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Note from the CEO
Chetan Mahajan, 
CEO, The Mavericks

All of us at some given point, in some way, were 
either chasing our dreams in the fast lane or were 
caught in a rut, many a time albeit subconsciously. 
This was the way of the world where we struggled 
to strike a balance between being “busy” and 
spending quality time with our loved ones. While 
we continued to maneuver our way out of monster 
traffic jams, struggled to meet unreasonable 
deadlines and hopped in and out of back-to-back 
meetings, we piled on regret after regret wishing 
for more than 24 hours in a day; little did we know 
all of this would come to screeching halt in March 
2020 due to the pandemic. The world as we knew 
it came to a standstill and gradually transitioned 
towards the “new normal” and we all got the one 
thing that we all yearned for - time, and we got it in 
abundance.

While many struggled to get back safely to their 
families, many others walked thousands of miles 
to be with their loved ones. Offices, commercial 
establishments, and transportation systems were 
indefinitely shut amidst the nationwide lockdown. 
The future looked grim, and gloom engulfed the 
destitute with 75 days of complete lockdown 
and another 150 days of gradual unlocking of the 
economy and livelihoods. 

We’ve now learned to navigate the virus to an extent 
as the number of recoveries have surpassed the 
number of fatalities. Those who have recovered are 
now fearless while others stand divided between 

the“bring it on” attitude and “living in denial” or “in 
acute fear”. While the news on a possible vaccine 
seems like a ray of hope, the reality is that it will 
be a few years before it reaches all 7.5 billion of us 
mortals. 

By this time, the world order would have changed 
forever; the sudden wave of disruption would leave 
many skills redundant, many old habits replaced 
with new ones, but most of all, indelible marks of 
suffering and loss of loved ones. In other words, 
the eventuality of destiny, the uncertainty of the 
deadly virus would have unleashed a “new normal” 
and life would never be the same again. 

Going contactless and digital will become the 
old “new” habit and we are likely to witness the 
maturing phase of the fourth industrial revolution 
sooner than expected. Although, we must remind 
ourselves that our ecosystem is not equipped well 
enough to embrace this change. On the contrary, 
the consumer mindset and their expectations-- as 
disillusioned as they can be--can perhaps be the 
north star for a lot of us. One thing is for sure; the 
world will never be the way we left it in March 2020. 

Through this extensive survey, we have attempted 
to read the consumers’ minds and how their 
thoughts and hopes are shaping in the post-COVID 
world. We do hope that these insights will help you 
crystal gaze into the future and make informed 
decisions. 
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Key Insights

1.
COVID-19 Safety: A new barometer of health

2.
Work from home - A disruptive normal 

With more than 50% executives loving to Work From Home; WFH is likely to sustain through the 
post-COVID normal world

One in every three respondents would be happy to take a pay cut if allowed to work from home 
permanently

Working from home has had an adverse impact on work-life balance, with one-third of 
respondents working more than 10 hours a day 

Hybrid working models such as rotational workdays are seen as the future, with diverse 
implications on many sectors

From a survey we conducted amongst 720 respondents—all in the SEC A category—we arrived at some 
critical insights, categorized by four key pillars:

Knowing more people who have experienced COVID has led to a sense of relief rather than fear

51% of respondents have started focusing on maintaining better hygiene since the start of the 
pandemic

Paranoia levels have subsided significantly from April to October, with a fall in fear factor 
amongst more than one-third of respondents

Mental health issues continue to be a cause of concern, and are more pronounced in women 
than men

Page 6

Page 15
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3.
The media trial - A strained relationship of trust 

82% of respondents believe that most media houses are agenda and bias driven

Trust is shifting more towards new age online media platforms and social media such as 
Instagram, rather than established publications

One in every two journalists have high faith in Twitter as a source of news

25% of respondents have declared a full halt to following any COVID related news

4.
Self-reliance - To buy or not to buy
Opinions on China are fairly divided, with one-third in agreement with measures taken against 
them

55% of respondents have become supportive of ‘Vocal for local’ during this crisis

Individuals are exploring alternative sources of part-time income during these tough times 
through micro-businesses

5.
Big consumer reset  - The path forward
75% of respondents anticipate a minimum wait of a year for full economic recovery

While the education system has been forced to change, one in every four parents want their 
children to return to the classroom immediately

Online shopping has increased 2-3x for many; alternative formats of retail and dining have 
emerged to accommodate the new norms  

Long journeys are still a pipe dream, with localized travel having gained momentum in the last 
few months

Page 27

Page 35

Page 42
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1
COVID-19 Safety

This section explores the behavioural changes that people have undergone over the last six 
months surrounding their approach towards the COVID-19 pandemic and the underlying 
sense of fear around it

A new barometer of health

3.  
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Fear of COVID is not necessarily directly 
correlated to the number of people one 
knows who have contracted the virus

We initially hypothesized that people who know none or just a few 
people impacted by COVID within their immediate circle are less 
likely to be living under fear and are perhaps ready to resume their 
normal, pre-pandemic routines.
 
However, our survey highlighted an interesting finding, which is 
that those who know a higher number of people in their circles who 
have been impacted by the virus actually seem to be less worried 
about the virus than those who know a fewer number of people.
 
Only 22% of respondents knowing 20+ people displayed a high 
fear score (4 or higher), while 40% of respondents knowing 0-11 
people displayed a high score. One theory behind this is that 
knowing fewer numbers of people with the virus actually leads 
to lower believability related to recoveries, thus translating into a 
greater sense of fear, whereas those aware of people who have 
contracted the virus, and recovered are actually taking it as any 
other viral infection and not a pandemic any longer.
 
This further indicates that the impact of the second or third wave 
on fear levels, as well as on the disruption of normalcy, is expected 
to be much less. The impact on businesses too is unlikely to be as 
adverse as it was at the beginning of the lockdown even if the new 
cases reported continue to surge.  
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Fear of COVID has brought about a 
number of lifestyle changes

For a majority of people, basic behavioural changes like 
meeting and greeting people seem to have changed in 
a significant way. The fear of physical contact is likely to 
sustain.

People will continue to be mindful about social distancing 
norms and are likely to prioritize better hygiene and 
sanitation at all places, indoors and outdoors.

Vaccine or no, the changes in 
people’s outlook and way of 

interacting is here to stay. It will 
take a long time to revert to the 

‘old normal’.”
Male Gen X respondent from 

Delhi

Sleep 
routine

Fitness

Healthier 
Diet  

Building 
Immunity 

Personal 
Protection 
Equipment

 According to the data from 
Google Trends, the searches 
for hand wash, hand sanitiser 

and mask have observed a 
tremendous spike since March 

2020. 

46% agreeing to have 
improved eating habits 

shifting to a healthier diet. 

Nearly 51% of the 
respondents stated having 

more focus on maintaining a 
better hygiene (personal as 

well as home)

 Millennial generation 
is slightly more inclined 

towards focusing on 
sleep routine during this 

pandemic,

The older generation 
is more bent towards 
focusing on building 

immunity

Social 
Distancing 

Hygiene & 
sanitisation 

Meet & 
Greet
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Rising anxiety, reduced access to hospitals, an 
increased focus on preventive health, and the 
need for social distancing were key elements that 
catalyzed the transition to teleconsultation, witnessing 
a growth of over 10 times in the last seven months, 
and demonstrating a significant shift in health 
management. According to a report by *Practo, there 
was a 500% increase in telemedicine consultations in 
just two months into the lockdown, between March to 
May 2020.

Another major transition has been towards healthier 
eating habits, providing a shot in the arm for health food 
chains and other restaurants/kitchens/stores providing 
healthy food options. We can thus expect more 
entrepreneurs investing in the health food category to 
cater to the newfound demand. This will surely impact 
the uptake of the typical junk food chains, despite 
their efforts to introduce healthier variants. From a 
marketing point of view, we anticipate a permanent 
shift towards increased emphasis on hygiene and food 
habits to proactively manage a healthy lifestyle.

Another area that observed major improvement is 
the focus on fitness, with one-third of all respondents 
claiming to have started a new fitness regime over the 
past few months.

