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・The "jeans and dress shirt" style is the mainstream. 
　It seems like many males wear shirts with dark, elegant colors. 
・Important Points When Choosing Clothes:
　　Outing wear→The "easy-to-wear" quality was mentioned by quite a few.
　There also were a number of males who chose their clothes based on the 
"comfortable" quality.
　Casual wear→Like outing wear, many males chose "easy-to-wear" clothes.
・Favorite Brands:
　Outing wear→"Levi's" and "Spykar (Indian denim manufacturer)" are popular
 (4 respondents respectively) followed by "Provogue (Indian apparel 
manufacturer) 
 which was also mentioned by many (3 respondents).
 Other brands mentioned were "D＆G" and "FCUK" (European/American  
manufacturers).
Casual wear→ Like outing wear, a number of respondents mentioned such 
names as "Levi's," "Provogue," and "Spykar."
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Married; 32 years old. 
Values "how well the 
clothes fit, materials, 
and appearance" both 
for outing and casual 
wear.

Married; 27 years old. 
Values the "comfortable" 
quality for casual wear. 
Values the "easy-to-wear" 
quality.alues the same 
quality for outing wear but 
also considers "colors" and 
"combination" to be 
important.

Married; 38 years 
old. Chooses clothes 
based on the "easy-
to-wear" criterion for 
both outing and 
casual wear.

・Many males and females wear jeans. European and American 
brands such as "Levi's," "diesel," and "Pepe" seem to have penetrated among 
the people.Japanese brands were not mentioned.

Single; 22 years old. 
Favorite outing wear 
brand is "Levi's." 
"Comfortable" and 
"visually-attractive" 
qualities are the criteria 
for outing wear.

Married; 26 years 
old. Favorite brand 
is "D&G" for both 
outing and casual 
wear. Whether the 
"brand is famous" 
or not is the 
selection criterion.

Married; 38 years old. 
Favorite outing wear 
brand is "Provogue" 
while favorite casual 
wear brand is "stop." 
The "visually-
attractive" quality is 
the criterion.

Married; 38 years old. 
Values the "easy-to-
wear" quality for both 
outing and casual wear. 
Favorite brand is "Van 
Heusen."

Single; 26 years 
old. Favorite outing 
wear brand is 
"Provogue" while 
favorite casual 
wear brand is 
"Killer." Values the 
"easy-to-wear" 
quality.

Single; 20 years old. 
Favorite brand is 
"Spykar." Values the 
"easy-to-wear" 
quality for outing 
wear.

・The trend differs between females who are single and those who are married 
(with children).
・Bright colors seem to be preferred. 
　
Single females・・・Western clothes are the mainstream. None were dressed in 
Punjabi.
Married females・・・Punjabi outfits are the mainstream. Not may married 
females wear western clothes.
・Criteria of Choosing Clothes:
Outing wear→Many mentioned the"easy-to-wear" and "comfortable" qualities.
Some of the respondents also mentioned the quality of "how nice they make 
one seem."
Casual wear→Like outing wear, many mentioned the "easy-to-wear" quality.
"How well the clothes fit to the body" was also mentioned by some of the 
respondents.
・There was no particular brand regarding favorite brands; answers were 
scattered.　
　
Outing wear→ A number of respondents mentioned the following brand names
"Levi's" (3 respondents), "Pepe" (2 respondents), and "Biba" (2 respondents).
Casual wear→ A number of respondents mentioned "Levi's" (3 respondents), 
"Biba" (3 respondents), and "disel" (2 respondents).

Single; 24 years old. 
Favorite casual wear is 
"diesel." Values the 
"easy-to-wear" quality.

Single; 23 years old. 
Favorite brand is "Pepe" 
for both casual and outing 
wear. Values the 
"comfortable" quality.

Single; 24 years old. 
Favorite outing wear 
brand is "Ramonｄ" and 
favorite casual wear 
brand is "Catch Me." 
Values the "easy-to-
wear" quality.

Single; 22 years old. 
Values "good 
materials used" for 
outing wear and "how 
well the clothes fit" 
for casual wear. 
Loves "Levi's."

