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INTRODUCTION
 
Epsilon’s aim is to provide valuable perspectives on how brands and businesses can 
strengthen relationships with consumers worldwide. In partnership with COLLOQUY and 
LoyaltyOne, we conducted a research to study six major markets to establish the state of con-
sumer expectations and loyalty in India, China, and Brazil, as well as Australia, the US 
and Canada.

With this research we wanted to identify the drivers of brand preference and sensitivities 
around loyalty, privacy and trust in these markets. Are there marked differences between 
the developing and the developed world? Can broad comparisons be made across emerging 
economies? We hope you find the conclusions and recommendations in this report useful.

The research has been carried out against a background of ever greater choice for the con-
sumer – and thus ever greater demands on the marketer to be responsive to consumer needs. 
In both developed and emerging economies, consumers are becoming more knowledgeable: 
they expect higher quality service and more varied engagement.  

The research was carried out over six countries and was conducted online. For India, the 508 
respondents featured in this report come from socio-economic categories (SEC) A, B and C. 
306 come from SEC A/B while the remainder comes from SEC C, which is defined as the 
emerging middle class expected to transition from low socio-economic status within the next 
five to ten years. There are 1,100 US respondents included in the report, segmented by age and 
income.

Throughout this report we focus primarily on research results relating to India, using the US as a 
reference point. Reports on Australia and China are available at epsilon.com/APACloyalty2011.
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EXECUTIVE SUMMARY

In our survey of consumers in six countries there are many commonalities, as well as a few 
dividing lines between developed and emerging economies. 

All three emerging economies are substantially more confident than the developed ones 
about their economic prospects over the next ten years. And of all these countries, Indian 
consumers most strongly regard money as power and a signifier of one’s importance. At the 
same time, they believe in enjoying it: shopping is a leisure activity as well as a social signi-
fier. Both India and China stand out as countries where consumers are willing to pay extra 
for luxury and well-known brands.

Indian consumers are significantly more likely to recognise the benefits of brand loyalty than 
their counterparts in developed markets. They display higher levels of preference for foreign 
brands than consumers in North America.  

Relative to other countries Indian consumers value brands and believe that it is in their 
interests to stay loyal to them. But they do not yet display a great deal of loyalty. This 
suggests that there is significant scope for marketers to engage these consumers and 
convince them to turn loyalty from a theory into a practice.

The research captures the attitudes of a newly expanded middle class in India who are 
more oriented towards electronic forms of communications than their developed economy 
counterparts. For example, they show a stronger preference for Facebook and Twitter than 
the other countries surveyed (China not applicable). Email as a marketing tool also scores 
highly considering the relatively low rate of PC penetration in India.
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CONTEXT: INDIA

There have been substantial increases in Indian living standards over the last few years. 
India’s growth rate was almost entirely unchecked by the global financial crisis, so it is 
understandable that business and consumer confidence is significantly higher than in the 
US and other developed economies.

The research shows a relatively high degree of trust in brands among Indian consumers and 
a firm belief that it is in one’s interest to stick with a known brand. This may surprise readers 
familiar with India’s extremely fragmented retail landscape. Small, family-owned businesses 
dominate and international retail chains have found it difficult to overcome regulatory and 
infrastructure hurdles to setting up. Despite this, international brands (usually brought in 
through joint ventures) and major home-grown brands have already had a major impact on 
consumer attitudes.

The spread of technology is another important component. PC penetration has doubled in 
urban India in the last three years to stand at 40%1  and more than 100 million Indians have 
access the internet – slightly more than Japan.2  Mobile phone subscriptions have rocketed 
in the last few years – there were more than 850 million mobile subscribers3 in India at the 
last count. A strong preference for electronic messaging from retailers and other businesses 
is captured in this research.

KEY INSIGHTS

LOOKING FORWARD WITH CONFIDENCE

The global financial crisis has underlined the fact that emerging economies will be the 
centre of attention in the coming years. The sense that their time has come is tangible in 
how Indian consumers contemplate the future, in comparison with consumers in the US.