People in Hyderabad and Chennai have continued 
to up the ante on hygiene with a whopping 79% and 
63% of respondents respectively, claiming to maintain 
better hygiene since the start of the pandemic. In 
comparison, only 36% of respondents in Bangalore 
have an increased focus on hygiene. In Mumbai, 
51% of the respondents have started eating healthier 
food to boost immunity, while in mini-metros, 50% 
of respondents have started a fitness regime to build 
immunity.

Due to the increased demand for sanitary and hygiene 
related products, there has been an unprecedented 
surge in the entry of new players, with at least 152 
new enterprises in just the hand sanitizers category 
so far. Apart from this, Consumer Durables and FMCG 
brands have launched a slew of new products and 
gadgets like disinfectants, vegetables cleaners, anti-
virus apparels and much more.

There has been a considerable rise in 
the people’s demand for Ayurveda-

based items. There has been a 400 per 
cent increase in the demand for our 

Chyawanprash brand...Similarly, the sale 
of honey has gone up by 80 per cent in 

this period.”

Mohit Malhotra, CEO of 
Dabur India Ltd
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*Practo is a current client of The Mavericks

https://s3-ap-southeast-1.amazonaws.com/www.practostatic.com/marketing/images/pdfs/Practo_Insights_Report.pdf
https://www.livemint.com/news/india/fmcg-companies-ramp-up-launch-of-home-personal-hygiene-products-11588488037904.html
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Supplements are also gaining prominence. According 
to a Google report, Giloy (heart-leaved moonseed), a shrub 
prominently used in Indian ayurvedic immunity building 
products, and Kadha (an ayurvedic/ herbal decoction) 
were amongst the words most searched, with an increase 
of about 380 and 90 percent respectively. It’s interesting 
to note that, across the APAC region, India emerged as 
the leading market with the most number of immunity-
boosting/ health supplements product categories, showing 
that the FMCG industry has leveraged this pandemic and 
capitalised on the growing demand for such products. 
Some examples include ‘Haldi Doodh’ by Amul and bread 
varieties with turmeric and black pepper from Bonn. ITC’s 
B Natural and Amway India have collaborated to launch the 
first of its kind immunity boosting B Natural+ fruit beverage 
range in India, while Dabur launched Dabur ‘Haldi Drops’. 

The FMCG, Food and fitness industry would need to 
recalibrate their storytelling to create a niche for themselves 
and sustain their growth, as we continue to navigate the 
new normal that has triggered the importance of preventive 
health and hygiene like never before.
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Giloy

Kadha

Search interest trend for Giloy in 2020

Search interest trend for Kadha in 2020

https://www.outlookindia.com/website/story/india-news-covid-fear-fuels-surge-in-demand-for-immunity-boosters/356720
https://www.nutraingredients-asia.com/Article/2020/07/21/India-s-immune-health-surge-Nation-leads-APAC-in-number-of-new-product-launches-new-data
https://www.nutraingredients-asia.com/Article/2020/07/21/India-s-immune-health-surge-Nation-leads-APAC-in-number-of-new-product-launches-new-data
https://www.nutraingredients-asia.com/Article/2020/07/21/India-s-immune-health-surge-Nation-leads-APAC-in-number-of-new-product-launches-new-data
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The fear of the pandemic has subsided significantly since 
April with only 39% of the respondents living in extreme 
paranoia in October as compared to 66% in April. This 
decrease is more pronounced amongst the millennials, 
witnessing a fall of 33%
 
The sharpest drop in concern was witnessed in Chennai, 
with 74% being highly worried in April to only 28% 
being highly worried in October. Chennai emerged as a 
significant hotspot during the early days, but the numbers 
have since improved gradually. Interestingly, the only 
city showing an increase in the level of fear or concern 
between April and October is the city of Kolkata, where 
the ratio of those highly worried jumped from 54% to 
62%.
 
The caution people exercised in April by confining 
themselves indoors has given way to a more relaxed 
approach in recent times. While work from home 
continues for most, only 29% people are restraining 
themselves from unnecessarily stepping out, while 81% 
did so in April. This of course has a lot to do with the 
eazing of the lockdown and  information fatigue related 
to news on COVID.

The pandemic fatigue is striking the older generation 
in a near similar manner now. Initially, the older people 
were more compliant with social distancing norms as 
compared to the younger lot, however, now even this 
segment is becoming restless and wishes to move out 
of the confinement. 29% of those between the age of 
40-55 are stepping out frequently now, as compared 
to just 2% earlier in April.

In terms of expectations of normality, there was initially 
a lot of optimism, amidst the common consensus that 
year 2020 has been a bad omen manifesting in a belief 
that 2021 will start on a good note. 

However, people are coming to terms with the 
magnitude of this crisis, and are realizing that the 
virus will take much longer before it is eliminated. 
Respondents from Pune, Delhi, as well as non-
metros appear to be the most optimistic, with >65% 
anticipating a recovery by next July. 

Those from Bangalore and Kolkata appear to be the 
least optimistic, with >52% anticipating a wait till at 
least next December for full recovery.

April

September

66%

38%

% of people showcasing high levels of fear and worry during recent months

Lockdown lethargy has overtaken the 
paranoia of contracting COVID virus

Nearly half the respondents 
(49%) anticipate having to 
wait till July 2021, and 26% 

anticipate a full return to normal 
only by December 2021. Most 
of the reasoning behind these 
responses are based on the 
expected arrival of a suitable 
vaccine, as well as its mass 
production and distribution.
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A general consensus reflects a 
significant impact on the mental 
health of a majority of respondents, 
during this crisis.
As discovered in our last report “Rebooting 2020”, 61% 
of respondents were suffering from mental health related 
issues. The report also revealed the overall impact on 
mental health for men appears to be less despite men 
experiencing higher social disconnect than women. The 
impact on mental health in the most recent finding in this 
report continues to be significant with an average impact 
of 2.93 on a scale of 0 to 5, where 5 means a very high 
impact. Men continue to use distractions to manage the 
situation and contain the average impact to 2.65, vis-a-
vis women, who suffer a 17% higher impact at 3.09.

2.65

3.09

Long working hours and the 
fear of losing jobs are deeply 

impacting people’s mental health. 
Organisations have to empathise, 

step up and find a balance.” 

Male millennial from 
Delhi (aged 25 to 32)

https://www.themavericksindia.com/covid-19
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...the financial anxiety and insecurity 
has been omnipresent among 

millennials since the first recession, 
and facing another recession midway 

in their career is a major hit.”

Vivan Marwaha, 
a policy consultant and 

author of ‘What Millennials 
Want’

The reason for this could be the inherent idea of 
women assuming the role of primary caregivers in Indian 
households. According to a report from consulting 
firm Dalberg, the time spent on household work has 
disproportionately increased for women by nearly 30%. 
There seems to be an ingrained gender divide being 
followed in taking up childcare responsibilities as well, 
and as a consequence women often work till late to fulfill 
their professional commitments, which is all adversely 
affecting their mental health.
 
In terms of age, the highest impact has been on 
millennials, with an average score of 3.4, while the lowest 
impact has been on the Gen X, with an average mental 
health score of 2.4. A possible reason for this could be 
insecurities related to career and financial health, and 
it is often discussed that those who graduate and start 
their careers during recessionary periods tend to have 
a relatively more stagnated career graph, and slower 
financial growth.

We also found a strong correlation of mental health with 
the fear of losing one’s source of income. The group of 
respondents with a high fear (above average), displayed 
an average mental health score of 3.4, compared to a 
score of 2.6 for those with low fear, indicating the deep 
psychological impact inflicted by financial insecurity and 
anxiety of losing friends and family.  People with long 
working hours (greater than 10 hours a day) have a 20% 
higher vulnerability to mental health related issues.

According to various surveys, the past few months have 
witnessed an alarming rise in the number of people 
approaching mental health experts with a myriad of 
reasons. Across the country, there has been nearly a 
55% increase in people who sought therapy for the first 
time, suggesting the beginning of a mental health crisis. 
Estimates suggest that even before the pandemic, in 
India, about 150 million people were in need of mental 
health support, however, only 30 million received such 
services.

