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Executive Summary X

Urban India's digital story in 2025-2026 is not a single arc - it is seven distinct behavioural shifts running 
simultaneously. All growth figures in this summary reflect change over April 2025 – March 2026. Urban India's 
averages tell you growth happened. This report tells you who grew, where they grew, and what they did once 

they arrived.

98.5 
MINUTES 100% Stable +30%

AI App category 
growth

Payment App 
MAU growth

Loan & Credit 
MAU growth

Social Media 
daily avg

Details on next slide ➔



Key Findings at a Glance X

Young, mass-market Urban India (18-24 year olds) drives 
Social Media — averaging 120+ min/day vs the category 
overall of 97.9 min/day. The 35+ year old consumers 
anchors Entertainment at 77–78 min/day.

Female users outspend males on time spent in 

Q-Commerce sees a +47% uplift in engagement from 

the 18–24 cohort.

Q-Commerce users (Blinkit, Zepto, BigBasket) are in and 
out in under 6-10 minutes whereas E-Commerce users 
(Meesho, Myntra) browse for 15–20 minutes  - Same 
smartphone, two completely different buying modes.

UPI has crossed the adoption threshold — 241.6B annual 
transactions in FY2025-26 signal a shift from adoption to 
utility. NCCS A, B, and C/D/E show near-identical session 
depths, confirming that UPI is no longer a product being 
adopted; it is infrastructure being used.

AI Apps grew 100%+ and are forming a new daily habit — currently concentrated in NCCS A, 18-34, North Urban India The same 
consumer who drives premium purchase consideration across every category.



The Growth Story Has a Second Page X

Seven Shifts, Not One Market
In 2025-2026, India added millions of new digital users. Every headline said the same thing: India is going digital. But underneath that single headline, seven distinct 
behavioural shifts were playing out at the same time. Each category found its own demographic. Each platform found its own geography.

The Urban ndia ae rage tells o  ndia gre t does not tell o  ho gre here the gre or hat the did once the a rri ed  
The categories that appear to be competing or the same consm er are in a ct ta rgeting strc t rall di erent ndiasThe Planning Problem

** Category Performance Snapshot

Category

Social media

Entertainment

Messaging

Q-Commerce

Payment Apps

Loan & Credit

AI Apps

Avg Daily Engagement

97.9 min/day

77.2 min/day

58.6 min/day

2.5-2.9 min/day

8.3 min/day

6.5 min/day

11.3 min/day

MAU Growth

+5% MAU

Stable MAU

+4% MAU

+10% MAU

Stable MAU

+30% MAU

100%+ MAU

Primary Demographic

18-24 | NCCS C/D/E

35+ | NCCS A

25-34 | NCCS A

Female | All NCCS

Cross-demographic

25-34 | Urban

18-34 | NCCS A



2.1  The Female Engagement Edge X

Female Users: The Silent Majority of Attention
There is a difference between who is on a platform and who actually uses it deeply. Audience share measures the first. Time spent measures the second. In Urban India's 
highest time-spent categories, those two numbers point in different directions — and the direction of deeper engagement consistently belongs to female users.
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Figure 1: Average daily engagement (min/day) — Female vs Male by category

40 80 100 120

1824 ea old eale s ale on Eoee 4 oe tie. Te 24 Feale ses lead Entetainent at 82.4 inda oeall 
 it te 24 seent eain at 86. inda n ea ities eale Eoee enaeent is 42 ie .2 s 24.8 in

da. oial ediaand aent Asaeteexetionsee ales lead.

Details on next slide ➔

The Sharpest Edge



2.2  The Female Engagement Edge X

Female Engagement Premium by Segment (min/day)

E/Q-Commerce Entertainment Messaging Social Media

31.1

26.0

82.8

75.2

61.1

58.3

87.6

88.1
35+ 35+ 35+ 35+

35.5

23.9

86.3

73.3

58.7

56.8

93.2

103.6
25-34 25-34 25-34 25-34

32.1

21.8

75.6

66.1

65.1

51.6

112.6

125.8
18-24 18-24 18-24 18-24

0 20 40 60 80

Female Male

Figure 2: Female vs male daily engagement (min/day) across key demographic cuts
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Strategic Implications
E/Q-Commerce: female users lead on both penetration and duration — the 
only category with that dual advantage. Any brief that targets "e-commerce 
shoppers" without female-first planning is mis-aimed.

Entertainment: entertainment is not a reach differentiator; it is an attention 
differentiator. Female audiences spend more time, making duration the key 
targeting lever

Messaging:  the NCCS A female segment shows the strongest advantage. High-value household decision-makers.



