
The Consumer-brand Dynamic

rukamcapital.com | info@rukamcapital.com | 011-40224515
C-13 Rear Entry, First Floor, SDA Market, Hauz Khas, New Delhi 110016



Gen Alpha Decoded: The Consumer-Brand DynamicGen Alpha Decoded: The Consumer-Brand Dynamic

Contents

Foreword 02

Overview 04

Chapter 1: Understanding Gen Alpha’s Core 06

Chapter 2: Rise of the Informed, Influential Young Consumer 10

Chapter 3: Emergence of the Conscious Consumer 14

Chapter 4: Achievement, Choices and Influences 18

Chapter 5: The Money-Curious Generation 22

Chapter 6: The Negotiators 26

Way Forward 30

Gen Alpha Decoded: The Consumer-Brand Dynamic



A brief exchange from a year ago returns to me with 
unusual clarity. On the first morning of 2025, I called a 
friend to wish her a happy new year. In passing, I found 
myself speaking with her son as well. Her son, on the 
cusp of turning 12, sounded distinctly unsettled. When I 
asked why, he replied with quiet resignation: “Gen Beta is 
here.”

I struggled to make sense of it. How could someone so 
young already feel edged out of relevance? If only he 
could imagine the scale of influence his generation 
commands, their silent power extending far beyond their 
years. 

Gen Alpha, currently aged 0–16, already represents over 
a quarter of the population, exceeding 350 million 
individuals. And this cohort shapes 70–80% of household 
purchasing decisions across categories, from pantry 
staples to high-value purchases like automobiles.

Gen Alpha is a complex cohort to decode. On one hand, 
their influence is amplified by innate digital fluency. They 
are part of an environment where access to content, 
products and experiences is effectively limitless. On the 
other, their choices are increasingly shaped by 
algorithmic curation, fast-moving micro-trends and peer 
validation across social platforms. Simultaneously, early 
exposure to conversations on sustainability, inclusivity 
and social responsibility has fostered a generation that 
forms nuanced, often discerning views on brand values 
and ethics.

All of this is unfolding at a time when the Indian market is 
seeing a rapid proliferation of D2C brands, edtech 
platforms, children’s content creators, toy and game 
manufacturers, F&B innovators, and fashion labels. Each 
competing for Gen Alpha’s attention and loyalty. Yet, 
much of this activity continues to be driven by 
assumption rather than informed insight.

That’s precisely where the strategic intent of this study is 
anchored. To find evidence-based answers to a set of 
critical questions shaping the next generation of 
consumers. What drives purchase desire in a 10-year-old 
today and how do peer ecosystems, relative to parental 
influence, shape brand affinity and decision-making? 
What role does content consumption play in building 
awareness, aspiration and ultimately conversion? How 
do behavioural patterns diverge between children in 
metros and those in emerging urban centres? And 
importantly, what is the journey from awareness to trial 
to sustained loyalty for this cohort?

These answers will equip brands with a nuanced, 
regionally grounded and actionable understanding of 
Gen Alpha’s consumption universe — contextualised 
through a comparative lens with Gen Z. 

The study moves beyond demographics to examine Gen 
Alpha’s worldview, their aspirations, daily routines and 
the complex ecosystem of influences that shape their 
choices. It tries to uncover the heterogeneity within Gen 
Alpha to identify distinct behavioural, attitudinal and 
consumption-based segments. For instance, how 
6–10-year-olds differ from 11-14-year-olds in 
consumption maturity, autonomy and influence over 
purchase decisions.

Equally, it interrogates the evolving role of parents as 
gatekeepers, enablers, collaborators and co-consumers 
within the Gen Alpha journey. In parallel, the study 
identifies early signals of behavioural shifts, emerging 
preferences and nascent trends that will likely define 
future consumption patterns.

These inquiries sit at the core of how brands must rethink 
engagement, relevance and long-term value creation in 
an increasingly complex and fast-evolving landscape. 
Read on to open a window into the world and mind of 
Gen Alpha to smoothly navigate your way from 
assumption to insight, and from insight to decisive 
action.

 

Archana Jahagirdar
Founder and Managing Partner, Rukam Capital
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 Peer factor

However, the most critical insight emerging from this 
study is that Gen Alpha as a generation goes beyond a 
singular identity. They operate with high identity fluidity. 
They shift seamlessly across contexts — compliant at 
school, expressive with peers, strategic at home and 
aspirational in private. This is contextual intelligence. For 
brands, this fundamentally reframes targeting. The most 
valuable “self” is not the visible or aspirational one, but 
the peer-context self, where real decisions and 
validations occur.

While children consciously attribute influence to content 
and creators, actual purchase triggers are frequently 
rooted in peer observation and endorsement. The 
algorithm creates shared awareness. The  peer group 
creates trusted urgency. This distinction remains largely 
unaddressed in current brand strategies.