Strongly agree (%)* India US
I am confident that my/my family’s 
economic prospects will improve over the 
next ten years

34 17

1 Intel / IMRB study, 2010
2 www.internetworldstats.com
3 Telecom Regulatory Authority of India
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* Unless stated otherwise, all percentages are the aggregate of 9 and 10 scores, where people were asked to score 
from 1 (strongly disagree) to 10 (strongly agree).
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While India still faces plenty of challenges as it aims to become more business-friendly, 
the research consistently shows a more upbeat outlook about economic prospects in India 
compared to developed economies. Gloom may be understandable in the US in the wake 
of the global financial crisis. India was comparatively unaffected by the crisis. Comfortable 
in its role as a BRIC economy, India is likely to become more confident still as GDP growth 
continues. 

Strongly agree (%)* India A/B India C US
It pays to be loyal to your favourite brands 25 21 12

Along with greater economic optimism, Indian consumers display a greater willingness to 
trust brands than is the case in the mature and relatively sophisticated US market. 

This potential for brand loyalty is also evident in a relative lack of concern about data 
protection and a willingness to hand over personal data if there is some benefit in return.

The research suggests a relaxed, or even positive, attitude towards foreign imports on the 
part of Indian consumers. They see competition as a stimulus, rather than purely a threat. 
The patriotic bias towards home-grown products is also less pronounced than it is in the US. 
The contrast between the two markets becomes even starker when the concept of global 
brands is introduced.

Strongly agree (%)* India US
Competition from foreign companies is a good thing 28 9

I prefer to purchase products made in my own country 25 35

Global brands are more trustworthy 56 16

Brands from this country are more trustworthy 44 84
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Interestingly, in terms of perceptions of trust, both Americans and Indians are in agreement 
that while most people are honest, you still need to watch your back around them. These 
views diverge markedly when the focus shifts to companies. Again, US responses may be 
affected by the credit crisis, but it is clear that Indians are far more prepared to take 
companies at their word. 

Most agree (%)** India 
A/B/C

India 
SEC-A/B

India
SEC-C

US

Most people can be trusted 46 32 63 44

You can’t be too careful with other people 54 68 37 56

Most businesses can be trusted 56 47 67 39

You can’t be too careful with businesses 44 53 33 61

MONEY TALKS

A new status-conscious class of Indian consumers is evident from our research. The promise 
of exclusivity or of a ‘positional’ purchase may be a motivator in the Indian market. The op-
timism that we registered earlier is also made clear in attitudes to spending, which contrast 
significantly with more cautious responses from US consumers.

Most true for you (%)*** India US
Money is power, the more you have the more important you are 29 5

Money is for spending and enjoying. Buying things makes me 
happy and credit cards ease my limitations

15 5

Perceptions of money as a tool vary widely between the socio-economic classes in India. 
The more affluent the consumer is, the more inclined he or she is to use money to reach 
personal goals.

Most true for you (%)*** SEC A SEC B SEC C
Money is a tool that when used effectively will help you 
reach your goals and dreams

57 32 19
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BUYING PEACE OF MIND

While they are surrounded by branded goods, US consumers seem jaded by all the choice. 

Regardless of social class, Indian consumers have high expectations of customer service 
compared to the US.

Describe me completely (%)* India US
I expect the salesperson to give me special service 24 9

Clearly, there is a far more utilitarian view of shopping in the US compared to India. The 
notion of shopping as a social or leisure activity – a treat – suggests that there is consid-
erable scope for tying in loyalty programme activities with in-store promotions, repeat 
purchase offers, etc. The greater attractiveness of brand names in India suggests a number of 
drivers: the quality assurance implicit in a well-known brand; brands as a social positioning 
tool; the acquisitiveness of a new middle class.

Strongly agree (%)* India US
Shopping is a social occasion for me 17 8

I am willing to pay more for brand name luxury products even 
if a similar, less expensive, option is available

18 5

Class differences are also evident in India when it comes to decision making on purchases.  
More than 40% of SEC A/B respondents equally share their household’s decision making, 
while fewer than 30% do in class C. 

SHOPPING AROUND

Recognising the importance of brands is one thing. The research suggests that staying loyal 
is another.

