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Abstract 

The present study examines the relationship between demographic variables and consumer preferences for baby care 

product categories within the framework of Viksit Bharat 2047. A sample of 100 respondents from Haryana was 

selected through primary data collection methods, including structured questionnaires and surveys. Quantitative 

techniques such as frequency analysis and Chi-square tests were applied, complemented by qualitative insights from 

focus group discussions and secondary sources of literature. 

The findings indicate an increasing inclination towards natural, chemical-free, and eco-friendly baby care products, 

with safety certifications and brand reputation emerging as key determinants of consumer choice. Demographic factors 

such as age, marital status, and educational qualifications significantly influence these preferences, emphasizing the 

need for targeted marketing strategies. 

The study further highlights the expanding role of digital platforms in shaping product access and consumer awareness. 

Nevertheless, gaps in regulation and quality control remain notable challenges. To realize the aspirations of Viksit 

Bharat 2047, it is essential for manufacturers, policymakers, and marketers to collaborate in ensuring the availability 

of safe, high-quality, and sustainable baby care solutions for future generations in India. 
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Introduction 

India is on an ambitious trajectory with the vision of becoming a developed nation by 2047—marking 100 years of its 

independence. As we move towards this transformative goal of Viksit Bharat 2047, every sector of the economy, 

society, and governance must evolve to meet the needs of a progressive, inclusive, and prosperous India. One such 

critical, yet often underappreciated, sector is baby care—a domain that plays a pivotal role in shaping the nation’s 

future generations. 

In a country as diverse and populous as India, the well-being of infants and young children is directly tied to the 

nation's human capital development. The baby care industry, encompassing products like baby food, diapers, wipes, 

skincare, hygiene items, clothing, toys, and health supplements, not only supports the health and development of 

newborns but also empowers parents, particularly mothers, by offering them convenience, confidence, and care. 

Aligning the growth of this sector with the Viksit Bharat 2047 vision entails a multidimensional approach—leveraging 

technology, sustainability, health standards, accessibility, and economic inclusivity. 

1. Demographic Significance and Societal Impact 

India is home to the largest number of births globally, averaging over 24 million annually. This immense base of new 

parents creates a robust and sustained demand for baby care products. However, the sector’s potential remains partially 

untapped due to disparities in income, awareness, and accessibility across urban and rural populations. 
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A developed India by 2047 cannot afford to overlook the early stages of human development. Investing in baby care 

is an investment in the cognitive, emotional, and physical well-being of the future workforce. From reducing infant 

mortality to supporting early brain development, baby care products form the first layer of protection and support in 

a child’s journey. As such, integrating the baby care industry into India’s developmental framework reflects a long-

term commitment to nation-building. 

2. Current Market Landscape 

India’s baby care market has witnessed consistent growth, estimated at over INR 20,000 crore and projected to expand 

at a CAGR of 11-14% over the next decade. Urbanization, higher disposable income, nuclear family structures, 

increased female participation in the workforce, and growing awareness regarding child health have contributed to 

this rise. 

Segment-wise, baby diapers, skincare products, and nutrition supplements lead the market. Online retail and e-

commerce platforms have also revolutionized accessibility, especially in Tier-II and Tier-III cities. However, 

significant challenges remain, such as affordability, quality assurance in unorganized sectors, and uneven rural 

penetration. These issues must be addressed to ensure equitable and sustainable growth across all regions and 

economic strata. 

3. Vision 2047: Strategic Objectives for Baby Care Development 

To align with the Viksit Bharat 2047 vision, the baby care sector must be shaped by five strategic pillars: Accessibility, 

Affordability, Awareness, Innovation, and Sustainability. 

A. Accessibility 

The government and private players must ensure that baby care essentials are available in every corner of the country. 

Rural and semi-urban outreach programs, mobile health units, subsidized product schemes, and partnerships with local 

self-help groups (SHGs) and Anganwadi workers can ensure wider distribution. 

B. Affordability 

Making baby care products affordable through schemes like public-private manufacturing collaborations, subsidies 

for essential items like diapers or baby food, and tax relief for companies producing eco-friendly or indigenous 

alternatives can reduce the financial burden on low-income families. 

C. Awareness 

Public education campaigns focused on infant nutrition, hygiene, and developmental needs must be amplified through 

schools, health centers, and media platforms. The use of regional languages and digital tools can enhance outreach 

and impact. 