Single; 24 years old. 
This respondent chose 
to wear Punjabi which 
was quite uncommon 
among the single 
females survey for this 
occasion.

Single; 22 years old. 
Not common among 
the single females 
survey for this 
occasion.

*Female Recognition (24%) of and Interest (8%) 
toward Japanese "Kawaii" Fashion

*Overall Fashion Consciousness 
   (females n=25s: applicability)
　・Tend to pay attention to what one wears (96%)
　・Spend money on clothes (84%)
　・Pay careful attention to beauty issues such as 
skin, body, etc. (96%)
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(1Rs≒2yen)

*Average Amount Spent on Clothing (unit: 1Rs≒2yen)
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A little over 90% of males and females respectively claimed that they "tend to pay attention to what they wear."All the males and a little less 
than 90% of the females "spend money on clothes."

*Sorted in descending 
order with reference to 
females

For both males and females, many of them spend between 500Rs (approx. 1,000 yen) 
and 1,499Rs (approx. 2,900 yen).

・Most females purchase clothes at "department stores" followed by "specialty stores." 
　"Department stores" and "specialty stores" are on the same level for males.

Where Clothes are Purchased

*Sorted in descending order with reference to females
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Reference Scene from a Shopping Mall

　　　　　　　　　　　　　　　　　　　(*Photo taken during FGI)

Many males and females in town are seen wearing pants.

"Store displays" are the are the main source of information for 
females while "TV" is for males.
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(1Rs≒2yen)

*Average Amount Spent on Small Items/Accessories (unit: 1Rs≒2yen)
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For both males and females, many of them spend between 
500Rs (approx. 1,000 yen) and １,499Rs (approx. 2,900 yen) per 
month on small items and accessories. 

"Store displays" top the list of informational sources for females. As for males, the 
majority uses "TV" as their main informational source.

Small Items/Accessories

・Many of the females mentioned "handbags" and "wallets" as their "favorite small items."
　As for males, "watches" and "mobile phones" were mentioned by many. 
　When summing up the evaluation axis (reasons why they like the items), both males and females mentioned "easy to carry" the most. Other comments made 
were "brand," "appearance," and "quality."

Informational Sources on Small Items/AccessoriesAmount Spent on Small 

84.0

20.0

44.0

12.0
4.0 4.0

68.0

52.0 52.0

36.0

4.0 - -

56.0

0%

25%

50%

75%

100%

Store 
Displays

TV Magazines Friends/
Acquaintances

Celebrities Internet Others

Males (n=25s)

Females (n=25s)

*Easy to carry *Brand

*Sorted in descending order with reference to 
females

*Appearance

Handbag "It's a good 
brand." (single female; 
20 years old)

Titan watches "It's a good 
brand." (single male; 26 
years old)

Handbag "It's easy to 
carry around." (married 
female, 38 years old)

Wallet "It's easy to 
carry around." (married 
male; 25 years old)

Handbag "It's easy to 
carry around." (married 
female, 38 years old)

diesel bag It's easy to carry 
around." (married female, 
22 years old)

Wallet "It's easy to 
carry around." (married 
male; 38 years old)

Mobile phone "It's easy 
to carry around." 
(married male; 38 
years old)

Gucci wallet "It's a 
good brand." (single 
male; 20 years old)

Titan watch "It has a nice 
appearance" (married 
male; 38 years old)

Guess collection watch "It 
has a nice appearance." 
(single male; 26 years old)

Sonata watch "Good brand and 
quality." (married male; 26 years 
old)

Watch "Good quality." 
(married male; 38 years 
old)

*Quality
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Eating Habits

Close to 90% overall eat dinner at home.
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A little over 80% overall eat dinner with "all family members 
they live with."

Attention to One's Diet

The top 3 are "nutritional balance," "cooking for oneself," 
and "cutting down on calories."
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Main Person Preparing Dinners

Parents cook for 60% of males while a little less than 60% of females cook for themselves.

・The typical menu consists mainly of curry with rice or 
naan with stir-fried vegetables, etc. 
 