3.1  Two Models. Two Kinds of Attention. X

E-Commerce & Q-Commerce
The E/Q-Commerce category is not one market. It is two structurally different businesses with different session architectures, different user motivations, and — critically 
— different advertising environments. Treating them as interchangeable is a planning error.

Avg Session Duration (Min/Day)
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Figure 3: Average session duration (min/day) — Q-Commerce vs  E- Commerce apps
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3.2  Two Models. Two Kinds of Attention. X

Q-Commerce E-Commerce

JioMart more than doubled its user base (+131%) through 2025-2026. Blinkit 
grew significantly (+56%). Zepto held broadly flat. Sessions are under 3 min/
day, consistent with top-up, need-fulfilment behaviour. High frequency, low 
depth. The trigger is the metric — not session time.

Meesho and Myntra command 8-12 min/day — 3x the Q-Commerce average. 
These apps generate demand rather than fulfil it. Myntra peaked in Nov-Dec 
(festive + gifting); Meesho sustained high engagement year-round. Browsing 
and aspiration drive the session.

Female Dimension in E-Commerce

Female Dimension in E-Commerce

Female users spend significantly more time in E/Q-Commerce across every age group and town class. The 25-34 female cohort in Mega Cities averages 35.2 min/
day vs 24.8 min/day for males engagement premium to - a 42% engagement uplift. This advantage is consistent whether the platform is Q-Commerce (Blinkit: 57% 
female audience) or E-Commerce (Meesho: 61% female; Myntra: 54% female).



4.1  BFSI — Payments Habit & The Credit Gap X

UPI: URBAN INDIA'S Broadest Cross-Demographic Digital Habit
According to NPCI and Business Standard (April 2026), UPI recorded 241.6 billion transactions in FY2025-26 — a 30% increase from 185.8 billion in FY25, and the highest 
annual volume since UPI’s launch. March 2026 set an all-time monthly record at 22.64 billion transactions. UPI now accounts for 84% of all retail digital payment volumes in 
India, with total annual value reaching ₹314.23 trillion in FY2025-26.

BFSI Category — MAU Growth & session depth, 2025-2026
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Figure 4: BFSI category — MAU and session depth % change, 2025-2026
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+30%

Loan & Credit 
MAU Growth+30%

Source: NPCI UPI Ecosystem Statistics, FY2025-26 npci.org.in/what-we-
do/upi/upi-ecosystem-statistics Reported by Business Standard, April 1, 
2026.

https://www.npci.org.in/product/ecosystem-statistics/upi
https://www.npci.org.in/product/ecosystem-statistics/upi


4.2  BFSI — Payments Habit & The Credit Gap X

The Credit Paradox
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The Income Paradox in Payments
NCCS A, B, and C/D/E all show similar session depths for Payment Apps within each age group. UPI is one of the few categories in this report where socioeconomic class 
does not significantly differentiate usage depth. The tap-to-pay reflex has genuinely spread across the income ladder.

The Payment App Signal
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5.1  Three Platforms. Three Different demographics X

The Demographic Map of Attention
Every category is anchored by a different demographic archetype. The 18–24 Social Media user spending 120.7 min/day behaves very differently from the Entertainment-
heavy consumer, and neither resembles the 35+ NCCS A audience leading Messaging usage at 65.5 min/day. Same smartphone ecosystem. Completely different consumer 
worlds.

Demographic Map of Attention — Avg Daily Engagement (min/day)
VTION Panel
- Apr 2025 - Mar 2026, Leading cohort at top per platform