If the current pattern of anxiety, financial uncertainty, 
and a compromised physical & mental wellbeing 
continues, and morphs into the new normal, most of 
us are likely to adapt and learn to live with it. However, 
the collateral damage is likely to be silent yet significant. 
Our ecosystem may not learn to be sensitive to issues 
related to mental health, as that too is likely to be 
camouflaged into the new normal.

From my conversations with our 
community, a big challenge for most 

mothers is having to provide all of the 
childcare, all of a sudden. They also 
end up taking most of the household 
burden in the absence of domestic 

help. The unequal distribution is only 
expected widen in view of the current 

crisis. In a nutshell, mothers are 
burning out.”

Jananee Gangadhar, 
Lead - Content Strategy and 
Community Management at 

*KLAY Schools

*KLAY school is a current client of The Mavericks

https://www.hindustantimes.com/analysis/prioritise-care-work-to-integrate-women-working-from-home-into-the-economy/story-QCCWBFL2j5Qm6G6NuULm1O.html
https://www.livemint.com/news/business-of-life/covid-19-has-turned-millennials-into-india-s-worried-generation-11597054182836.html
https://timesofindia.indiatimes.com/city/mumbai/besides-covid-govt-to-focus-on-mental-health-tope/articleshow/78394557.cms
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What’s your take? 

Do you feel that you would mentally approach the situation differently 
if you knew more/less people in your circle who have already been 
impacted?

Will lifestyle changes brought by both individuals and organisations 
during the crisis, particularly a shift towards a healthier consciousness, 
lose its relevance once normalcy is restored?
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2
Work from home

Whether we like it or not, the concept of work from home has stormed into our lives 
since the start of the pandemic, and is likely to last for a while beyond the year 2020, 
and to some extent, even after we are through with COVID

A disruptive normal 
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Work from Home is likely to sustain 
through the post-COVID normal 
world

With more than 8 months into the crisis, a significant part 
of the population has adapted to the new normal, and are 
perhaps preferring it over the alternative of going to office.

34% of respondents who love working from home would 
even be willing to take a salary cut of 10% to work from 
home indefinitely. This can arguably be reasoned well, as 
the cost savings associated with commute, grooming and 
maintenance of formal wardrobe will far exceed the cut saved 
in going to the office (besides the time factor), particularly 
in the metros. According to a report by MoveInSync, on 
average Indians spend 2 hours a day commuting, which is 
the highest in the world. Trading off 10% of one’s earnings 
to free up 480 hours, or 20 days, every year is not just a 
great deal, it’s a steal.
 
Commuting is the most painful aspect of work life and there 
is a direct correlation between the love for work from home, 
and the time spent on commute. 81% of the respondents 
with more than 90 minutes of one-way commute to the 
office would love to permanently work from home.

0-30 min

60-90 min

30-60 min

>90 min 81%

57%

53%

50%

The impact of commute time on the preference for work from home

 % of people who love working from home

 C
om

m
ut

e 
tim
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https://economictimes.indiatimes.com/jobs/indians-spend-7-of-their-day-getting-to-their-office/articleshow/70954228.cms?from=mdr
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Lower Productivity Higher Productivity

Higher 
propensity 
to spend 
offline

Higher 
propensity 
to spend 
online

Undeterred CommuterReluctant Commuter

Trapped homeworker Grateful Homeworker

It is also evident that not many of us have a choice when 
it comes to working from home or out of an office. From a 
business point of view, we can thus divide the working class 
into four separate cohorts:

The Undeterred Commuter  Those who hate working from 
home and have resumed going to office
The Reluctant Commuter Those who love working from home 
but have resumed going to office
The Trapped Homeworker Those who hate working from 
home but are stuck at home
The Grateful Homeworker Those who love working from 
home and are doing so indefinitely

It is important for marketers to divide their attention accordingly 
between these cohorts, as each is likely to have different 
consumption/ spending patterns, whether online or offline. 
Productivity levels are also likely to differ between the four 
groups, and those designing products and services aimed at 
boosting productivity should target the right audiences. The 
four cohorts are illustrated through the following matrix:
 

• Not very productive due to 
a likely long commute and 
constant fear of being in a 
public place.

• Unlikely to use public 
transport. Will invest in a 
personal vehicle (car/bike). 
Alternatively, will spend on 
private cab/auto which are 
quicker and relatively safer. 
Will also invest in personal 
hygiene products.

• High productivity due to a 
preference for face-to-face 
interactions.

• May take public transport if 
budget is a constraint else private 
transport or car-pooling.

• Likely to invest in personal 
hygiene products.

• Can’t wait to travel inter-city 
and will be willing to experiment 
with ordering food or visiting 
restaurants.

• Not very productive due to a negative work-life 
balance and long working hours.

• Unlikely to spend much outside due to being 
confined at home but is surely an ecommerce addict 
by now.

• Occasional spending could include food 
aggregators and the infrequent online shopping 
purchase.

• Most likely to take a short vacation or workcation.

• Highly productive as they can work at their own pace.
• Able to find a sweet balance between work and their 

personal time.
• Unlikely to spend much outside.
• Likely to have paid subscriptions to productivity 

boosters like online magazines, podcasts, fitness 
regime apps like Cult etc.

• Likely to invest less in personal grooming products and 
much more in accessories (phones webcams / mikes/
earphones) that make work from home fun and more 
efficient.
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And there seems to be a similar opinion reflected in 
our survey, with preference towards working from home 
being reflected in productivity statistics as well. 45% of the 
respondents believe that their productivity had gone up while 
working from home in April 2020, with 15% of respondents 
claiming a massive productivity increase of greater than 25%. 
In October 2020, the productivity curve appeared to be even 
more positively skewed, with 56% of respondents claiming 
that their productivity has gone up, of which 17% claimed 
an increase of >25%. This shows that working from home is 
having a steadily increasing positive impact on productivity for 
a majority of workers through the lockdown period. The cohort 
witnessing the most significant productivity increase appears 
to be the senior executives and CXOs, of which 31% claimed 
a productivity increase of 25% or higher since pre-COVID 
times. Many amongst the working class are utilizing this extra 
time to think creatively, and are investing in self-development 
and upskilling themselves.
 
Specifically, amongst women, the preference for WFH seems to 
be relatively higher, with 56% claiming that they love the current 
set up, compared to 52% of men. This could be attributed to 
the fact that this model has provided a level playing field for 
the female workforce, with more and more opportunities to 
work from home, which wasn’t a prevalent concept prior to the 
pandemic. This seems like a great opportunity for inclusion. 
In particular, 80% of older women (Gen X), like the idea of 
working from home, as they find more time for personal chores 
and hobbies by skipping the commute time. One could imply 
that older women also have more responsibilities at home with 
regard to their family, and feel working from home helps them 
strike a better balance between the two, and attend to their 
personal and professional duties more adequately.

Women workers in particular, because they 
are typically the primary caregivers at home, 
drop out of their careers because traditional 
jobs require them to be present in the office 

for a certain duration of hours. Remote 
working has opened the floodgates for the 
section of the workforce which can put in 
greater efforts at work as well as spend 

quality time caring for their families.”

Sanjay Shetty, 
Randstad India head (strategic 

account management)

Work from home has, I feel, 
made me more productive, as I 
save time on the long and tiring 

commute to work.”

Female Gen X 
respondent from Delhi, 

Senior-level executive
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The boundary line between 
work and personal life has 
vanished as both spaces 

exist as one”

Female millennial respondent 
from Chennai, 

Mid-level executive

50% 

of younger women (young millennials and Gen 
Z) claims to hate the concept of working from 
home. A majority feel that it has led to too many 
distractions, and has negatively impacted work-
life balance. 

We could surmise here that many young women 
in today’s world believe that their personal 
and professional space require clearly defined 
boundaries, and consider being home as their 
designated private time.
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Entrepreneurs

CXOs

Journalists

Junior-Mid executives

Students

48% 

64% 

59% 

57% 

44% 

There is also a stark difference in sentiments between 
age groups, as nearly half of Gen Z and younger millennial 
respondents (47%) have been able to find a better work-
life balance while working from home. Amongst the 
older generations, this proportion is significantly less. 
62% of the Gen X who hate working from home stated 
their reason as preferring face-to-face interactions, 
indicating a lack of willingness/understanding to adapt 
seamlessly to the virtual platforms; old habits die hard.
 