・The number of dishes vary from approximately 3-5.
　The above-mentioned differs among respective homes.
・In many of the homes, aluminum eating utensils are 
used.
・Close to 90% of the respondents eat dinner at home.

Dinner Menu in India

Typical 4 dishes of rice, 
soup, meat, and vegetables.

Meat dish, 2 vegetable dishes, 
and soup. Fruits are consumed by 
some of the respondents.

Stewed dishes are also served.Rice, soup, and 4 side dishes. 
The number of dishes tends to 
increase if maids are the ones who 
are mainly in charge of cooking.

Some of the respondents order 
takeout dinners or eat cup noodles 
(pot noodles).

2 meat dishes, vegetables, and 
rice. Meat it served more than 
fish.

* Top 3 restaurants for dining out frequency 
(past 3 mths.)
(N=50s)
Chain Restaurants
No.1　Shiv Sagar
No.2　Rajdhani
No.3  Bombay Blues
Fast Food
No.1  McDonalds
No.2  Pizza Corner
No.3  Pizza hut
Coffee Shops
No.1  Café Coffee Day
No.2  Barista 
  

*Food Consciousness (N=50s)
　　・Know many restaurants that serve good food 
(84%)
　　・Use quality ingredients when cooking even though
they may be slightly expensive (82%)
　　・Eat out frequently (76%)

Males (n=25s) 

Females (n=25s)

42%
18%
12%

86%
70%
66%

70%
48%
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Ownership of Cooking Appliances

・Kitchens come in a variety of types. Some homes have kitchens with cupboards while others have 
eating utensils lying around everywhere.

・Silver-colored (aluminum) eating utensils are commonly found.

・Rice cookers, etc. are not found.

・Refrigerators are owned by all the respondents. Less than 1% own electric pots and rice cookers (Dishwashers are not owned by any). 

A kitchen with 
eating utensils 
everywhere.

L-shaped kitchen. Type with a cupboard 
above.
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(1Rs≒2yen)・Although there were many Korean ("Samsung," "LG") and European/American products, none of the 
respondents owned Japanese products.Characteristics of Electric Cooking 

Appliance Owned

Microwave
・The type operated by buttons is mainstream although the 
type operated by knobs can also be found in many homes.
・Most of the microwaves owned are made by "Samsung" and 
"electrolux" (3 respondents respectively) followed by "LG" and 
"Godrej" (2 respondents respectively).
　Even in regards to microwaves, none of them are made by 
Japanese manufacturers
・The average purchase price is 8,067Rs (approx. 16,100 yen) 
with a median of 7,000Rs (approx. 14,000 yen).

Mainstream type operated by buttons. The one made by Samsung is shown 
on the left while the one made by Godrej is shown on the right.

・40% of the owners purchased their microwaves within the past 3 
years. Type operated by knobs. The one made by LG is shown on the left while 

the one made by Electrolux is shown on the right.

・The average purchase price is 12,500Rs (approx. 25,000 yen) with a median of 
9,000Rs (approx. 18,000 yen).

・The electric pots owned are made by "Waraluc," "S-star," "starlin," and "misale" (1 
respondent respectively).

Electric Pot

・2 out of 4 owners purchased their electric pots within the past 3 years.

・The rice cooker owned is made by 
"Panasonic."
・The purchase price is 2,000Rs (approx. 
4,000 yen).
・This rice cooker was purchased in 2008.

Rice Cooker

・Only one out of 50 respondents owned a 
rice cooker.

Lid type made by Panasonic.

・Only 4 out of 50 respondents owned electric pots.

Referenc
Scene from a Market

　　(*Photo taken during FGI)
　　　　Markets are found everywhere in the city.

・Most of the refrigerators contained "vegetables" (all respondents) followed by fruits (little less than 10%), milk 
(little less than 10%), and water (little more than 90%).
・Most of the refrigerators owned are made by "LG" (17 respondents) followed by "Whirlpool" (11 respondents), 
and "Godrej" (Indian manufacturer; 10 respondents).
・The average purchase price is 14,786Rs (approx. 29,500 yen) with a median of 15,000Rs 
(approx. 30,000 yen).
・A little more than 40% of the owners purchased their refrigerators within the past 3 years.