Social Media 
18-24 leads across all NCCS

1-2 A 122.8

1-2 121.4

1-2 /D/E 122.3

1824 

25- A 99.6

25- 100.2

25- /D/E 102.0

1824 

5  A 86.0

5  88.7

5 /D/E 93.5

5 /D/E 0 50 75 100 125

Min/day

Entertainment 
25-34 & 35+ even; 18-24 trails

1-2 A 79.6

1-2 78.6

1-2 /D/E 80.6

1824 

25- A 79.5

25- 78.1

25- /D/E 80.0

1824 

5  A 71.3

5  69.2

5 /D/E 73.4

5 /D/E 0 50 75 100 125

Min/day

Leading age cohort (per platform) Secondary cohort Trailing cohort

Figure 5: Platform engagement by demographic segment — mass vs premium consumer

Details on next slide ➔

Messaging 
35+ NCCS A is top segment

1-2 A 66.2

1-2 60.3

1-2 /D/E 53.0

1824 

25- A 61.0

25- 58.2

5.2 54.6

1824 

5  A 59.6

5  58.6

5 /D/E 54.8

5 /D/E 0 20 40 60 80

Min/day



5.2  Three Platforms. Three Different Indians. X

Social Media Entertainment Messaging

122.8

min/day

80.6

min/day

66.2

min/day

18-24 | 
NCCS A

25-34 | 
NCCS C/D/E

35+ | 
NCCS A

18-24 users average 120.7 min/day 
highest in the report and 23% above - 
highest across age groups. High 
volume, lower purchase intent. 

25-34 and 35+ segments are broadly 
equal (78–80 min/day). Premium 
household. Higher intent, OTT-linked 
commerce.

Urban professional. High cross-
category engagement. Bridges social, 
commerce and finance. Most 
commercially valuable segment.



Media & Entertainment — India Is Not One Market X

Geography Reshapes Engagement Depth
Platform-level averages mask substantial regional variation in engagement depth. The insight is not in the national mean, but in the zone-specific divergence. 

North Ia ees hhest o oth Soa Mea a Etertaet eaeet he East oe outerors West o AI 
A eaeet — a atter orth ot  atoa a South tras North o oth Etertaet eth a AI 
aoto

Zone Engagement Snapshot

Zone-Level Engagement — Entertainment & AI Apps (avg min/day, 2025-2026)

Zone (Urban India)

North

Entertainment

79.7

AI Apps

11.4

East 82.7 11.7

West 75.7 10.9

South 75.3 10.8



7.1  AI Apps — The Category That Didn't Exist Before X

100%+ Growth. A New Daily Habit Is Forming.
The AI App category averaged 11.3 min/day in engagement on active days — comparable to Messaging, and building consistently through the period. ChatGPT contributed 
the most absolute users, accounting for the largest share of category growth. Gemini and Perplexity recorded the fastest percentage growth from smaller bases, 
reflecting a broadening competitive landscape.

2 o CatT's adiene is CCS A. Tis is not aot deie aess o intenet aailailit. Tis is India's ost eonoiall 
aale an onse oosin to ild a ne dail diital ait in a ateo tat did not eaninll exist tele onts 

ealie.

A1 App Market Share
— March 2026

The Premium Signal

Details on next slide ➔



7.2  Three Marketing Shifts Already Underway X

India's AI App users are currently NCCS A, 18-34, North-leaning, and female-skewed in engagement depth. This is the same consumer who leads digital purchase 
consideration across categories. The habit is at an early stage — but it is forming in the segment that matters most to premium brands.

Consumers query AI before opening an e-commerce app. The 
consideration stage starts outside the traditional platform funnel. 
Brands invisible in AI are invisible at first intent.

Discovery Is Moving 
Upstream

Conversational AI queries are replacing keyword search for complex 
purchases — financial products, phones, travel plans. The search funnel 
is being restructured.

Search Behaviour Is 
Changing

AI-generated summaries and comparisons form brand perception 
before consumers reach owned channels. The recommendation layer is 
no longer just Google and social feeds.

AI Shapes Brand 
Perception



7.3  AI Apps — The Category That Didn't Exist Before

App

Chat GPT

Google Gemini

Perplexity

Grok

MS Copilot

Claude

DeepSeek

X

Category 
Share

70.8%

10.0%

6.2%

5.1%

4.9%

1.8%

1.2%



About VTION — Data, Panel & Compliance X

What VTION Measures and How
VTION is a behavioral intelligence platform that provides privacy-compliant consumer insights through a consented smartphone panel across urban India. Every number in 
this report is sourced directly from active app usage — not from surveys, not from modeled proxies, not from platform-reported data

100K+ Active consented smartphones

407M+ Urban Indians statistically represented

28 App categories tracked

100% Passive, SDK-based collection

Details on next slide ➔



About VTION — Data, Panel & Compliance X

What the Panel Captures

Panel Scope Measurement Methodology

Geography: Urban India across all zones and town classes. Monthly Acti ve Users (MAU): Unique users who actively opened an app at least once in a 
given calendar month.

Reporting period: April 2025 – March 2026.
Engagement Duration: A verage daily minutes of active foreground use per active user per 
monthPublished: May 2026

App-le vel tracking across 28 categories including Social Media, Entertainment, E-
Commerce, Messaging, BFSI, Gaming, AI Apps, and more.