Students hate the idea of working/studying from home, 
mainly due to missing their interactions with their peers 
and the tendency to fall prey to various distractions at 
home. Entrepreneurs too hate working from home with 
a firm belief that face-to-face interactions and meetings 
are more productive.
 
In contrast, a majority of senior executives and CXOs 
love the idea of working from home, the key reason 
being not having to commute on a daily basis, and 
thus finding more time for chores and hobbies. 39% of 
CXOs will happily take a salary cut of 10% to work from 
home indefinitely, as compared to only 18% of junior 
executives.
 
Public sector employees have found it hard to balance 
their time while working from home, and 61% hate it 
(compared to 42% of private sector for profit workers). 
The main reason stated by them is missing out on 
regular tea/coffee breaks with colleagues. However, 
50% of these public sector employees would accept 
a salary hike of 10% to work from home indefinitely, 
proving money as a key source of motivation.
 
Journalists love working from home given their love to 
work at their own pace and saving on the commute. 
However, only 20% are willing to take a salary cut of 
10% to work from home indefinitely.

Love of work-from-home for different cohorts

Public sector employees
39% 
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Residents of Kolkata love working from home the least, 
where two thirds, or 67% of respondents hate the concept. In 
Chennai, 70% of respondents love the idea of working from 
home, while in Pune, 78% of respondents love it. Even in the 
mini-metros, a vast majority (71%) love the idea of working 
from home. Respondents from the bigger metros like Delhi and 
Mumbai appear to be split 50-50 between both sides of the 
‘work-from-home’ coin.

Kolkata

Pune

Chennai

Mini-metros

New Delhi

Mumbai

71%

70%

51%

78%

52%

33%

Respondents from Indian cities who love working from home

66%

Bangalore
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Working from home has also had 
an adverse impact on the work-life 
balance
Working from home was not a choice, when pushed into this 
experiment many fell in love with it while others continue to 
have a preference for the long-lost option. More than half of the 
survey sample (56%) is struggling to strike a balance between 
regular household activities and fulfilling work commitments 
while working from home. What is even more interesting is 
that, even amongst the sub-sample of respondents that 
claims to love working from home, a significant 40% are 
struggling with finding the right work-life balance. Our homes 
and its infrastructure were not built to accommodate parents, 
and children working, and studying from home respectively; 
people have thus begun investing in building a conducive 
support system to adapt to this new world.
 
Blurred lines between work and personal life on one side and 
the anxiety emanating from financial insecurity on the other 
side is leading to a workaholic approach amongst many, who 
face an involuntary inertia when it comes to ‘clocking out’.

7-10 Hours

More than 10 Hours

Less than 7 Hours

OctoberApril

Working hours from April - October 

27%

36%

37%

30%
48%

22%

7-10 Hours

Less than 7 
Hours

More than 10 
Hours

7-10 Hours

More than 10 
Hours

Less than 7 
Hours
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Men and women exhibit different working patterns, with 
men working longer hours as the crisis has progressed.
 
While men are officially working longer working hours, and the 
‘official’ working hours for women are more or less unchanged, 
this could also be an illustration of the longer unofficial working 
hours that most women in our society have to deal with, which 
are mostly dedicated towards household chores, taking care 
of their families, and other responsibilities. This could also be 
the reason that female respondents appear to be marginally 
more concerned than males about losing their jobs in the 
near future, with an average fear indicator of 5.2 out of 10, as 
compared to 4.7 for men.
 
This can be linked back to a preference amongst women, 
especially those who are in early stages of their careers, against 
working from home. This group is likely to prioritize meeting 
their work goals over any other personal responsibilities, which 
are more likely to be considered a distraction during this period.
 
Further, working from home continuously has had an adverse 
impact on physical health as well. According to a report 
released by Practo earlier this year, spinal issues are the most 
commonly discussed amongst those who have been working 
from home. Queries related to back pain and poor posture 
have been fairly frequent. One should note that a significantly 
higher percentage of those affected are men (65%). Apart 
from this, the increase in screen time has had a major impact 
on eye health. The report stated a 700% increase in overall 
ophthalmology teleconsultations, with primary concerns of the 
users being dry, or sore eyes, blurred vision, and headaches.

 While there is a 10% increase in men 
working for more than 10 hours a day, for 
women, there has been a 2% drop in the 
proportion working more than 10 hours a day 
between April and October. 

https://s3-ap-southeast-1.amazonaws.com/www.practostatic.com/marketing/images/pdfs/Practo_Insights_Report.pdf
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Hybrid working models could turn 
around the monotony of continual 
WFH

It could be assumed that new hybrid models such as 
rotational workdays at the office, or bifurcation of people 
required to come to office/WFH, are emerging as alternate 
options for organizations which are going to alter the 
current modus operandi significantly. 
 
A similar sentiment is reflected in our survey as well. The 
most prominent working cohorts in favour of rotational 
work days are the mid-level executives, CXOs, and 
entrepreneurs. A significant ratio of junior executives (32%) 
even opted for indefinite work-from-home, whereas only 
5% of CXOs and 6% of entrepreneurs opted for this option.
 
CXOs and entrepreneurs prefer a hybrid model rather than 
indefinite work from home as face-to-face interactions 
with their team allows them to maintain a sense of control. 
Depending on their style of leadership, many of these 
leaders would want to try to balance professional and 
personal dynamics with their team members; this would 
be harder to achieve if all interactions remain virtual on a 
permanent basis.

10% 49% 25% 

Regular office work 
days for all staff

 Rotational workdays at 
the office for all staff

Bifurcation of people/
divisions required to 

come to office or WFH

Preferred options of hybrid working models 

16% 

Indefinite work from 
home
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Thoughts on hybrid working models also differs on 
the basis of commute times. A majority of those with 
commute times less than 30 minutes (one way) prefer 
rotational workdays, while for those with a commute 
of more than 90 minutes, suggestions of flexible office 
attendance, or only being required to come to office 
for important meetings have been put forward.

Companies like Ola and Uber 
will need to reinvent their value 

proposition and elevate to greater 
standards of hygiene. The taxi 

fares are likely to go up as the cost 
goes up, with fewer takers and 

the provision of a better and safer 
experience. 

The confidence in the public transport 
system to offer safe journeys will take 
tame. This offers a great opportunity 

to the car and two-wheeler companies 
to capitalize on the need to maintain 

social distancing. This is reflective in the 
sales numbers of companies like Hero 

Motors and Maruti for the month of Sep & 
October. We expect this trend to continue 
for a few more quarters. Expect the roads 

to be full of private vehicles, while the 
pressure on the public transport system 

eases a little. 

 With hybrid models of work emerging, the 
overall demand for real estate is likely to stay 
stable or see a moderate fall, as the overall 

requirement will see a decline. However, 
the need for social distancing will trigger 
a change in interiors to accommodate the 

new normal. It will be interesting to see how 
shared working spaces emerge from here in 

inventing models that bridge the gap between 
open spaces and offices. The growth in 

adoption of ecommerce is likely to sustain 
through the pandemic, making the demand 

for commercial places in malls and large 
shopping complexes a bit bleaker.  

While working from home, many 
have found the need to invest in 

high quality personal items such as 
laptops, phones, automatic white 
goods (for optimal use of time), 
and even other services such as 

a high speed internet connection. 
We expect the festive season to 

further push the demand for these 
products. 

Public Transportation

Cab Aggregators

Real EstateHome office accessories

The concept of work from home 
and hybrid working models has 
implications for various sectors

DIY has gained momentum, 
be it for cooking, grooming or 

pursuing hobbies, such gardening 
for grown ups and robotics for 

kids. DIY kits are becoming more 
commonplace, as people find 

activities they can engage with 
while they continue to spend most 

of their time indoors.   

Do-It-Yourself
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Which cohort do you belong to within our Work from Home matrix? Would 
you agree with the general trends observed in terms of productivity and 
propensity to spend amongst others in your category?

Will the concept of work from home, and hybrid working model be the 
new norm across all sectors of employment, or are there likely to be 
some sectors that dictate this trend more than others? Do you anticipate 
any impact in your current sector or work?

