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Affordability is driving adoption in Wristables (Watch/Band). Among the new
categories, Chromebooks are taking off as an affordable alternative compute
device especially for educational purposes.
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TV viewing continues to be the major contributor of this category either through
Smart TVs or streaming devices. Smart Speakers are catching up fast as devices
of entertainment and instructing other smart devices in homes.
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With automation being the flavour of home improvements, the standard gadgetry
is 'smartising’ uplifting comfort and convenience of living.
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The security imperative continues with growing nuclear families and families with
elderlies. New forms of smart locking systems are gaining interest among users.
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Covid-19 triggered the atma-nirbharta’trend in homes increasing the reliance on
smart gadgets to do household chores. Consumers are looking for smarter
appliances to equip homes with intelligent home appliances.
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Router is the only default infra device every smart home uses to create a Wi-Fi
zone for connecting multiple smart devices. Others are still in nascent stage.
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Consumers find smart devices defining their lifestyle. With a host of productivity
to recognition factors, the recommendation of using smart devices is extremely
nigh from existing smart device users.

Smart Devices Adding to Lifestyle
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Digital is increasingly becoming preferred medium of acquiring more information
about Smart TVs as well as making a purchase by connected consumers.
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~ollowing the other smart devices trend, Chromebooks are also discovered ana
purchased mainly through online mediums by consumers.
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Though Tablet did see a surge in demand, it continues to be seen as an addon
vestigial' smart device in personal computing by consumers.

Tablet PC
Adoption &
Preferences
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Very similar to other personal computing devices, lablets, especially in
affordability segment are purchased online. For acquiring information about
lablets digital mediums are preferred across segments.
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Routers have become the most critical digital

consumers. [he recent uptick in fibre connections

installation in homes.
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There is a very niche segment of consumers who purchase routers as most get
them bundled with the telco offering connectivity. Ecommerce platforms are
great source of information for connected consumers to learn about routers.
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Despite challenges like concerns about privacy and security, the satisfaction
quotient is high about smart devices among connected consumers.

Challenges with Smart Devices
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Medialek emerges as the most known brand among connected
consumers. Majority of the consumers also know about their device having a

chipset.
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—uture connected consumers will still be driven by affordability with 1 out of 3
ooking to spend X20-50,000 on the smart devices basket.
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There are still some question marks that keep some on the edge. Brand
experience and awareness still remains an impediment in more consumers
getting connected.

O n t h e Brand Experéilegnce
Edge

e Awareness
Consumers ey 37
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Product

i Afforadability
Experience
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Advanced computational capabilities and higher speeds expected to among key
5G Impact on connected consumers. However, this does come with some

concerns.

Expected Changes Owing to 5G
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Respondents’ Profile

City Gender Living as House Ownership

Non-metro 45% .
- | — Owned _51%
Bk
o 4%

| Rented -49%

| Family

Metro

0 § Individual
® Metro m Non-metro 8 /0 2%
Age Profession Monthly income
58 & above 5% Others 5% Above 100,000 [ 1s%
[0)
48 - 58 18% Employed [N 14%
Self Business [ 33%
38 - 48 42%
| | Professional | <5 25,001 - 50,000 _ 329%
28 - 38 -
| Housewife || 1%
Less than 25,000 11%
18-28 | 14% student [N o
I
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Methodology & Sample

2500

Respondents

n —
g: > ‘ @ \ > ‘/\f Connected Consumer 2000
o— < — g

Quantitative Online QC, data analysis
Structured administration and insights Other Consumer 500
guestionnaire

= Connected Consumer was defined as a consumer owning a
smartphone and 3 other smart devices.

= Other consumers owned a smartphone but less than 3 other
smart devices, or none of them.

» The findings may have a margin of error of +/-5% at 95% of
confidence levels.
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Visit www.techarc.net for more or Techarc.
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