All data collected passi vely via a lightweight SDK on consented Android devices — no user 
input required.

Demographic Cuts Available

Gender: Male / Female

Age: 18-24, 25-34, 35+ NCCS: A, B, C/D/E

Town Class: Mega City, Metro, Large Town (75L-10L), Mid Town (10K-1L)

Zone: North, South, East, West, Central

Data Conventions

Growth rates: % change from April 2025 to March 2026. Not compounded month-on-month. 
Projected Reach: Panel-observed weighted MAU scaled to population level using TRAI urban 
smartphone subscriber data as universe denominator; represents estimated unique urban 
Indian monthly active users.

Indices: Normalised to April 2025 = 100 for directional trend comparison.

A verage MAU / Duration: Mean of Apr 2025–Mar 2026 monthly values.

Category indices are directional. Categories are not mutually e xclusive — app-level overlaps 
exist.

This report re flects April 2025 to March 2026 data from the VTION panel.

Zone Classification    

North: Delhi, Uttar Pradesh, Pun jab, Haryana, Rajasthan, Uttarakhand, Himachal Pradesh, 
Jammu & Kashmir  

South: Karnata ka, Tamil Nadu, Telangana, Andhra Pradesh, Kerala, Puducherry

East: West Bengal, Odisha, Bihar, 
Jharkhand, Assam and Northeast states

West: Maharashtra, Gu jarat, Goa

Details on next slide ➔



About VTION — Data, Panel & Compliance X

Privacy, Consent & Compliance

very device in the VTION panel has explicitly opted into data collection sers are informed of what is collected, how it is 
used, and retain the right to withdraw at any time No personally identifiable information (PII) is stored or transmitted All 
data is anonymised and aggregated at the point of collection before any analysis or reporting

Consent-First Architecture

What Is NOT Collected What IS Collected

No names or email addresses App open/close events and session timestamps

No content of communications App category and usage frequency

No financial account details Anonymised demographic cohort (age band, NCCS band)

No biometric data of any kind Town class and zone (not precise location)

Device-type and OS version (for panel quality)

Details on next slide ➔



About VTION — Data, Panel & Compliance X

Panel Quality & Statistical Weighting

The VTION panel is statistically weighted to represent 400M+ urban Indians using census and NSS data on urban population distribution across age, gender, NCCS, and 
town class. Panel quotas are actively managed to prevent skew toward early adopters or any single demographic cluster.

Dimension Panel Design Weighting Method Refresh Frequency

Geography All 5 zones, 4 town classes Census urban weights Monthly

Age & Gender 18-24, 25-34, 35+ | M/F NSSO survey weights Monthly

NCCS A, B, C/D/E IRS/NRS income bands Quarterly

Device Android only (85%+ India market) N/A Ongoing

Details on next slide ➔



About VTION — Data, Panel & Compliance X

What the Panel Enables — Beyond This Report

This report shows category averages. The panel behind it resolves each aggregate into the actual consumers — with behavioural profiles, demographic precision, and 
campaign-ready audience segments.

Use Cases - Enterprises & Agency Clients

Category sizing and brand share of attention FMCG: HUL, ITC, P&G

Audience profiling and demographic precision targeting Telecom: Airtel

Competitive app usage overlap analysis Digital / Streaming: Spotify

Pre-campaign audience identification (MAU, session depth) Agency partners: Leading media & digital agencies

Post-campaign measurement — behavioral lift validation Patented passive data collection technology. Privacy-compliant by design.

CMI / consumer research: behavioral segmentation



About Internet and Mobile Association of India

The Internet And Mobile Association Of India (IAMAI) is a not-for-profit 
industry body with more than 780 members, including Indian and 

multinational corporations, as well as start-ups. IAMAI has been instrumental 
in shaping India’s digital economy. 

IAMAI advocates free and fair competition, and progressive and enabling laws 
for businesses as well as for consumers. The overarching objective of IAMAI is 
to ensure the progress of the internet and the digital economy. Its major areas 

of activities are public policy and advocacy, business to business 
conferences, research, promotion of start-ups and promotion of consumer 

trust and safety.

X



X

This report is a collaboration between VTION and the Internet and Mobile Association of India 
(IAMAI), capturing urban India’s digital story through real consumer behaviour—what people 

actually do on their devices every day. The initiative aims to equip the industry with better data 
and actionable dashboards, enabling more informed decisions across urban India’s digital 

ecosystem.

To access the full panel for audience research, campaign planning or CMI sales@vtion.in  |  www.vtion.in