If the migrant executives got a chance to permanently work from home 
will they choose to go back to their hometowns to improve their lifestyle 
and potential savings?

What’s your take? 
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3
The media trial

People in our country are losing their sense of trust in the media, particularly the 
mainstream publications and channels that have been with us for ages. This feeling of 
bias has led many to switch to alternative sources and social media for information

A strained relationship of trust 
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The general consensus is that media 
houses are purely agenda driven
When questioned about the impact of the media on the 
state of democracy, a majority of the population (95%) 
strongly believes that the media has a significant impact on 
the democracy of the country. In light of this, a significant 
percentage of the population (82%) feel that most media 
houses are biased and agenda driven. This seems to be a 
common sentiment among almost all age groups. However, 
it is relatively higher amongst the younger Gen Z (86 %), 
as compared to the older Gen X (76%). Interestingly (and 
somewhat ironically), even 77% of the journalist community 
believe that most media is biased. 
 
From a location perspective, respondents from Kolkata 
and Pune were most aligned in their positioning against the 
media, with roughly 90% believing that most media outlets 
are biased and agenda driven. In comparison, only 69% of 
those living in non-metros echoed this sentiment, indicating 
a possible lack of exposure to other, more genuine sources 
of news. In Kolkata, Bangalore, and Hyderabad, 100% 
of respondents believe that fake news has impacted our 
country in some way or the other.
 
The perception of the public towards mainstream media 
is changing because of fake news being flashed almost 
everywhere, which in turn is making people trust more in 
individual writers or trusted content groups (on social media 
platforms) rather than mainline publications. New age online 
platforms like Buzzfeed and Scoopwhoop, which are not 
originally associated as much with credibility, may, in fact, 
be trusted more in the future.

Close to 81% 

of the population 
believes that fake 
news has incited 

negativity through 
false propaganda

FAKE 
NEWS

Nearly 46% 

claim that it has 
suppressed the 
fundamentals of 

democracy. 

Another 40% 

believe that it 
has impeded our 
secularist values
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As content consumption habits change, 
loyalty is steadily shifting towards new 
platforms 

As content consumption trends dictate a radical shift towards 
online platforms, public loyalty towards previous sources of 
information is also evaporating. Even amongst older generations, 
traditional publications are losing traction, and opinions are 
now being shaped through information passed through news 
aggregators, and social media (Twitter etc.). Sources of news can 
be classified and ranked by two key levers: popularity and trust.
 
Online channels of reputable publications (TOI, HT etc.) seem to 
be the most popular online source of news. Apart from these, 
a large chunk of the population is catching up with new-age 
online media (YourStory, The Wire, Buzzfeed, Scoopwhoop etc.) 
Amongst the social media platforms, Twitter is the most popular 
for news, followed by Instagram.

34%

25% 12%

10%

9%

62%

54%

Popular social media platforms for news

Most trustworthy platforms for newsMost trustworthy social media platforms

DFN

OPM

Digital First News

Online Print Media

Popular media platforms  as source of news

DFNOPM

DFN

OPM
PRINT

55%

42%

53%
29%

17% 20%

 7%

3%
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However, from a trust perspective, the digital 
first news platforms are actually trusted more than 
online versions of print media. Twitter is the most 
trusted social media platform.
 
From the table, we can observe that NDTV is the 
most trusted platform for general and political 
news, CNBC is the most trusted platform for 
business news,while BBC is the most trusted 
source for global news. 

General Business Political Global

18%

15%

 40%

12%

12%

 37%

20%

13%

 39%

18%

13%

 27%

Vikram Chandra
2018

Facts First with 
Faye 

Editorji

(In collaboration with 
Fireowrk India)

Faye D’Souza
2020

Scroll
Samir Patil and 
Naresh Fernandes
2014

Nyooz.com
Alok Verma 
2014

Most trusted media sources
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While for people above the age of 55 years, print still remains the 
most prevalent form of consuming news, amongst the Gen Z, digital 
first news platforms are the most popular. For millennials, digital first 
news platforms and print media remain equally trusted sources.  
 
A difference in consumption habits between generations is also 
reflected in our respondents’ preferred choices of publications. For 
general news, most of the Gen Z and millennial survey takers opted for 
NDTV, while the older generations mostly opted for Hindustan Times 
and TImes of India. For political news, NDTV still remains the choice 
of preference for Gen Z, while Indian Express and India Today are 
preferred by older generations. In terms of Global news, while BBC 
and CNN are the most common options, CXOs and senior executives 
also prefer other publications like The Economist, Forbes, and WSJ. 
The choice of publication depending on the audience has major 
implications for brands and their storytelling choices.
 
A significant majority of journalists (51%) have high faith in Twitter as a 
news source, in addition to online news platforms and print media. The 
proportion of respondents placing trust in Twitter is significantly more 
for journalism than any other industry. This is an interesting piece of 
information for brands and marketers in particular, as having a presence 
on Twitter might be key to grab media attention. 0% of journalists have 
faith in WhatsApp. In terms of publications, most journalists place faith 
in NDTV and the Indian Express. As 77% of journalists believe that the 
media is biased, this could also imply in turn, that many journalists 
don’t have faith in publications they represent.

T.V

PRINT T.V RADIO

PRINT T.V

PRINT

PRINT

PRINT

55+

40-45

32-39

25-32

Less than 24

92% 52% 48% 40% 24%

56% 44% 32% 28% 25%

58% 53% 38% 38% 25%

57% 51% 47% 30% 20%

65% 45% 44% 34% 31%

DFNOPM

DFN OPM

DFN OPM

DFN OPM

DFN OPM

Top 5 sources of news for every generation

DFN

OPM

Digital First News

Online Print Media
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Our data, on the whole, shows that Instagram is believed to 
be a fairly trustable source of news after Twitter, contradictory 
to the popular belief that most social media platforms are 
amplification hubs for fake news. This can be leveraged 
by brands which are already in the process of shifting their 
communications focus towards more digital media channels. 

Bangalore, Chennai, 
Hyderabad, Kolkata, and 

mini metro place 0% 
trust in WhatsApp as a 

source of news
50% of residents from 

Hyderabad appear to 
place trust in Instagram, 
more than in any other 

city

While 75% of mini 
metros believe digital 
news platforms to the 

trustworthy source, only 

33% of non metro 
population agree with 

that sentiment
30% of respondents 
from Pune, still opt for 

the radio as a means of 
news, and updates

64% of respondents 
hailing from Kolkata 

opted for the traditional 
route of print as a source 

of news

In non-metros, for 

39%, TV news still 

also remains a trusted 
source 

India’s social media consumption habits
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Constantly scanning for COVID 
updates is a thing of the past

Additionally, health-related news is gradually likely to be 
avoided, as most consumers are fed up with COVID updates, 
and just wish to move on. 
 
Hyderabad residents are the least interested in COVID-related 
information, with 50% of respondents claiming to not follow 
such news at all. Kolkata and non-metro residents appear to 
be following it the most, with 91% respondents following such 
news at least occasionally. Delhi, Mumbai, and Pune still have 
the highest proportion of respondents who are following such 
news avidly, close to 30%. This is likely to stem from the fact 
that these are the most affected metros. 

Around 48% of our survey 
sample follow health/ 

Covid related news only 
occasionally, and about 25% 

have completely stopped 
following any such news. The 
cohort keeping abreast with 
COVID news the most is that 
of the entrepreneurs, where 
35% regularly follow such 

news stories.
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With social media platforms doubling up as source of news, are we likely 
to see new platforms such as Faye D’Souza runs, a newsroom with no 
print or website repositories of content? 

COVID saw the rise of not only new news outlets but also a rise in the 
number of fact checking pages. Do you think a platform-wide integration 
to fact-checking is the natural next step? 

Has COVID sped up the process to a time where there would be no 
need for physical print newspapers? 

What’s your take? 
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4
Self-reliance

Driven by Anti-China sentiments and a desire to be ‘vocal for local’, many have put 
their foot down on their preference for more local brands. As a result, hyper localized 
micro-businesses have emerged as part of an effort to be more self-reliant

To buy or not to buy?
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Anti-China sentiment has gained 
strength over the past few months

Opinions on the measures taken against China seem to be fairly 
divided, both nationally and at a global level.

