65%

of Indian consumers
actively seek healthier
products and are willing to
pay a premium price,
as per reports

SUGANDHA MUKHERJEE B
N AWEEKDAY evening in
Bengaluru, a mid-career
professional logs off
from work only to log
into a short online class.
In Gurugram, a young consultant
rehearses articulation drills before a
Zoom presentation. In Delhi, a college
studentbooks a therapy session because
she wants to function better. And in
Noida, an IT professional joins a What-
sApp video call with his personal stylist
ahead of a corporate event.
AcrossIndia,aquiet but structural shift
is underway. Spending on oneself is
increasingly being treated as strategic.
Communication, appearance, fitness,
mental health and even food are being
reframed as investments into perfor-
mance,employability and identity.

Communication,
confidence & identity

As competition intensifies across work-
places and social settings, individuals are
investing in howthey present themselves
verbally, physically and socially.

The global communications coaching
market,valuedat $3.7 billionin 2024 and
projected to reach $9.5 billion by 2035,
reflects this shift.Training in public speak-
ing,executive presence,and interpersonal
communicationis gainingtractionacross
corporate hierarchies.

“Unfortunately, our education sys-
tems emphasise theoretical knowledge
and scores received in exams as primary
input to determine successful perfor-
mance. I would like to emphasise that
knowledge, skills and behaviours must
be demonstrated in the role. Mere high
scores are not indicators of perfor-
mance,” says Murali Santhanam, CHRO
of AscentHR Technologies.

Candidates who have understood the
importance of behaviours and attitude
characteristics required to be employable
certainlybenefit from investing timeand
effort in themselves. “They are easily
recognisable in interviews because they
have made efforts to modify their behav-
ioursand make it part of theiroutlookand
demeanour,”adds Santhanam.

This emphasis on self-presentation
extends beyond communication into
appearance.Personal styling,once the pre-
serve of luxury consumers,is enteringthe
mainstream. Retailers, such as Shopper’s
Stop,are expanding personal shopperser-
vices, while independent stylists offer
curatedwardrobeand brandingadvice.As
discretionary spending grows, shoppers,
especiallymillennialsand Gen Z,are seek-
ing personalised experiences, ratherthan
purely transactional interactions, partic-
ularly in high-involvement categories
such as fashion, beauty,and gifting,saysa
Deloitte report. India’s personal styling
market is projected to reach $23.8 billion
by 2033,growingatnearly 12%annually.

Platforms such as StyleBuddy offer
wardrobe consulting and personal shop-
ping, charging between 5,000 and
20,000 per session.

Sunaina Saxena, 28, who works at an
audit firm in Gurugram, recalls her expe-
rience with a personal stylist. “My initial
consultation was an eye-opener. We dis-
cussed mylifestyleand the image Iwanted
to project. The stylist’s expertise was evi-
dent,’she says.

She adds, “The stylist worked tire-
lessly curating a collection that resonated
with my personality. I began to carry
myself differently, with a newfound
poise and assurance... it was one of the
best decisions I've made.”

This emphasis on self-presentation is
beingamplified by social media.A prolif-
eration of creators now offers guidance
on everything from communication
skills to grooming and lifestyle habits,
turning self-improvement into a visible
and aspirational pursuit.

Evenlearningis being reshaped within
this broader culture of self-investment.

India’s skillingand certification mar-
ketis projected toreach ¥14 lakh million
by FY28. Platforms such as Coursera,
upGrad and Eruditus have seen sus-
tained demand, particularly for flexible,
short-duration programmes. Coursera
recorded 54.4 million enrollments in

India’'s personal styling
market is projected to reach

$23.8 bn

‘__g by2033, growing at nearly
12% annually, as per a
Deloitte report

Over

200 000

young Indians seek help for
stress, burnout and
emotional distress, as
per a five-year review by
Mpower, an initiative of
Aditya Birla Education Trust

nvestingin

MYSELF

—e

India’s skilling and certification
market, currently valued at

<11.5
lakh cr,

is projected to reach

214
lakh cr

by FY28, as per a report by
Technopak Advisors

From skill acquisition to personal styling, functional consumption to
growth therapy, how India’s more intentional consumers are spending
on themselves for performance, employability & identity

2025, with India emerging as one of its
largest marketsand leading in generative
Al course adoption.

“Today the primary motivation is basi-
cally the urgency that if I don’t get
upskilled...Imaynot berelevant in my cur-
rent job,” says Anuj Vishwakarma, CEO,
higher education, UpGrad. The learner
base is widening. “Earlier people with
more than 5 years experience used to be
about 30-40% but today that contribu-
tionitself has increased by about 30%.”