How loyal are you to companies you frequently use  
in the following categories? (%)

India US

Clothing retailers 25 15

Grocery retailers 27 33

Financial services providers 29 37

Automotive fuel 18 19

Dining 20 22

Travel 18 14
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While Indian consumers show considerably more enthusiasm for brands than American 
consumers (see ‘Looking Forward with Confidence’), this does not appear to translate into 
a greater degree of loyalty for particular retailers or service providers. With the exception 
of clothing and travel, Indians feel no more ties of loyalty than their American counterparts. 
This is in spite of the fact that they believe that sticking to one brand may be in their 
interests. 

There appears to be a body of consumers with a clear preference for brands who are as 
liable to switch as consumers in the more sophisticated and mature US market. Loyalty 
programmes may be able to discourage thoughts of switching among consumers who are 
positively disposed to a brand.  

THOROUGHLY MODERN MARKETING

There appears to be no link between the maturity of a market and the level of 
sophistication of its communications. India outranks all other countries surveyed in its 
receptiveness to leading social media channels.

The primacy of mobile telephony in emerging economies is well documented. It is therefore 
unsurprising that text messages and voice calls are the two methods of receiving informa-
tion from companies that Indians prefer far more than American consumers. The relatively 
low score for traditional mail in India reflects the same infrastructure limitations that 
privilege the mobile phone.
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Email scores highly when we consider that Internet penetration in India stands at about 10% 
- compared to 78% in the US. When we look at the A/B socio-economic category alone, 
email becomes the most preferred medium for Indians – scoring 58%. Only small numbers 
expressed an interest in QR codes – it is nevertheless noteworthy that six times more Indian 
consumers welcome these as a communication tool than consumers in developed countries.

WORD-OF-MOUTH MATTERS

While channels of communication are increasingly sophisticated, the most valued sources 
are often quite traditional.

Which of the following behaviours best indicate loyalty on the part  
of the customer?
India (top 3 choices) US (top 3 choices)
Telling friends/family to go to 
Company X

16.1% Shopping at Company X 
because the staff know you 
and treat you like a valued 
customer

19.2%

Shopping at Company X because 
the staff know you and treat you 
like a valued customer

15.8% Telling friends/family to go to 
Company X

18.8%

Shopping at Company X because 
they always have new products 
tailored to your needs

(Tie with: Shopping at Company 
X for over 3 years)

15.7% Shopping at Company X for 
the quality of the product, 
even though it was more 
expensive

18.4%
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Elsewhere in the survey, consumers were asked to rank behaviours which indicated loyalty 
on the part of a customer. In India, recommending a company to family or friends is 
considered the strongest sign of loyalty. It also scores highly in the US, but going to a 
business because the staff knows you and treat you well is considered a greater indicator 
of loyalty to that business by US consumers.

It is therefore not surprising to see both American and Indian consumers trust recommenda-
tions from people they know or they have met more than information gathered from 
anonymous online sources or from brands when it comes to a purchase decision.

Indian SEC C category respondents report that they are influenced by traditional media 
more than by online communications. However, as their standard of living continues to 
improve, it appears likely that their behaviour will more closely  resemble that of US 
consumers, as is the case with their counterparts in the A and B categories. India ranks word 
of mouth recommendations more highly than the developed countries in most product 
areas surveyed (clothing, grocery, financial services, and automotive fuel). Dining is the one 
product area where it is less important, while word of mouth is on a par with developed 
markets for travel.
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WHERE’S MY REWARD?

Getting a good deal is important, but so is being seen as a savvy shopper.

We have already seen evidence of a rather carefree attitude towards shopping as a social 
activity among Indian consumers, combined with a willingness to pay more for prestigious 
brands compared to their counterparts in the US. At the same time, participation in loyalty 
programmes is proving popular. Membership in India in one or two programmes roughly 
levels with the US. The utilitarian view of shopping that we have seen among US consumers 
(‘Buying peace of mind’) is also evident in their reasons for joining reward programmes. In-
dian consumers, on the other hand, are more likely to be swayed by word of mouth recom-
mendations and by the allure of prestige and exclusivity.
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RECOMMENDATIONS

The research offers an unparalleled depth of analysis of the behaviour and motivators of 
consumers in India today. The implications for marketers are many, and far-reaching. Several 
imperatives are clear:

Indian consumers fully understand the status that a brand can bestow, as well as the qual-
ity guarantee implicit in a brand. At the same time, and in many market sectors, they do not 
consider themselves particularly loyal. Marketers need to engage proactively with Indian 
consumers to meet and exceed their expectations in order to promote long-term loyalty.  