Interestingly, older millennials and the Gen X appear to be slightly 
more in favour of anti-China measures, than younger millennials 
and Gen Z, even when looking at the working class, senior 
executives and CXOs appear to be more in favour as compared 
to junior and mid-level executives. The constant anti-China 
agenda being pushed by many media houses could be playing a 
key influencing role here in this case.
 
From an segment point of view, respondents 35% of the private 
sector (for-profit) employees are the most supportive of these 
measures as they perceive China to be directly responsible for 
the pandemic and the consequential job losses. Amongst the 
journalists, only 16% state that they are in agreement with these 
measures.
 
A growing sentiment against China seems to present an 
opportunity for consumer-oriented businesses to activate 
campaigns leveraging the key messaging of ‘self-reliance’ and 
‘vocal for local’ in order to appeal to their audiences under the 
new normal.
 
In an effort to avoid any controversies related to the ongoing 
anti-China sentiment, companies like Xiaomi have also begun 
replacing its brand logo with a “Made in India” logo at its mobile 
stores in multiple cities in India.
 
Considering the location of various survey-takers, those in Delhi, 
Mumbai and Pune, appear to be more in favour of these measures 
than against, while those in Bangalore, Hyderabad, and Kolkata 
appear to be more against such anti-China measures.

Agree Disagree Not sure

30% 31% 39% 

Gen Z

Gen X

Working Professional

Journalist

Agreement with measures against 
China, as per different cohorts

26% 

39% 

16% 

35% 
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In an effort to be more self-reliant, 
support for local brands seems to 
have increased over the recent period 
of crisis

In an effort to push out Chinese and other foreign products 
from Indian markets, more than half the survey sample (nearly 
55%) expressed that they’ve become more supportive of 
local brands during the current crisis. 71% of those who are 
furloughed or unemployed have become more supportive of 
local brands, more than any other cohort. The price differential 
between many local and foreign brands probably plays a key 
role in determining this level of support.
 
The remaining 45% of survey respondents stated that they 
would go for the best quality/ brand irrespective of where it 
is made. Amongst the various cities we received responses 
from, only in Delhi and Kolkata did a majority (53% and 70% 
respectively) opt for not deliberately switching towards local 
brands.
 
The category which has observed the maximum switch seems 
to be personal care products, switching to Indian brands like 
Patanjali, Fabindia, Kama Ayurveda, Organic India, etc.

Electronics

Clothing

Personal Care Products

40% 

Made in India 

25% 

Made in India 

28% Made in India 

Percentage switching to local brands 
amongst different product categories
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Many have even taken up a hyper-localized approach 
when it comes to purchasing meals and food ingredients. 
64% of the survey sample seem to be at least somewhat 
supportive of community-level startups and pop-ups 
(since the start of the pandemic), rather than the big retail 
chains such as Big Basket and Swiggy for ordering meals 
and food ingredients. Entrepreneurs in particular are even 
more likely to order from and promote such startups, with 
76% demonstrating such support.
 
There are two key aspects of the general consumer 
mindset that have led to this trend. One is the herd effect 
of following the ‘Vocal for Local’ movement, and the other 
is the skepticism surrounding the safety of ordering from 
big chains during this pandemic. The combination of 
these two underlying thought processes has provided this 
segment of micro-entrepreneurs with a massive boost.
 40% 

16% 

14% 

While some metro cities in India are significantly supportive of local community-level startups and 
popups, and have made a significant switch in favour of ordering meals and ingredients from such 
local-level budding entrepreneurs, many still rely on the big brands.

Kolkata

Chennai

Bangalore

New Delhi

City wise percentage showing 
significant support for local 
community startups

7% 

33% Hyderabad

Kolkata

HyderabadNew Delhi

Bangalore

Chennai
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Individuals are exploring alternative 
sources of part-time income during 
these tough times through micro-
businesses

We hypothesized that the concept of micro-entrepreneurship is 
turning into a trending activity during this pandemic, thus linking 
it to the overarching theme of self-reliance; Considering it as an 
option to deal with working from home as well as job loss in some 
cases, a lot of people may have started building up their micro-
businesses (on social media platforms) as an alternate source of 
income, or simply as a means to stay productive.

Journalists, in particular, have taken up extra freelancing the most, 
with 42% of the cohort seeking such opportunities as an additional 
source of income. It is also interesting to note that a significant 
number of Gen Z respondents (in the working class) have also 
explored such alternative options of income during the time of the 
crisis, with 20% of them monetizing their hobbies/ passion, and 
16% taking up part-time/ freelance opportunities. Out of those 
who are currently furloughed or unemployed, 29% have taken up 
some freelancing/ part-time opportunity to seek additional income.
 
More than one-third of the residents from Chennai, Kolkata and 
Pune have taken up activities seeking additional income during 
this crisis.

Create Upload Earn

 Respondents’ outlook towards monetization of hobbies 27% of respondents stated that they 
or their families have started exploring 
additional avenues of income



40

Such measures are drastically changing the business 
landscape in our country, with small scale and localised 
businesses dominating a significant chunk of market share 
when compared to the pre-COVID era. For some industries, 
we can even expect big brands to gradually lose their impact 
and value in society as community-level products and services 
aim to recapture the market.
 
This also implies that from a marketing point of view, 
touchpoints of communication will also change, as businesses 
are likely to reach out to consumers at a more personalized, 
micro-level (e.g.: pop-ups in societies), and less at a macro 
level (such as through ad banners). Keeping in mind this hyper-
localised, personal approach towards conducting business 
with customers, a subscription/curation based approach 
(like weekly subscription of organic vegetables from Organic 
India) of offering products and services, rather than a one-time 
purchase model, could be a permanent way forward.
 
Additionally, in a world where social distancing has become a 
norm, leveraging new technologies such as AR (Augmented 
Reality) and VR (Virtual Reality) can also been seen as an 
innovative solution for local brands who are looking to capture 
market share by appealing to an instinctive desire amongst 
consumers to connect, which stands unsatiated by this 
pandemic. With many of us still going through a phase where 
we are willing to try new things (millions around the world only 
opened Zoom for the first time in their lives since the start of 
the crisis), the opportunity to strike is hot. The impact of such 
new technologies that enable us to shop, communicate, and 
connect with brands in an altogether unique, non-physical 
manner, can open a whole new world of possibilities for the 
B2C domain in our country.
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Over the past few months, have you deliberately put an effort to buy 
“made in India” products in order to support the ongoing anti-China 
sentiment?

Do you believe that this ‘vocal for local’ buying pattern can truly harm 
China by bringing about a shift in their dominant status over international 
trade?

With a number of people being furloughed, and another segment experiencing 
pay cuts, is this the right time to explore other sources of income, particularly 
by establishing micro-businesses?

What’s your take? 
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5
Big consumer reset

Finally, with low faith in economic recovery, we can expect a full reset in behaviour  
amongst various consumer-oriented industries such as retail, dining, and travel, with 
strong implications for established as well as emerging businesses

The path forward
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Mapping the impact of the current 
slowdown, many have low faith in full 
economic recovery for at least one year

While the vaccine next year will help allay the general concern 
of the public, economic recovery will not necessarily follow suit, 
as expectations of stagnating consumer demand and a lethargic 
investment market will carry on even beyond the introduction 
of a vaccine. 76% of the respondents believe that it will take at 
least one year for the economy to bounce back, with half of them 
having an even more pessimistic view (who don’t see the economy 
bouncing back before two years).
 
The generation with the most faith in the economy appears to 
be the Gen X, where 32% believe that the economy will bounce 
back within one year. From an industry point of view, the least 
faith belongs to respondents from the public sector, 59% of whom 
believe that it would take up to 2 years for the economy to recover.
 
