement best describes your behavior to resume/ do these activities as much as you did them pre-Lockdown once the Lockdown is lifted?
Source: BCG COVID-19 Consumer Sentiment Survey May 18-23 2020 (N=3,276)

Large towns Small towns Rural

Similar timeframe for recovery of regular activities across city tiers; 
while Travel & Entertainment likely to recover sooner in large towns 

Avg. time in months

India—Wave 4—May, 2020 India

Flights

Hotels

Movies in theatres

Restaurants

Malls

Food delivery

Spas

Local taxi/ cab hailing

Public transport

Online shopping - discretionary

Friend's home

Local retail - discretionary

Newspaper

Local retail - essentials

Office/ workplace

Travel 

Entertainment

Local Travel

Regular activities: 

Non- essential

Regular activities: 

Essential

4 Expected recovery
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Please reach out to the team for latest data and insights 

Expert Consultants Knowledge Team

Kanika Sanghi
Associate Director & Partner

Ankur Jain
Associate Director

Nivedita Balaji
Associate Director

Isha Chawla
Consultant

Shriram Ramesh 
Consultant

Sidharth Kapil
Senior Associate

Ranjan Arora
Knowledge Expert, 

Team Manager

Prashant Srivash
Sr. Knowledge Analyst

Aditi Bathia
Lead Knowledge Analyst

Mitesh Goradia
Sr. Knowledge Analyst

Abhaykaran Khurana
Sr. Knowledge Analyst

Email us at: CCIIndiaTeam@BCG.com
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The situation surrounding COVID-19 is dynamic and rapidly evolving, on a daily basis. 

Although we have taken great care prior to producing this COVID-19 Consumer Sentiment 

Research, it represents BCG’s view at a particular point in time. COVID-19 Consumer 

Sentiment Research is not intended to: (i) constitute medical or safety advice, nor be a 

substitute for the same; nor (ii) be seen as a formal endorsement or recommendation of a 

particular response. As such you are advised to make your own assessment as to the 

appropriate course of action to take, using COVID-19 Consumer Sentiment Research as 

guidance. Please carefully consider local laws and guidance in your area, particularly the 

most recent advice issued by your local (and national) health authorities, before making 

any decision.
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The services and materials provided by Boston Consulting Group (BCG) are subject to BCG's Standard Terms 

(a copy of which is available upon request) or such other agreement as may have been previously executed by BCG. 

BCG does not provide legal, accounting, or tax advice. The Client is responsible for obtaining independent advice 

concerning these matters. This advice may affect the guidance given by BCG. Further, BCG has made no undertaking 

to update these materials after the date hereof, notwithstanding that such information may become outdated 

or inaccurate.

The materials contained in this presentation are designed for the sole use by the board of directors or senior 

management of the Client and solely for the limited purposes described in the presentation. The materials shall not be 

copied or given to any person or entity other than the Client (“Third Party”) without the prior written consent of BCG. 

These materials serve only as the focus for discussion; they are incomplete without the accompanying oral commentary 

and may not be relied on as a stand-alone document. Further, Third Parties may not, and it is unreasonable for any 

Third Party to, rely on these materials for any purpose whatsoever. To the fullest extent permitted by law (and except 

to the extent otherwise agreed in a signed writing by BCG), BCG shall have no liability whatsoever to any Third Party, 

and any Third Party hereby waives any rights and claims it may have at any time against BCG with regard to the 

services, this presentation, or other materials, including the accuracy or completeness thereof. Receipt and review of 

this document shall be deemed agreement with and consideration for the foregoing.

BCG does not provide fairness opinions or valuations of market transactions, and these materials should not be relied on 

or construed as such. Further, the financial evaluations, projected market and financial information, and conclusions 

contained in these materials are based upon standard valuation methodologies, are not definitive forecasts, and are not 

guaranteed by BCG. BCG has used public and/or confidential data and assumptions provided to BCG by the Client. 

BCG has not independently verified the data and assumptions used in these analyses. Changes in the underlying data or 

operating assumptions will clearly impact the analyses and conclusions.
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Increase across digital activities; extent varies by town class

Digital media
Digital 

Payments
Digital

learning

Small 
towns

Large 
towns

India—Wave 4—May, 2020 India

Social
Digital 

purchase

Rural

% users1 increased doing activity since the Lockdown

Note: Town classification based on population: Large towns: 10L+ population, Small towns: 50k-10L population 
1. Consumers who undertook this activity in prior to lockdown
Question text: "Which statement best describes your usage behavior since the Lockdown?"  Source: BCG COVID-19 Consumer Sentiment Survey May 18-23 2020 (N=3,276)
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Increase across digital activities; extent varies by town class

Digital media
Digital 

Payments
Digital

learning

Small 
towns

Large 
towns

India—Wave 4—May, 2020 India

Social
Digital 

purchase

Rural

% users1 increased doing activity since the Lockdown

Note: Town classification based on population: Large towns: 10L+ population, Small towns: 50k-10L population 
1. Consumers who undertook this activity in prior to lockdown
Question text: "Which statement best describes your usage behavior since the Lockdown?"  Source: BCG COVID-19 Consumer Sentiment Survey May 18-23 2020 (N=3,276)
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