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India
You have to be there to grasp change

Henrik Pålsson 
Ericsson
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ConsumerLab
Bringing consumer insight to Ericsson and operators

ConsumerLab is an Ericsson Group unit, which focuses 
on understanding consumer.
Our mission is to make consumer insights impact:

– Ericsson’s product portfolio and individual products
– Ericsson’s marketing
– Ericsson’s customer relations.
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Representing opinions of 1 billion people

Fundamentals

Infocom

In-depth
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India

India is a fast growing major economy.
The adoption of mobile telephony remains unparalled in 
scope, as users from diverse segments increasingly 
choose to exercise the option of personal mobility.
There is now a critical mass of experienced mobility users.
India is slowly picking up the Internet
Early adopter segments are using Internet at cyber café’s 
and at work/school
High interested in Mobile broadband (HSPA)
The future of wireless India will be exciting
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India 
Part of Ericsson’s Global research program

The objectives of the studies 
are to give global and local 
insights on consumers for both 
product development and 
marketing activities.
Two yearly studies conducted 
in India since 2004 
We are now increasing our 
focus on rural India
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New Competence

Building resources for emerging markets

Difficult to understand emerging markets from an office in Sweden
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Younger metropolitan consumers
– Will drive demand for interactive services 
– Requiring high speed, low latency, fixed and mobile 

access.
Improved life quality

– The motivator for younger consumers in emerging 
markets to spend a large part of available resources on 
telecom.

Convenient access to content at any time 
– Beneficial to many end users
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“It’s my 
lifeline!”
Male 35, US

Relationship with the mobile phone

“It's my only form 
of communication.”
Female 22, Sweden

“I’m always doing something 
with my phone I have to 
have it.
Male 22, Japan

“I feel naked without it. 
It's part of your wardrobe.”
Female 28, US

“If you switch it off, you feel left out 
because it excludes you from the rest 
of the world.”  Male 31, Italy
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Consumers are different 
Telecom consumers are very different

Only by knowing your market in detail will you be able 
to offer your customers what they want!
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Benefits of the mobile phone

A symbol of class
and modernity

Enabling direct 
contact and privacy

Strengthening 
social networks

Generating 
income

A modern
infrastructure 
that works 

Five main themes for a networking society
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User experience rules
Usefulness
• Satisfying a need
• Solving a problem

Look and feel
• Appealing to the senses
• Graphics, colors, shapes, sounds
• Visual, tactile and audio interfaces

Market issues
• Pricing
• Branding
• Expectations

Usability
• Effectiveness
• Efficiency
• Satisfaction

Availability
• Critical mass
• Terminal capability
• Network capability
• Interoperability
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Understanding consumers

Short term

Long term

Behavior

Life stage

Attitudes

Values

Predict

Explain
Who?
Why?

(Stable over time, deep-rooted)

(Changes with the wind)

Specific individual needs

(Age, Education, Job role)
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Indian segmentation for targeting 
Technology adoption curve

Youth Innovators

Youth Followers

High Ed 
Exploratives

High Ed Conservatives

Spontaneous 
workers

Planning workers

Modern Housewives

Traditional housewives
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Innovators Early Adopters Early Majority Late Majority Laggards

New, Innovation
Emotion, Deliver

Value for money, Easy to use, 
Rational, Benefits

YI

MH

HEE
HEC

SPW
PW

THYF
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We jointly need to make 
everyday life 

more convenient
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