Residents of Kolkata and Hyderabad are most pessimistic about 
the economy, with approximately 60% anticipating a wait of at least 
2 years for the economy to bounce back. In comparison, residents 
of Chennai and mini-metros appear to be more optimistic, with 
only 30% anticipating a wait of at least 2 years. Delhi also remains 
somewhat optimistic, as 23% of residents anticipate a full recovery 
within the year.
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Faith in economic recovery expressed by respondents

24%

38%

within 1 year

38%

Between 1-2 years more than 2 years
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With increased dependence on 
online platforms amidst the crisis, 
the education space is changing
 
A significant transformation is being witnessed in the 
education sector, with online classes being the only means 
to continue learning. However, there seems to be little 
support for such a system.

Having said that, the National Education Policy 2020 
intends to ensure “access, equity, and quality education”, 
and one of the prime areas of focus includes Online, Open 
and Distance learning, which seems like an opportunity 
for the key players in the industry to build on the idea and 
invest in creation of better equipped digital infrastructure 
and technology supported solutions to keep up with the 
ever evolving education ecosystem, and prepare the 
students for future with the provision of enhanced learning 
opportunities.

E-learning can be supplementary...
the whole idea is to protect the 

children from a health crisis. Sitting 
and working through a screen is 

going to be yet another health crisis. 
So we need to get the children back 

to a regular routine and instead 
make the schools/colleges safe for 

them to return.”

Female Gen X respondent 
from Bangalore, Senior-level 

executive
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Therefore, we should expect hybrid models of school-going 
to be introduced, similar to those in the workspaces.
 
Comparing responses across different cities, it appears 
that parents from Chennai, Kolkata, Hyderabad, and Pune 
completely disagree with an only online system of education 
(0% respondents in favour of it), and there seems to be 
significant support towards the need for children to get back to 
classrooms. Kolkata is the one major metro city where parents 
appear to be most in favour of a hybrid model of education 
(83%)
 
However, parents across the survey sample reiterate the need 
for their children to return to the classroom as soon as possible. 
This brings up a question as to how sustainable this online 
learning system is, considering demographic factors and the 
limited privilege of having access to digital tools. Apart from 
these constraints, a major concern with the current digital/ online 
system is the lack of personal contact, which might become 
problematic for children in terms of developing interpersonal 
attributes and other soft skills. This could be an illustration of 
the potentially adverse long-run impact on the market for ed-
tech companies, which currently appear to be part of a bubble 
that may just burst once the pandemic is over.

9% of parents who
took our survey 

learning to be the way 
forward, 

65% of parents
stated that a hybrid
model of online and
offline learning (wherein
kids are sent to the 
classroom on a rotational
basis) would be ideal

Nearly 26% of parents
across the survey 
sample echo the need
for their children to
return to the classroom
as soon as possiblewise 
shopping trends 

How are parents feeling about online learning? 

believe online
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Retail and dining habits have 
already observed some significant 
changes as a result of radically 
changed lifestyle
With new technologies and innovations in the retail space, 
online shopping is expected to observe an increased rate 
of adoption even after the current crisis is resolved. For 
more than third of the population (36%) online shopping 
has increased 2-3 times over the past 6 months, and a 
noteworthy 31% of the respondents claim that they will 
continue to shop this way for all items. Interestingly, 
online shopping has caught on quicker amongst older 
millennials and Gen X rather than younger millennials and 
Gen Z, indicating the latter group gets more satisfaction 
from stepping out of the house for such activities.
 
In fact, 30% of the Gen Z group outrightly hate online 
shopping and wish to return to in-store shopping as 
soon as possible. Thus, brands like Amazon and Flipkart 
which currently rely on the short-term boost in online 
shopping may need to take a step back and re-examine 
their long-term strategy, particularly when it comes to 
reaching out to a younger target audience.
 
Online shopping seems to have gained a significant 
amount of popularity amongst the CXO community, 
with 42% of senior executives and CXOs stating that 
they will continue to shop online for all items even after 
the pandemic, and another 27% stating that they will 
continue to shop online for groceries and essentials.

Below the ages of 32, 
a significant 26% have 

shown a decrease 
in online shopping, 

although this ratio is 
still less than those 
who have shown an 

increase

Between the ages 
of 32-39, 26% 

have shown no 
change in online 

shopping

Amongst the Gen 
X (aged 40-55), 

41% have shown 
an increase in 

shopping by 2-3 
times

Increase by 5x or 
more has been 

most prominent in 
those aged above 
55 years (43% of 

this cohort)

Online shopping trends observed 
amongst various age groups
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Amongst  those who are freelancers or are furloughed, 
approximately 17% feel that online retail therapy has 
increased by more than 10 times since the lockdown began. 
One possible reason for this could be that without full-time 
work, the tendency to rely on online shopping platforms as 
a distraction or a substitute to other productive activities is 
higher for some people. Also, in some cases, discovering 
alternative hobbies could have led them to online shopping 
as a means to source products, such as items for cooking, 
art etc.

38% of respondents from 
Kolkata stated that they will 

continue shopping online 
for essentials even after the 

pandemic

More than 40% of respondents 
from Hyderabad, Pune, and non-
metros, will continue shopping 
online after the pandemic, but 

only for non-groceries and non-
essentials

In Bangalore as well, 44% 
will continue shopping online 

after the pandemic for all 
types of items.

In Delhi, Chennai, and 
Mumbai, the sample is 

more balanced between 
essentials and non-

essentials.
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The largest decrease in online shopping has been 
witnessed in Chennai, with 30% of respondents claiming 
that their online shopping habits have fallen over the past 
few months. In fact, 30% of respondents even said that 
they would go back to in-store shopping as soon as it is 
feasible. One possible reason for this is a period in June-
July during which courier services were not that active 
and parcels were taking longer than usual to get delivered 
to different areas of the city. Apart from essentials, the 
typical delivery period stood somewhere between 12-15 
days. Perhaps these delays led to a switch in retail habits 
amongst the public, and online marketplaces have not 
had a chance to recover since.
 
On a side note, another interesting prospect to consider, 
now that most of the public spends a majority of their 
time at home, is that the attention devoted to one’s home 
is likely to have increased. Investments into new furniture, 
gadgets, utensils, fitness equipment, and other home 
items have seen a surge over the last few months, There 
is also a possibility that comfort wear through online 
shopping might have gradually taken over the luxury 
wear segment (which is mostly purchased via physical 
retail outlets) in terms of market share. This would have 
had significant repercussions in the fashion industry.

Add to cart
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Moving on to the restaurant industry, we are once again 
likely to witness a permanent change, in terms of social 
distancing, the way transactions are carried out (contactless 
menus etc.), and self-service in food courts.
 
In Kolkata, 100% of respondents would want instant 
sanitization of tables and chairs in restaurants in front of the 
customer, while 75% would want social distancing of tables. 
Amongst the mini-metro respondents, 100% opted for both 
these options. The concept of open air seating appears to be 
most desired in Kolkata and Pune, with approximately 65% 
of respondents picking this option. The self-downloadable 
digital menu is most preferred in Hyderabad, with 42% 
picking this as a key measure that restaurants should take. In 
Chennai and Mumbai, the need for waiters to wear protective 
gear is quite high, with roughly 44% of respondents citing 
this measure as critical.

More than three-fourths of all respondents 
picked  'instant sanitization of tables/ 
chairs in front of the customer' and 
'distancing of tables' as their top 
suggestions
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There has also been a high level of interest observed 
for ‘DIY meals’ or ‘meal kit delivery services’.
 
Finally, retailers and restaurateurs will have to adapt 
to changes in customer demand, particularly when 
it comes to developing a last mile approach. While 
earlier, such conveniences came at a premium, 
nowadays bringing orders and items right to the 
customer’s doorstep is considered to be the only way 
to fulfill demand. 

This is how businesses will differentiate themselves, 
streamline their operations, create value, and ultimately 
increase market share, as last-mile capabilities will 
stand them in good stead over the long run.

Gurugram-based ready-to-cook player ‘Being 
Chef’ claims to have grown 100% M-o-M 
during the lockdown

Other players in this ready-to-cook/ ready-to-
eat segment in India like Maiyas, Asal Foods, 
iD Fresh, Yumlane, Fingerlix etc. have been 
able to raise fundings from investors like SAIF 
Partners, Omnivore, O21 Capital and Accel etc. 
over this period.