Refrigerator
・The"single swinging door" type with 2 doors is the mainstream
 although the same type with only one door can also be found in many homes.

"Single swinging 
door" type with 1  
door. Plastic water 
bottles are stored in 
the door pocket.

At this home, fruits and 
vegetables are stored.

2-door type. Pots can 
be seen at the front.

・In many of the homes, both refrigerators and freezers are packed with foodstuff.

*Reference material (Dentsu's advertisement almanac)
　Refrigerator diffusion rate in India (2008;  urban areas): 
31.9%
(2008; rural areas): 5.3%
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Reference Scenes of Residences in the City

Residence
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townhouse

2.0

0% 25% 50% 75% 100%

(*Photo taken during FGI)

・In regards to the living arrangements of respondents interviewed for this survey, the majority 
(approx. 90% overall) live in "rental apartments (small)" followed by "privately-owned houses 
(single-family homes)" (approx. 10%). These two mostly make up the entire living arrangement 
percentage.

*Years of residence: More than 15 years on average
　(more than 10 years, 52%; 5-10 years, 28%; 3-5 years, 12%）
　・Maids are hired by 16% of the respondents.
　・The most common number of rooms is 2 rooms (44%) followed by 3 rooms (36%). 

 Because of the natural environment where natural disasters such as earthquakes rarely occur, 
people live in old residences built many years ago by renovating them. This is especially true in 
the central area of the city. (*Information based on hearing conducted in Mumbai.)

Overall Trend of Dining/Living Rooms

・In most homes, the dining and living rooms are not separated.

・Overall, about a third of the homes have dining tables and spaces. Some of the homes 
have tables without chairs or spaces only without tables/chairs.

・In many of the homes, the main living room features are TVs and couches. Some of the 
homes have couches that look like beds with no backrest.

The coffee table serves as a dining table. 
There is no room called a dining room.

Table only without chairs.

A sewing maching table that also 
serves as a living room table and 
dining table.

Empty dining room (space only 
with nothing else).

A couch that looks like a bed.

N=50s
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(1Rs≒2yen)

・Most of the air conditioners owned are made by "LG"
 (11 respondents) followed by "Samsung" （6 respondents).

・The average purchase price is 19,407Rs (approx. 38,800 yen) 
with a median of 18,000Rs (approx. 36,000 yen). 

・Approximately 50% of the owners purchased their air 
conditioners within the past 3 years. 

・The following are shots of the respective rooms by living arrangement.Inside Dining/Living Rooms by Living Arrangement

Privately-owned house (single-family home)

Privately-owned TownhouseCondominium

Rental Apartment (small)

・Air conditioner ownership is a little over 50% overall. 30% of the respondents own 2 or more. 
　Although none of the homes use electric fans, a number of them have ceiling fans. Air Conditioning

Air Conditioner

A shot of a living room with an air conditioner. The photo on the right shows an air 
conditioner attached on the wall below the window.
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・Half of the homes have western-style toilets while the other half have squat 
toilets. As for the squat toilets, some can be flushed normally while water 
must be poured manually in order to do so for the others. The latter type is 
mainstream.

・Most of the homes do not have toilet papers. Instead, water pails 
are set beside the toilets, even for those that can be flushed normally. 

・The most popular manufacturer is "Parrywares" (13 respondents) followed 
by "Croma" and "Eagle" (3 respondents respectively).

・Showers are in the same space as the toilets with no particular separation.

・Many of the showers are the fixed type although there 
also are quite a few homes that have both hand and fixed showers. 

・Buckets are placed in the bathrooms in most of the homes.

Washstand

Simple, western-style type 
with a shower on the left 
side.

There is also a washstand like this 
one with a depressed area in the 
stand. The photo below shows a 
kitchen sink that also serves as a 
washstand.

・The simple type with basin only is the mainstream followed by the 
washstand type. 

・Unlike Japan, most of the washstands do not have spaces beneath 
them where items can be stored.

・In some homes, kitchen sinks also served as washstands.

Half of the toilets are squat toilets. 
The photo on the top shows a flush 
toilet (also with a pail nearby) while 
the photo on the right shows a toilet 
that is flushed manually by pouring 
water into it from a pail.