D. Innovation 

India must invest in research and development for baby care products that are tailored to local climatic, economic, and 

cultural conditions. This includes innovations in biodegradable diapers, organic skincare, fortified weaning foods, and 

wearable tech for infant health monitoring. 

E. Sustainability 

Sustainability must form the core of India’s baby care evolution. Plastic waste from diapers and wipes, chemical-laden 

cosmetics, and packaging contribute to environmental degradation. By 2047, the industry should lead in adopting 

biodegradable, reusable, and non-toxic alternatives that ensure both child safety and ecological balance. 
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4. Public Health and Nutrition Integration 

Nutrition is one of the most crucial pillars of early childhood development. The baby food segment, including milk 

formulas, cereals, and supplements, needs to be regulated, monitored, and integrated with national programs like 

POSHAN Abhiyan, Integrated Child Development Services (ICDS), and National Health Mission (NHM). 

A well-nourished child is less likely to suffer from stunting, anemia, or developmental delays. Therefore, ensuring the 

quality, nutritional adequacy, and cultural acceptability of baby food is essential for achieving the Sustainable 

Development Goals (SDGs), especially Goal 2 (Zero Hunger) and Goal 3 (Good Health and Well-being), by 2047. 

5. Digital Transformation and Smart Parenting 

The rise of digital platforms presents a golden opportunity to revolutionize baby care in India. From telemedicine for 

infants to mobile apps offering parenting tips, health alerts, and developmental milestone tracking—technology can 

empower parents with knowledge and support like never before. 

Government initiatives under Digital India can be extended to include baby care apps linked with health records and 

immunization updates. E-commerce platforms can offer product comparisons, verified reviews, and personalized 

subscriptions for baby essentials, reducing the urban-rural gap in product quality and information access. 

6. Skill Development and Employment Generation 

The baby care industry is labor-intensive and offers significant employment opportunities, especially for women. 

From manufacturing to packaging, distribution to marketing, daycare services to home-based child nutrition 

counseling, the sector can create millions of jobs by 2047. 

Skill development initiatives under the Skill India Mission should include modules on pediatric care, baby product 

safety standards, maternal counseling, and traditional infant health practices to build a qualified, sensitive, and 

informed workforce. 

7. Local Entrepreneurship and ‘Make in India’ 

Promoting indigenous baby care brands can reduce dependency on imports and support local economies. Make in 

India and Startup India campaigns can be leveraged to encourage MSMEs and startups to enter the baby care domain 

with innovative, cost-effective, and culturally rooted products. 

Startups can explore areas like plant-based diapers, Ayurvedic baby oils, millet-based baby food, and regional 

babywear, creating a vibrant ecosystem that supports economic self-reliance and export potential. 

8. Policy Support and Regulatory Framework 

Achieving the goals of Viksit Bharat 2047 will require robust policy backing. Regulatory authorities must tighten 

safety standards, implement quality certifications, and monitor labeling practices for baby care products. 

Collaborations between the Ministry of Health and Family Welfare, Ministry of Women and Child Development, BIS, 

FSSAI, and private manufacturers will be essential for streamlined governance. 

Furthermore, budgetary allocations toward infant health and hygiene products in government schemes and inclusion 

of baby care under public distribution systems (PDS) can serve as critical enablers for long-term development. 

Conclusion: Towards a Nurtured and Developed India 
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The baby care sector may seem like a niche, but its relevance to national development is enormous. A country that 

invests in the well-being of its youngest citizens lays a solid foundation for a healthier, happier, and more productive 

future. As India walks the path to becoming a Viksit Bharat by 2047, reimagining baby care not just as a commercial 

industry but as a public good will be a defining feature of our developmental success. 

By ensuring every baby in India has access to quality care—irrespective of their socio-economic background—we do 

not merely nurture children; we nurture a nation. This holistic, inclusive, and future-ready approach to baby care is 

what will make India’s tomorrow brighter, stronger, and truly developed. 