 From influence to conversion

Short-form digital platforms shape desires but rarely 
drive purchases on their own. Instead, decisions unfold 
through four stages — discovery sparks interest, peers 
intensify it, children validate choices through 
independent research and final conversion depends on 
how convincingly they justify the purchase to parents. 

For instance, brands with reel presence but no peer 
penetration create awareness without urgency. Brands 
with peer penetration create urgency even without 
heavy reel presence. Most strategies optimise for the 
wrong stage. Brands largely optimise for visibility at the 
discovery stage, but if their reviews don't help a 
14-year-old convince their parent, their campaign has 
failed.

 Autonomy, not screen time

A central reframing emerging from the qualitative inputs 
is that the debate around screen time is misdiagnosed. 
For Gen Alpha, digital access is about control over time, 
choice and self-expression. In a daily routine heavily 
structured around school, tuition and adult-directed 
activities, digital spaces represent one of the few 
domains where children experience unmediated 
ownership. The intensity with which they protect gaming 
time, negotiate device access, or resist restrictions 
reflects not dependency, but a search for sovereignty.

Brands that earn a place in this domain — not as 
products to be targeted at, but as objects that expand 
the territory that is theirs — will earn loyalty no campaign 
can manufacture. 

Also, structured academic pressure, particularly tuition, 
emerges as a consistent point of friction in their lives. Yet 
it remains largely unaddressed by brands. This 
represents a significant white space for meaningful 
engagement.

 The multimodal child

Gen Alpha does not behave as a fixed segment but as a 
multimodal user, shifting between distinct orientations 
within a single day — social, competitive, creative, 
exploratory and digital. Each mode demands different 
cues, contexts and value propositions. 

This has two implications: messaging effectiveness is 
context-dependent, not demographic-dependent. 
Brands that fail to recognise this risk misinterpreting 
adaptability as inconsistency, leading to fragmented or 
ineffective engagement strategies.

 Rethinking brand strategy
 for Gen Alpha

The findings point to a clear misalignment between how 
brands currently approach Gen Alpha and how influence 
actually operates: over-indexing on influencer 
ecosystems while underestimating peer networks; 
driving awareness without enabling conversion, 
particularly in review and parent-facing stages; treating 
gaming as content, rather than as infrastructure for 
identity and social connection; targeting visible urban 
cohorts, while broader behavioural patterns evolve 
differently across markets; over-distribution, which 
erodes distinctiveness in peer environments. 

To address this, brands must shift from visibility-led 
strategies to conversion-aware ecosystems — equipping 
children with the tools, language, and proof points 
needed to navigate both peer validation and parental 
approval.

 A new consumer paradigm

Gen Alpha is growing up in environments of high 
structure but has discovered pockets of autonomy within 
digital spaces. Brands that succeed will be those that 
respect and expand these pockets of autonomy, ones 
that integrate into their world as enablers rather than 
intrusions.

This report provides a comprehensive lens into drivers in 
the evolving consumption landscape. It offers actionable 
direction for brands, D2C players and marketers seeking 
to engage Gen Alpha with greater precision, relevance 
and impact.

To understand more about Gen Alpha, we conducted 
a qualitative survey with 2000+ respondents that 
included parents of children in the 9-16 age group. 
Additionally, quantitative survey with 2000+ interviews 
were conducted to further understand nuances from 
parents and children. 

Structured across six thematic chapters — from digital 
immersion and brand awareness to social 
consciousness, lifestyle aspirations, financial 
behaviour and decision-making influence — this 
report provides a comprehensive view of Gen Alpha’s 
consumption universe.

Gen Alpha represents the first generation to grow up 
entirely within a digitally immersive, hyper-connected 
ecosystem. However, reducing them to “screen-first” 

Overview
users understates the structural complexity shaping 
their behaviours. This report finds that Gen Alpha is not 
defined by technology alone, but by how they use digital 
ecosystems to negotiate autonomy, identity, and 
influence within tightly structured lives.

At one level, their world is deeply platform-driven. 
Screens function simultaneously as a playground, a 
classroom, and a discovery engine, thus accelerating 
early brand awareness, shaping preferences, and 
embedding consumption into everyday routines. At 
another level, this immersion is actively mediated by 
parents, creating a dynamic where access is controlled, 
but influence is not. The result is a cohort that operates 
within boundaries while developing strong agency in 
choices that matter to them.
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CHAPTER 1

A study of Gen Alpha’s daily routines signals a broader shift in how 
childhood is structured in modern Indian households. Their formative years 
unfold within a screen-first environment where learning, entertainment 
and discovery converge seamlessly. Autonomy, chores, family time and 
extracurricular activities are being reconfigured within this digital context. 
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