The simple, mainstream type with only 
a basin attached to the wall is shown 
in the photo on the left. Above is an 
example of a washstand with a space 
beneath where items can be stored.

Toilet

Bathroom

This toilet can be used 
two ways, either sitting on 
it or squatting over it.

Where Water is Used (washstand, toilet, bathroom)

・Many of the homes have toilets and showers in the same space.
・None of the homes have bathtubs, 
・All the respondents use showers.

Toilet and shower are in the same 
space.

This bathroom also contains a 
washstand.

A bathroom with both hand and fixed showers. 
Something that looks like a water heater is found 
above the shower which is a common sight in 
many homes.

A space containing both a toilet and a shower with 
no separation in particular. In most homes, buckets 
are placed under the showers.
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(1Rs≒2yen)

Door Knob
・Handle type door knobs are the mainstream. 
In many cases, bolts (door bolts) also serve as 
door knobs.

・Only a few homes had lever type door knobs; 
the rotating type (turn-style) door knob was 
found in only one home.

Areas Where Improvements are 
Necessary

Areas that are Appreciated

Lever type door 
knobs are found 
in a few homes. 

Mainstream, handle type door knobs.

・The bedroom was mentioned by the 
majority (21 respondents) who stated that it 
was their favorite place to "relax." 
・The second favorite place was the "living 
room" (17 respondents). Many of the 
respondents mentioned that they like their 
living rooms because they are "relaxing" 
spaces where they can "watch TV."

Living room

・Many of the respondents mentioned "walls" and 
"floors."
・In many cases, they talked about appearances such as 
"making improvements" and "renewing" regardless of 
the particular areas they were speaking about.

・The upright type is used in many cases and the majority are 
2-tank washing machines.
　Only one respondent has a drum type washing machine.

・Most of the washing machines owned are made by 
"Videocon" (10 respondents) followed by "Samsung" (7 
respondents), "LG" (6 respondents), and "Godrej"/"Whirlpool" 
(4 respondents respectively).

・The average purchase price is 11,710Rｓ (approx. 23,400 
yen) with a median of 10,000Rs (approx. 20,000 yen).

・30% of the owners purchased their washing machines within 
the past 3 years. 

Where Water is Used (washing 
machine)

・80% of the respondents own washing machines. As for the frequency of washing clothes, many said that 
they do so "almost everyday" (little less than 80% overall).

"I'd like to have new 
furniture." (26 years old; 
female)

"I'd like to improve the 
flooring." (20 years old; 
male)

The only drum type washing machine made by IFB.

Mainstream, upright 
type (one-tank type). 
In the picture above, 
the washing machine 
is placed next to the 
refrigerator.

Colored washing machine. Many of the 2-tank 
type washing machines are colored.

Upright, 2-tank type washing machines.Some of the 
homes position 
their washing 
machines 
sideways.

A case where a bolt 
is used also as a 
door knob.

Bedroom. The photo in the center shows a bedroom that 
also serves as dining and living rooms. 

"I need to improve the 
walls." (24 years old; 
female)

Bedroom; "I'd like to give it a 
newer look." (38 years old; 
male)

Bedroom; "I'd like new 
marble/tile floors." (32 
years old; female)

Washing Machine

*Reference material (Dentsu's advertisement almanac)
Washing machine diffusion rate in India (2008; urban 
areas): 12.8%
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International brand; 
Dove conditioner.

Preferred Articles for Daily Use
・"Brand" is the keyword mentioned by many males and females in regards to articles for daily use. 
　The above-mentioned include such particulars as "well-known brand," "old brand," "good brand," "reliable brand," and "favorite 
brand." Other keywords mentioned were "functions" and "effects." 
・As for product categories, "food items" topped the list followed by "soap," "hair care products," toothpaste," and "body etiquette 
products."

(1) "Food items"→　With biscuits topping the list, lots of snacks were mentioned. More males than females talked about snacks.

(3) "Body etiquette products"→Mentioned by many 
males. The most popular product is "antiperspirant."

Well-known brand; 
Zatak antiperspirant 
(male).