Marketing outreach to Indian consumers should not rely on one or two channels. Depending 
on market sector, email, SMS, TV, print, telemarketing – and increasingly social media – all 
offer effective means of reach and influence.

Word of mouth (WOM) recommendations are already more important in India than is the 
case in developed economies in almost all product areas. The opportunities to harness posi-
tive word of mouth endorsement have never been greater. But don’t overlook other sources 
of influence - traditional media outscore online channels for consumers in SEC C, while SEC 
A and B more closely resemble developed economies.  Social and economic developments 
will continue to shape the use of information channels for a burgeoning market like India in 
the coming years.

Creating and maintaining the right retail experience over time requires multiple channels for 
contacts with customers. In the context of often wide disparities between socio-economic 
classes in India, marketers must recognise that “one size” often does not “fit all.”

As consumer markets in India continue to grow, competition – and customer expectations – 
will only increase. Brand marketers who put in place and manage ongoing relationship-build-
ing programmes are well placed to convert the Indian consumer’s current love with brands 
into long-term loyalty. 
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OTHER REPORTS AND CHARTS FROM THIS RESEARCH

epsilon.com/apac

INDIA: 
Consumers’ Attitudes on Relevance and Communication Preferences studies the 
attitudes, preferences and behaviours related to brand communications among 
consumers in India. This study seeks to identify underlying differences in cultural 
approaches to marketing communications in India by comparing and contrasting 
with the US and China. 
(Available on 5th January, 2012)

CHINA: 
Pledging Allegiance to Brands identifies the drivers of brand preference and 
sensitivities around brand loyalty and preferred channels of communication in China, 
and offers organisations imperative considerations for their marketing strategies to win 
the heart of Chinese consumers. 
(Available at epsilon.com/APACloyalty2011)

Consumers’ Attitudes on Relevance and Communication Preferences analyses Chinese 
consumers’ preferences and attitudes towards brands communications and relevance, 
and their choice of information and sources to make their purchase decision. 
(Available on 5th January, 2012)

AUSTRALIA: 
Regaining Trust and Faith Among Australian Consumers examines the austere 
marketing conditions in Australia and sheds light on how to successfully engage with 
the savvy Australian consumers. 
(Available at epsilon.com/APACloyalty2011)

Consumers’ Attitudes on Relevance and Communication Preferences examines the 
attitudes, preferences and behaviours towards commercial communication and brand 
engagement of Australian consumers, and compares with the US. 
(Available on 5th January, 2012)
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METHODOLOGY

The 2011 COLLOQUY Cross-Cultural Loyalty Study was fielded via an online survey during 
July 2011. A minimum of 500 responses were collected in Australia, China, India and Brazil, 
while approximately 1,000 responses were collected in both the U.S. and Canada. The online 
survey was run in English in all countries, but also translated to French in Canada, Simplified 
Chinese in China, and Portuguese in Brazil.

Respondents in the emerging economies of China, India and Brazil were further classified by 
socioeconomic class A, B and C. COLLOQUY collected a minimum of 300 responses for SEC 
A/B and 200 responses for SEC C in each of the emerging countries studied.

Surveyed Total Sample Demographic Segment
Australia n = 510 General Population Only

China n = 627 SEC Classes A, B, and C Only

India n = 508 SEC Classes A, B, and C Only

Brazil n = 518 SEC Classes A, B, and C Only

United States n = 1100 General Population + Affluent, Young Adults, Seniors

Canada n = 1151 General Population + Affluent, Young Adults, Seniors
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ABOUT EPSILON INTERNATIONAL
Epsilon International is the industry’s leading marketing services company, with a broad 
array of data-driven, multi-channel marketing solutions that leverage consumer insight to 
help brands deepen their relationships with customers. Epsilon works with many of the 
most-recognised brands in the world.  Services include strategic consulting, acquisition and 
customer database technologies, email marketing and analytic services, predictive model-
ling, loyalty management, and direct and digital agency services.  