Ashwin Damera of Eruditus points to
a structural shift. “Senior professionals
want to be able to use tech efficiently but
atthe same time want to remain influen-
tial and context-aware,” he says. “There’s
been a 40% spike in leadership pro-
gramme enrolments.”

Atthesametime,learningisbecoming
more lifestyle-driven. Beyond profes-
sional courses, thereis growing interestin
hobbies, such as cooking, painting, sport,
reflecting a broader move towards self-
expression and personal enrichment.

Body, mind and
everyday optimisation

If communication and appearance
shape perception, health, both physical
and mental, is becoming the foundation
of performance.

“More people now understand that
health cannot be built only in moments
of crisis,”says Luke Coutinho,integrative
lifestyle expert. “They are beginning to
see lifestyle as foundational medicine...
the baseline that shapes energy, immu-
nity, resilience and recovery. The aware-
ness is growing that deep sleep, stress
regulation, movement, nutrition, and
emotional balance are not optional add-
ons.They are the foundation.”

However, he cautions against trend-
driven consumption. “Consumers are far
more engaged with health thantheywere
adecadeago.Theyare readinglabels,ask-
ing questions, and looking for solutions.
Butthereisalsoalotofnoise.Social media
sells speed,and thewellness market often
sells convenience before context.Ourview
is simple: foundations first, products sec-
ond,” he says, adding protein powders,
supplements,and wellness foods can have
a place, but only when they are chosen
with clarity around an individual’s needs
and goals. “Otherwise, people end up
adding productstoasystem thatstilllacks
sleep,recovery,rhythm,and balance”

This tension is most visible in food.
Nutritionisincreasinglybeing treated as
a daily investment. From protein shakes
and collagen powders to magnesium
strips for sleep and gut-health probiotics,
anew category of “functional consump-
tion”is emerging.

Brands such as Yoga Bar have built
portfolios around oats, muesli, protein
barsand shakes.“India’s relationshipwith
food is undergoing a fundamental shift,
from sustenance to self-care,” says Dr
ShantanuDas of ITC.“63% of Indian con-
sumers actively seek healthier products
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People now understand
that health cannot be
built only in moments of
crisis... They are starting
to see lifestyle as
foundational medicine...
the baseline that shapes
energy, immunity,
resilience & recovery

— LUKE COUTINHO,
INTEGRATIVE LIFESTYLE EXPERT

and are willing to pay a premium price.”

Ritesh Arora of LT Foods, a leading
FMCG brand that specialises in a staple
likerice,describes a similar evolution: “We
are becoming more health conscious,
looking at nutrition value... people are
startingtolookat food asanalternative to
medicine...The thing that we eat healthy,
we can stay healthyforlong”

This is also driving premiumisation.
“India is becoming more aspirational
today...we are seeing that upward move-
ment in our portfolio as well,” he says,
pointing to growth in higher-quality and
specialised food categories.

Meanwhile,new-age formatsare going
further. EatFit has launched EatFit Lab,
where meals are designed around out-
comesaround energy,gut health, recovery
and cognitive performance. “Consumers

today are sophisticated; they’re tracking
their protein, prioritising gut health,and
looking for ways to boost energy and
focus,”says Ankit Nagori, CEO of EatFit.

At the same time, a deeper shift is
unfolding at the source. Two Brothers
Organic Farms,a Pune-based, ECOCERT-
certified producer of chemical-free,
nutrient-dense foods, founded by Satya-
jit and Ajinkya Hange, is seeing a move
towards mindful consumption. “Earlier,
food was largely about convenience or
taste,but today, it’s becominga question
of trust,”says Satyajit Hange, co-founder.
“Foodisnolongerbeinglookedatonlyas
fuel,but as something deeply connected
tolong-term wellbeing”

According to Hange, the shift often
begins small.“Sometimes even something
assimpleas choosingamoretraditionally
made ghee,jaggery,or flour...from there, it
graduallybuildsintoadeeper,moreinten-
tional way of consuming.”

The shift is now deeper, says Hange.
“People are no longer only asking, ‘Is this
healthy? They are also beginning to ask,
‘Is this honest?”

India’s fitness industry is expanding
rapidly, with membership expected to
grow from 12.3 million in 2024 to 23.3
million by 2030.Boutique formats suchas
yoga, Pilates and HIIT are growing at
nearly 19% annually.