Good brand; Axe 
antiperspirant (male).

Good quality; Adidas 
antiperspirant (male).

Good brand; Brute body 
spray (male).

Old brand; gentle to 
the skin; Ponds body 
powder (male).

Good brand; I enjoy 
using it; Fa body 
spray (female).

(2) "Soap," "hair care products"→Body wash is seldom found. It seems that soap is commonly used to wash the body.

M
al

es
Fe

m
al

es

Gentle to the skin; Pears 
soap.

Gentle to the skin, brand that 
is always used. Dove soap.

Well-known brand; Lux soap. Makes the hair clean and 
smooth; Sunsilk 
conditioner.

Prevents hair loss; 
Parachute hair oil "It's a 
good brand."

Well-known brand; 
Godrej soap.

Old brand; Rin soap "Smells 
nice."

Well-known brand; Pantene 
shampoo "It makes my hair 
smooth."

Good for the hair; All 
Clear shampoo "It's 
a good brand."

M
al

es
Fe

m
al

es

Britania biscuits "I trust this 
brand."

Aarey milk for tea and 
coffee "Sweet."

Amul butter eaten together 
with chapati "It's a good-
quality brand."

Healthy Parale biscuits. Good-quality Maggi 
noodles "It's a good 
brand."

Amul cheese "I like this 
brand."

Nice-smelling Badshah 
spice "I always use this 
brand."

Boumvita glucose drink 
"Healthy."Quick-and-easy Sunfeast 

biscuits.
Britania biscuits "I trust this 
brand."
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・A little over 90% of the respondents overall stated that they would like to "drive environmentally-friendly 
cars."

・Overall, a little less than 40% of the respondents own motorcycles.
・Most of the motorcycles owned are made by "Honda" (12 motorcycles) followed by 
"Bajaj" (5 motorcycles). Other names mentioned were "Suzuki" and "Yamaha" (1 
motorcycle respectively).
・In regards to motorcycle models, the most popular was "Honda Activa" (6 
motorcycles) followed by "Bajaj　Pulsar" (5 motorcycles), "Honda Passion" (2 
motorcycles), and "Honda Unicorn" (2 motorcycles). 
　
・As for purchasing form, a little over 80% are new motorcycles. All the motorcycles 
were modified after purchase (mostly exterior appearances) .
・The average purchase price is 49,229Rs (approx. 98,400 yen) with a median of 
55,000Rs (approx. 110,000 yen).
・A little over 90% of the owners purchased their motorcycles within the past 3 years. 

・A little over 2% of the respondents own cars. None own more 
than one car.

・A little over 20% of all the respondents surveyed own cars (12 out of 50 respondents).
・Most of the cars owned are made by "Maruti" and "Hyundai" (4 cars respectively) followed by "Tata" (2 cars),
 "Mahindra" (1 car), and "Honda" (1 car).
・In regards to car models, those mentioned by a number of respondents were "Hyundai Santro" (3 cars),
 "Maruti Swift" (2 cars), and "Tata Indica" (2 cars). The car model of "Honda" only mentioned once was "City."　
・As for purchasing form, three-fourths are new cars (9 out of 12 cars).
・Three-fourths of the cars modified after purchase (9 out of 12 cars).
  Exterior appearances were modified for 9 cars and functions
 for 4 cars as well. 
・The average purchase price is 418,750Rs (approx. 837,500 yen) 
with a median of 450,000Rs (approx. 900,000).
・All the owners purchased their cars within the past 3 years. 

28.0
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8.0

26.0
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2.0

6.0

2.0

Very true Somewhat true Not so true Not at all true

0% 25% 50% 75% 100%

Particular about cars

Would like to drive an 

environmentally-friendly car

Always interested in 

information pertaining to cars

Cars are indispensable 

in everyday life

Automobiles

Automobile Ownership

Motorcycle Ownership

24.0 -- 76.0

1 2 More than 3 None

0% 25% 50% 75% 100%

Motorcycles (motorcycles/scooters)

Automobile Consciousness

38.0 62.0

1 2

-

More than 3

-

None

0% 25% 50% 75% 100%

・Motorcycles are owned by 38% of the 
respondents.