Review of Literature 

Here are reviews of literature related to the study “Nurturing Tomorrow: Baby Care Products in the Vision of 

Viksit Bharat 2047”, structured from 2019 to 2024. These reviews reflect evolving insights into the baby care industry 

in India, its challenges, consumer behavior, and alignment with national development goals: 

Sharma & Verma (2019) conducted a survey-based study among urban mothers in Tier-I cities and found that rising 

disposable income and exposure to global parenting trends significantly influenced purchasing decisions. The study 

emphasized the dominance of international brands in Indian markets and a growing preference for organic and toxin-

free products. However, limited awareness about product safety standards and regulatory oversight was identified as 

a concern. 

Rathi & Chauhan (2020) highlighted how e-commerce platforms revolutionized access to baby care products, 

especially during the COVID-19 pandemic. Their study revealed that digital convenience, product variety, and 

doorstep delivery attracted young, tech-savvy parents. However, the authors pointed out that trust in online quality 

assurance and counterfeit risks remained major challenges. The research recommended the need for stricter digital 

regulations for baby product listings. 

Patel (2021) focused on rural regions of Gujarat and examined the affordability and availability of baby care items. 

The study found a stark gap in product penetration between rural and urban areas. Cost was a major barrier, and many 

rural households relied on traditional home remedies and cloth-based alternatives. The study called for subsidized 

schemes and government-supported distribution networks to bridge this gap. 

Mehra & Singh (2022) explored the environmental consequences of single-use baby care products, particularly 

diapers and wipes. Their study revealed alarming levels of non-biodegradable waste generated from urban households. 

The authors stressed the urgency of adopting eco-friendly alternatives, investing in biodegradable technology, and 

promoting public awareness campaigns to shift consumer choices toward sustainable options. 

Kumar & Das (2023) reviewed existing policies and regulations related to infant nutrition and baby care product 

safety. They found inconsistencies in enforcement, particularly in monitoring the quality of baby food and skincare 

products sold in unorganized markets. The study recommended stronger coordination between FSSAI, BIS, and state-

level regulatory bodies to ensure uniform safety standards and public trust. 

Iyer & Jindal (2024) aligned their study with the national vision of Viksit Bharat 2047 and proposed a roadmap for 

developing the baby care sector as a national priority. Their review highlighted how investing in baby health and 

hygiene aligns with long-term goals related to demographic dividend, female empowerment, employment generation, 

and sustainable development. They proposed a five-pillar approach: innovation, affordability, accessibility, awareness, 

and sustainability. 

Objective 

To examine the association between demographic factors and consumer preferences for baby care product categories 

in the context of Viksit Bharat 2047 
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Research Methodology  

For the present study titled "Nurturing Tomorrow: Baby Care Products in the Vision of Viksit Bharat 2047," a sample 

of 100 participants from the state of Haryana was selected. Primary data collection methods were employed to obtain 

firsthand insights from respondents. Quantitative data were gathered using structured questionnaires, surveys, and 

online tools to assess consumer perceptions, purchasing patterns, and influencing factors related to baby care products. 

Frequency analysis and Chi-square tests were applied to derive significant relationships and trends from the data. In 

addition, qualitative information was sourced from relevant online articles, journals, and books, as well as through 

focus group discussions. These qualitative methods provided a deeper understanding of consumer motivations, 

preferences, and contextual factors, thereby enabling a comprehensive perspective on the evolving baby care products 

market within the vision of Viksit Bharat 2047. 

Data Analysis 

Data analysis involves examining and interpreting collected information to uncover patterns, trends, and insights. 

Through statistical techniques and tools, it aids in drawing meaningful conclusions, supporting decision-making, and 

addressing research objectives. 

Frequency Analysis of Demographic Variable 

Demographic Variables 

 

Frequency 

 

Age 

18-25 33 

25-30 29 

30-35 21 

Above 35 17 

Total 100 

Marital Status 

Unmarried 38 

Married 62 

Total 100 

Educational Qualification 

Graduation 21 

Post graduation 37 
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M. Phil/Ph. D 28 

Others 14 

Total 100 

Source:  Researcher’s Compilation 

The demographic variables provide valuable insights into the composition of the surveyed population. In terms of age 

distribution, the majority of respondents fall within the 18-25 and 25-30 age brackets, comprising 33% and 29%, 

respectively. Notably, a significant portion falls in the 30-35 age groups (21%), and a further 17% are above 35, 

reflecting a diverse representation across various career stages. Regarding marital status, the data reveals that 62% of 

respondents are married, while 38% are unmarried. This marital diversity underscores the importance of considering 

the potential impact of family responsibilities on career choices and advancement. Educational qualifications exhibit 

a range of academic achievements, with 37% holding postgraduate degrees, 28% having pursued M. Phil/Ph.D. 

studies, 21% completing graduation, and 14% falling into the "Others" category. This educational diversity highlights 

the varied backgrounds of individuals contributing to the study, emphasizing the need for nuanced approaches in 

addressing career advancement challenges within this demographic. 