Apart from food delivery initiatives, a significant 
increase in food blogs/ vlogs has also been 
observed during this time
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In order to allow safe travel and stay 
experiences, players in this industry need 
to introduce new formats with an entirely 
different set of offerings

With international trips/ long journeys delayed, along with the collective 
fear of getting into a flight, localized travel will be a new way forward for 
many of us. This assumption was confirmed through our survey, with 
37% of respondents claiming that they would only be comfortable with 
taking a road trip somewhere nearby on their next holiday. This is great 
news for potential small scale boutique hotels and B&Bs which are set 
up within driving distance of major metros. This also signifies a revival 
for various local tourism-related industries within our country, once 
again driving home the rising message of ‘Vocal for local’.
 
The exception here was amongst the cohort of older millennials (aged 
32-39), where a remarkable 44% anticipate travelling by air on their next 
holiday, whether domestically or internationally. With 85% of this group 
anticipating a wait of at least 4-6 months before they travel, it is evident 
that they would mostly prefer to wait for longer, more substantial trips 
via air travel, rather than seek a quick getaway by road. One possible 
reason for this could be that a majority of respondents in this group 
would be part of a family with young children, and a long road trip at this 
point without too many stopovers seems less feasible and riskier; this 
implies that a considerable chunk would rather wait at home, not travel 
anywhere, and then travel as per usual plans after 6-12 months.
 
Residents of Kolkata, Hyderabad, and non-metros appear to be more 
afraid of travelling soon, with more than 50% stating that they would 
prefer to wait for at least one year. In comparison, as mentioned earlier, 
residents of Delhi NCR appear to be more optimistic, as roughly 40% 
are willing to travel within the next 6 months.

74% of the respondents would be willing to 
defer their holiday plans by at least 4-6 
months, of which 37% would wait no less 
than one year for their next vacation

62% of those aged 55 years and above, stated 
that they would wait for another one year

57% of those who are furloughed anticipate 
having to wait for more than a year, and no one 
in this group anticipate travelling internationally 
in the near future

37% of respondents claim that they would 
only be comfortable with taking a road trip 
somewhere nearby on their next holiday

12% of the respondents state that they would 
like to take a 'work-ation'
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With the concept of work from home becoming 
more and more common, we also wanted to explore 
if people are more interested in travelling to a different 
place as a means to escape the long-term isolation, at 
the same time keeping up with their work commitments 
throughout their stay at another location. However, such 
‘workcations’ don’t seem like a very popular idea just yet. 
Even amongst the CXO and entrepreneur community, 
only 14-15% of respondents are in favour of workcation. 
This could be due to the fact that there is a fear that basic 
work requirements, such as a good internet connection, 
or other hardware needs, may not be met at any other 
location apart from home.
 
Although, in a way, this shortcoming also presents a 
potential opportunity for all such businesses currently 
operating in hospitality/ home-stay sectors to modify 
their models to some extent, and introduce the idea 
of ‘workplace stays’ which provide the basic facilities 
required to work out of their locations. This new vertical 
can be positioned under a ‘hybrid coworking space’ 
business model, where brands like OYO and Airbnb add 
such semi-vocational centers into their offerings.

Travellers are opting for longer 
stays...Now, because we will be 

able to work remotely, people will 
stay at a place for months, do 

their day job, and experience the 
place. Workcation will do justice to 

travelling now”

Dharamveer Singh Chouhan, 
Co-founder and CEO of Zostel
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Can online shopping platforms truly only be termed as a ‘substitute’ for 
physical retail, or have they created an entirely new market for essentials 
and non-essentials?

Can we collectively expect the same careful approach in the hospitality 
industry towards safety and hygiene, even after we have a vaccine?

What’s your take? 



54

Survey Methodology

To arrive at these insights, Mavericks Research conducted a 
survey over the months of September-October, with an aim 
to gauge temporary and permanent changes in our behaviour 
since the COVID-19 crisis and end of the lockdown period, as 
well as understand our expectations and plans under the new 
normal. We have attempted to analyse our collective behaviour 
through this COVID-19 crisis, as well as understand our 
evolving expectations from various aspects of our lives, now 
that the world paves way to a new normal. Our insights shed 
light into what has changed for the better, for the worse, and 
what remains the same under our new day-to-day lives, along 
with our anticipations for the near future.
 
Approximately 720 responses were collected through this survey 
via an online survey tool, and key findings were generated based 
on consideration of the unfiltered sample dataset, as well as 
through filtering data by gender, age bracket, and occupation. 
Additionally, secondary research, combined with some one-
on-one discussions with members of the target audience, 
helped us arrive at comprehensive insights which build on 
the data points. All the respondents belong to SEC A and to 
that extent the insights therefrom need to be construed and 
consumed accordingly. Approximately 180 respondents belong 
to a community of entrepreneurs, CXOs or senior company 
executives/ leaders.

Report Summary

To summarize, most of us have incorporated many lifestyle 
changes into our daily routines during, or because of, the 
COVID-19 crisis. Whether it’s a newfound consciousness 
towards our health, the ability to settle into a work-from-home 
regiment, a change in the way we perceive various brands, or the 
development of alternative approaches toward retail, food, and 
travel; this pandemic has led to radical shifts in our individual and 
collective attitudes, habits, as well as expectations. It’s possible, 
however, that such changes were always in the making towards 
developing a more efficient and satisfying way of going about 
our lives, and the crisis has simply enabled many of us to realise 
these efficiencies. On the flip side, this could have also led some 
of us to realise that we preferred the status quo, and are not at 
all proponents of such massive disruption. At this moment, it 
is critical for one to assess where they stand, as such times of 
uncertainty and the decisions we take may truly define the way 
we approach our lives; both in the near and far future.
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25%

Survey Demographics

63%

18%42%

22%
40%

23%

Other cities

Mumbai

New Delhi NCR

Millennials Gen XGen Z

Working Executives CXOs/Leaders

37%

Male Female

Freelancers 
or furloughed/
unemployed

40%

20%

40%

5% 15%62%

Private Sector 
(for profit)

Public Sector Journalists
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Note

At the Mavericks, we realize the importance of understanding how 
various individuals and communities have perceived this lockdown as 
well the ‘unlock’ that has followed.Through these insights, we hope to 
garner an internal contextual understanding that would enable us to 
serve our ecosystem better and stronger than before, as well as provide 
context for our clients in their respective industries, given the vast 
uncertainty surrounding the behaviour of consumers and businesses.
 
This survey report is a representation of our understanding of the 
situation, the evolving attitudes of various communities in our country 
through this crisis, and their expectations of change as we move 
towards what can only be termed as a ‘new normal’
 
For any further queries regarding our survey and this report, please 
contact our ‘Research’ division at The Mavericks at 

www.themavericksindia.com | rohan@themavericksindia.com | +91 9871576702’
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About Mavericks Research

The Research wing at The Mavericks was launched in July 2019 and 
has grown significantly since. We believe that our team members with 
a background in economics, management, marketing, and consulting, 
possess the analytical mindset and ability to study consumer behaviour 
and market trends, as well as draw out comprehensive insights through 
both primary and secondary research. This, in turn, provides us with 
a contextual setting that enables us to understand our clients, their 
industrial landscape, and their target audiences better.
 
With our internal activities, we also strive to garner insights that help 
solidify our core of knowledge, grow further in our abilities, and build our 
foundation as a reputable research hub. Through this process, we aim 
to serve our clients, and the community at large, better and stronger!

About The Mavericks

The Mavericks is a pure-play reputation management advisory with a 
unique proposition of being an exclusive consultancy and an extended 
team rolled into one. With an audience focussed approach, we ideate, 
strategize, and craft campaigns that deliver a long-term value rather 
than an immediate attention-grabbing impact.
 
Since our founding in 2018, we’ve strived to provide a deeper impact for 
brands by placing them well ahead of the curve and through meaningful 
engagement with the consumers. Customers are the reason we exist, 
and we ensure that whatever we do is done with the objective of making 
them win. Helping them navigate the always-on conversational world 
and equipping them to make their stories relevant to their stakeholders 
is our proposition.
 
With a strong focus on quality (over quantity), we believe in fewer 
customer contracts, but deeper relationships, motivated by love and 
passion and fuelled by knowledge, creativity, and commitment.
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