N:Total=50s

N:Total=50s

N:Total=50s

Both photos show "Hyundai　Santro."

Both photos show 
"Maruti　Swift"

"Tata Indica"

"Maruti　Omni"

"Honda Activa"

"Bajaj Pulsar"

"Honda  Passion"

*Reference material (Dentsu's advertisement almanac)
Car diffusion rate in India (2008; urban areas): 4.6%
                                       (2008; rural areas): 0.5%

*Reference material (Dentsu's advertisement almanac)
Motorcycle diffusion rate in India (2008; urban areas): 27.9%
                                                  (2008; rural areas): 9.8%
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What are Usually Carried

・Overall, males do not seem to carry many items.
A number of them mentioned that they carry "wallets," "mobile 
phones," and "watches" only. 

・Additionally, some of the respondents also mentioned 
"antiperspirants."

Belongings of Males

Mobile Phone

・All the respondents interviewed for this survey owned mobile phones.
・An overwhelming number of the mobile phones owned are made by "NOKIA" 
(39 respondents) followed by "Samsung" (6 respondents) and "Sony Ericsson" 
(2 respondents).
 ・The average purchase price is 8,079Rs (approx. 16,100 yen) with a median 
of 5,800Rs (approx. 11,600 yen).
・80% of the owners purchased their mobile phones within the past 3 years.

NOKIA mobile phones (males).
Samsung mobile 
phone (female).

Rare, foldable NOKIA 
mobile phone (female).

Sony Ericsson mobile phone 

Many people carry a combination of mobile phones, watches, and wallets.

Belongings of 

・Females, too, seem to carry only a few items (in comparison to females in 
other countries). 
Most of them carry  "wallets," "mobile phones," and "watches."
・Like males, there were some females who carried antiperspirants.

・Some of the females carried USB memory sticks.

USB memory stick
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Assembled desktop.

Desktop. In some cases, vinyl coverings are draped over the PCs.

・TVs are owned by all the respondents (40% overall own 2 or more).
  According to the FGI, it is also evident that watching TV is considered an essential form of entertainment. 　
・In some homes, there were TVs hung on the walls. 
・Regarding favorite TV programs, "comedies" (70%) tops the list overall followed by "reality shows" 
(programs starring ordinary people; little over 40%), and "melodrama" (40%). By gender, most males 
prefer "comedies" and "sports news" (little over 60%) while the majority of females enjoy "comedies" 
(80%). 
・Video/DVD equipment ownership is a little less than 50% overall.

TV

PC

・60% of the respondents own PCs. 
・A little over 70% of the PC owners use the "internet"; among them, a little over 70% use it almost everyday.
・The "PCs" are used to play games (to be hereinafter described).
・Most of the PCs owned are made by "LG" (6 respondents) followed by "Samsung" (5 respondents). "Assembled PCs" are most 
common (9 respondents). 
・The average purchase price is 29,823Rs (approx. 59,600 yen) with a median of 26,000Rs (approx. 52,000 yen).
・Approximately 50% of the owners purchased their PCs within the past 3 years.

PC Usage Purpose

61.3
48.4
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Video 

viewing
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down-

loading

Email 
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blogs/

web magazine 

browsing

Software 

down-

loading

Shopping Internet 

phones

Hotel 

reservations

Others

Internet Usage Purpose

Laptop placed on a table.

・Video/DVD equipments owned by the majority are made by "Sony" (5 respondents) followed by "LG" (4 respondents) and 
"Philips" (3 respondents).
・The average purchase price is 8,326Rs (approx. 16,600 yen) with a median of 4,000Rs (approx. 8,000 yen).
・Approximately 60% of the owners purchased their video/DVD equipments within the past 3 years.

Video/DVD 

・Most of the TVs owned are made by "Samsung" and "Videocon" (9 respondents respectively) followed by "LG" (8 respondents), 
and "Sony" (7 respondents).
・The average purchase price is 16,194Rs (approx. 32,300 yen) with a median of 14,000Rs (approx. 28,000 yen).
・A little over 50% of the owners purchased their TVs within the past 3 years.