With local offices in Australia, China, Hong Kong, Japan, Singapore, U.K., France and Germany, 
Epsilon International is an operating unit of Epsilon. Founded in 1969, Epsilon is headquar-
tered in Dallas, USA and comprises three major business services groups: Marketing Tech-
nology, Aspen, and Epsilon Targeting data services. Epsilon is the world’s largest permission-
based email marketing provider. In addition, Epsilon has been named email service provider 
leader in renowned independent research report since 2002. 

ABOUT COLLOQUY
COLLOQUY comprises a collection of publishing, education and research resources devoted 
to the global loyalty-marketing industry. Owned by LoyaltyOne, COLLOQUY has served the 
loyalty-marketing industry since 1990 with over 40,000 global subscribers to its magazine 
and www.colloquy.com the most comprehensive loyalty web site in the world. COLLOQUY 
develops research studies and white papers including industry-specific reports, sizing studies 
and insights into the drivers of consumer behavior. COLLOQUY also provides educational 
services through workshops, webinars and speeches at events throughout the world and is a 
loyalty-marketing partner of both the Direct Marketing Association and the Canadian Mar-
keting Association and a content provider to the American Marketing Association. COLLO-
QUY also operates the COLLOQUY Network, a global consortium of practitioners certified 
in COLLOQUY’s proprietary methodology. COLLOQUY magazine subscriptions are available 
at no cost to qualified persons at  
www.colloquy.com.

ABOUT LOYALTYONE
LoyaltyOne is a global provider of loyalty strategy and programs, customer analytics and 
relationship marketing services. Its roster of clients includes leading businesses and brands 
in multiple sectors such as retail, banking, manufacturing, government, natural resources and 
utilities. LoyaltyOne businesses include Canada’s AIR MILES Reward Program - North Amer-
ica’s premiere coalition loyalty program, COLLOQUY, Precima, LoyaltyOne Consulting and 
Direct Antidote. LoyaltyOne’s industry-leading Associates, practical experience and proven 
capabilities set the benchmark of thought leadership in the loyalty marketplace. Toronto-
based LoyaltyOne is an Alliance Data company. For more than 30 years, Alliance Data has 
helped its clients build more profitable, more loyal relationships with their customers. For 
more information, visit www.loyalty.com. 
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Australia - Sydney
Suite 22,
88 Cumberland Street
The Rocks, Sydney
NSW 2000, Australia
Tel: +61 (2) 9271 5400
Fax: +61 (2) 9271 5499 

China - Beijing
Room 7, 15/F, Block C, Wantong Centre 
No.6A Chaoyangmen Wai Avenue
Chaoyang District
Beijing 100020, China
Toll free: +86 400 880 8736
Fax: +86 (10) 5907 3002 

Japan - Tokyo
Ark Mori Building
12th Floor, 1-12-32 Akasaka, Minato-ku
Tokyo 107-6012, Japan
Tel: +81 (0) 3 4360 9350
Fax: +81 (0) 3 4360 8201
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Australia - Melbourne
Suite 4, Level 28
303 Collins Street
Melbourne 
VIC 3000, Australia
Tel: +61 (3) 9678 9031
Fax: +61 (3) 9678 9009

China - Shanghai
Suite 103, Block D, Red Town
No. 570 Huai Hai Road West
Shanghai 200052, China
Toll free: +86 400 880 8736
Fax: +86 (21) 6281 6862

Singapore
#18-98 Office 1, The Central 
8 Eu Tong Sen Street 
Singapore 059818
Tel: +65 6603 5088
Fax: +65 6438 1132 

ASIA PACIFIC HEADQUARTERS
Hong Kong
Room 2502, 25/F, Hopewell Center
183 Queen’s Road East
Wanchai, Hong Kong
Tel: +852 3589 6300
Fax: +852 3101 2892

CONTACT US

apac-info@epsilon.com
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