This reframing is evident in member
motivations. “Many of our members
today walk into the gym not just to lose
weight or build muscle, but to build con-
fidence, consistency, and mental
resilience,” says Dr Richa Mishra, vice
president-operations, Anytime Fitness
India. Fitness, in this context, becomes a
mechanism forbehavioural change.“Fit-
ness,byitsvery nature, instills discipline,
showing up regularly, pushinglimits,and
setting goals. Over time, this translates
into improved self-belief and a stronger
sense of identity.” The demographic pro-
file is also shifting. “Yes, there has been a
significant rise in younger members, par-
ticularly in the 16-22 age group,” Mishra
notes. “This demographic is far more
aware and proactive about their health
and appearance than previous genera-
tions” Their motivations extend beyond
aesthetics. “There is also a strong desire
forself-improvement, confidence-build-
ing,and social belonging,” she says, point-
ingto theinfluence of digital culture and
global exposure. Notably, mental well-
being is increasingly intertwined with
physical goals. “A substantial portion of
our members todayassociate fitness with
mental well-being and emotional bal-
ance... for many, these goals are just as
important, if not more, than physical
transformation.” Social media, however,
has introduced both aspiration and pres-
sure.“On one hand, it has significantly
increased awareness and motivation. On
the other hand, it has also led to height-
ened expectationsand,at times, unrealis-
ticbenchmarks,” Mishra observes.

Geographically, the trend is no longer
urban-centric.“The demand for fitness in
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non-metro and tier 2/3 cities is growing
rapidly...consumers in these markets are
highly aware, digitally connected, and
increasingly seeking access to quality fit-
ness infrastructure,”’she says.

Gyms themselves are evolving in
response.“Theyare becoming community
hubs and environments for personal
transformation... helping individuals
become the best version of themselves,
both physically and mentally”

Becoming better
mentally

Mental health is following a similar
trajectory. If fitness represents external
discipline,mental health representsinter-
nal alignment, and here too, a significant
shift is underway.

Ritika Sinha, COO and founder of
Rocket Health,an online mental and sex-
ual healthcare platform, describes the
changeasboth culturaland behavioural.
“The shift is most visible in Gen Z and
younger millennials. This generation is
treating going to therapy the way they
treat going to the gym. It is now cool to
have a therapist” Crucially, the timing of
intervention is changing.“Earlier,people
sought support only when something
was visibly wrong... That is changing
drastically,”she says.

Today, many users engage with men-
tal health services proactively. “Even
those who are not in crisis are often car-
rying low energy, disrupted sleep, diffi-
culty concentrating, and a persistent
sense of stress or loneliness... The fact
that people are no longer waiting for
thingstobecome unmanageableis...one
of the most positive changes.”

The nature of concerns reflects
broader societal pressures.“The domi-
nant concern is anxiety. Gen Z is under
constant scrutiny on social media, at
work,and in theirrelationships, expecta-
tions keep shifting, there isan unspoken
pressure to keep evolving at the same
pace,” Sinha says. “The pressure is real,
and they are doing the right thing by
seeking support earlier.”

Importantly, therapyis beingreframed
asatoolforself-discoveryratherthan cor-

rection.“Most people do not arrive with a
diagnosis, theyarrive with something they
are carrying and cannot quite name, a
sense of being stuck, of lacking direction,”
she notes.This aligns mental health more
closely with the broader self-improve-
ment narrative.“Just as education shapes
your intellect and fitness shapes your
body, mental health support is increas-
ingly shaping how people build self-
awareness and emotional resilience.”

Digital platforms are playing a critical
role in expanding access.“About 45% of
our users come from Tier 2 and Tier 3
cities,”Sinhasays, highlighting the democ-
ratisation of mental health services ina
countrywith significant treatment gaps.

Ekta Bhanushali, a psychologist and
relationship coach, describes this shift
in sharperterms: “A clear shift from cri-
sis driven help seeking to growth ther-
apy.Theywant to become betteras indi-
viduals”. Clients often arrive with a
trigger but stay for transformation.“So
many clients come with a presenting
concern butvery quickly, they move into
deeperidentitywork. Once they experi-
enceit,theyimmediately useitasatool
for self-development.”

The demographic has widened signif-
icantly.“Earlier,therapywas solely sought
byindividualsintheir 30s or40s.NowIsee
clients from the early 20s...Greater diver-
sity across professions as well, founders,
corporate leaders, students, creators.”

The motivations have shifted as well.
“The mindset... has shifted from ‘some-
thing iswrong with me’to‘ITwant to func-
tion at my highest potential”’

Bhanushali frames therapyasa form
of capital. “Therapy is now being
increasingly viewed as a psychological
capital... people are seeking therapy as
aninvestmentin personallife aswell as
professional life.”

Taken together, these trends pointtoa
redefinition of consumption in India.
Individualsarelookingat productsas they
would when adding more money in their
SIP pool. In an economy where expecta-
tions are rising and lifestyles are evolving
rapidly, the most valuable asset may be
how consciously someone invests in who
theyare becoming.
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