TV

n: internet users=23s

n: PC owners=31s

*Reference material (Dentsu's 
advertisement almanac)
TV diffusion rate in India 
    (2008; urban areas): 76.0%
     (2008; rural areas): 33.6%
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Digital Camera

・Overall, 40% of the respondents own digital cameras.

・Most of the digital cameras owned are made by "Sony" (10 respondents) followed by "Canon" (4 respondents), and  "Kodak"(3 
respondents).

・The average purchase price is 9,452Rs (approx. 18,900 yen) with a median of 8,000Rs (approx. 16,000 yen).

・A little less than 80% of the owners purchased their digital cameras within the past 3 years.

Digital Audio Player
・Digital audio player ownership is a little less than 20% overall. 

・"Sony" tops the list (3 respondents) followed by "Pioneer," "Apple," and "Mitashi" (one respondent respectively).

・The average purchase price is 11,688Rs (approx. 23,300 yen) with a median of 8,000Rs (approx. 16,000 yen).

・A little more than 60% of the owners purchased their digital audio players within the past 3 years.
　

・20% of males play video games habitually. There was only one female 
respondent who mentioned that she does so (40%).

・In many cases, PCs are used to play games (3 out of 4males; 1 female).

Video Game

12.0

20.0

88.0

80.0

96.0

Yes

4.0

No

0% 25% 50% 75% 100%

Total

Males (n=25s)

Females (n=25s)

Devices UsedVideo Game Use/Nonuse

The majority use PCs to play games. 
"I use the internet to play games, 
listen to music, and watch videos" 
(male; 39 years old)

Overall (n=6s)66.7

33.3
16.7 16.7

- - - - - - -
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・34% overall are interested （N=50s)
(Main features respondents are interested in)
No.1 History
No.1 Cuisine and food 
No.1 Home electronic appliances and cars 
No.4 Cities and tourist spots/Anime (animation), Manga
No.6 Movies, fashion, and TV programs
No.9 Games and game devices          
・

No.13 Music
No.18 Characters

47.1%
47.1%
47.1%
35.3%
29.4%
23.5%

11.8%
5.9%

Nokia mobile phone 
(female; 36 years old) 
"I can take nice photos 
with this phone."

・The name of "Amitab Bachachan," an Indian movie star, was mentioned the most (10 respondents) followed by "Shahrukh Khan" (actor; 6 respondents), "Aishwaria 
Rai" (actress; 4 respondents). They were the top 3. 
　
・Regarding characters, 2 respondents mentioned "Tom&Jerry" while one respondent mentioned "Mickey Mouse."
　Note: In India, not many people are interested in characters since they strongly feel that such are for children (based on FGI).

Favorite Character

Spending for Personal Fun and Enjoyment

・"Mobile phones" were mentioned by the majority (24 respondents). 
　"Mobile phones" top the list for both males and females (12 respondents respectively).
　("Nokia" is the mobile phone enjoying an overwhelming popularity.)

・Moreover, other items mentioned were "watches" (males only; 4 respondents), 
"sunglasses" (females only), and "stuffed animals"/"wallets" (3 respondents respectively). 

Watch (male; 
24 years old)
 "I like the 
model and the 
design."

Stuffed animal 
(male; 26 years 
old) Although a 
male, "I like it 
anyhow."

Nokia mobile phone; 
red is a rare color 
(male; 26 years old) "I 
can use it for long 
hours."

Motorola mobile 
phone (male; 20 years 
old) "I use it to play 
games, watch movies, 
and listen to music."

Intention of Overseas Travel <visiting Japan>

・"I would like to visit Japan": 60% overall; "I've visited Japan before": 0%. 
・Reasons why: sightseeing: 40%; studying in Japan: 37%; working in Japan: 33%.

Japan and Japanese Products, Services and  Culture Experience with Japanese Entertainment

・Japanese contents are almost completely alien to the 
respondents
(N=50s)

　・Games
　・Anime (animation)
　・TV program
　・Music
　・Movies
　･Magazines

8.0%
0.0%
4.0%
0.0%
8.0%
0.0%