Frequency Analysis of consumer preferences for baby care product categories 

Statements SD D N A SA 

I prefer baby care products that are made from natural and chemical-

free ingredients. 3 5 2 17 73 

The safety and quality certifications of baby care products strongly 

influence my purchase decisions. 8 7 3 55 25 

I am willing to pay a higher price for eco-friendly and sustainable baby 

care products. 3 3 5 32 57 

Brand reputation plays a significant role in my choice of baby care 

products. 3 4 5 53 35 

I actively look for product reviews and recommendations before buying 

baby care items. 7 6 7 33 47 

Availability of baby care products in local markets affects my buying 

decisions. 11 4 5 33 47 

Government regulations and quality control standards for baby care 

products should be made stricter by 2047. 4 4 5 32 55 

Packaging design and ease of use are important factors in choosing 

baby care products. 1 3 7 27 62 

Online platforms have made it easier for me to explore and purchase 

baby care products. 2 2 8 25 63 

I believe innovations in baby care products will contribute to healthier 

future generations in Viksit Bharat 2047. 2 8 3 25 62 

Source:  Researcher’s Compilation 
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The frequency analysis of consumer preferences for baby care product categories reveals clear patterns in attitudes 

and priorities. A majority of respondents strongly agreed that natural, chemical-free ingredients (73 SA) and eco-

friendly, sustainable options (57 SA) are crucial in purchase decisions, highlighting the growing inclination toward 

health-conscious and environmentally responsible choices. Safety and quality certifications also hold substantial 

weight, with 55 respondents agreeing and 25 strongly agreeing, indicating trust in verified standards. Brand reputation 

(53 A, 35 SA) and product reviews (47 SA, 33 A) significantly influence choices, demonstrating the importance of 

credibility and social proof. Accessibility plays a role, as seen in preferences for availability in local markets (47 SA, 

33 A). There is also strong support for stricter government regulations by 2047 (55 SA) to ensure quality control. 

Packaging and ease of use (62 SA) emerged as important product attributes. Furthermore, online platforms have 

enhanced convenience (63 SA), while innovations in baby care products are widely believed to contribute to healthier 

future generations (62 SA). Overall, the analysis underscores a consumer base that values safety, sustainability, 

innovation, and accessibility, aligning with the developmental vision of Viksit Bharat 2047 for nurturing healthier and 

well-cared-for children. 

H0: There is no significant association between Age and consumer preferences for baby care product categories 

in the context of Viksit Bharat 2047 

Chi-Square Tests 

Age Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 52.004 48 .021 

Likelihood Ratio 61.094 48 .097 

Linear-by-Linear Association 1.112 1 .292 

N of Valid Cases 100   

Source:  Researcher’s Compilation 

The chi-square test was conducted to examine the association between Age and consumer preferences for baby care 

product categories in the context of Viksit Bharat 2047. The results show that the Pearson Chi-Square value is 

52.004 with 48 degrees of freedom and a significance level (p-value) of 0.021, which is less than the 0.05 threshold. 

This indicates a statistically significant association between age and consumer preferences for baby care products, 

leading to the rejection of the null hypothesis (H₀). 

The Likelihood Ratio value of 61.094 with a p-value of 0.097, although higher than 0.05, still complements the 

findings from the Pearson Chi-Square by indicating potential patterns of association. The Linear-by-Linear 

Association statistic (1.112, p = 0.292) suggests that while the association exists, it may not follow a strictly linear 

trend. 

These findings imply that consumer preferences for baby care products vary significantly across different age groups, 

possibly due to generational differences in awareness, purchasing power, exposure to eco-friendly innovations, and 

trust in certifications. This insight is crucial for policymakers and businesses aiming to promote sustainable and high-

quality baby care products as part of Viksit Bharat 2047, ensuring strategies are tailored for specific age segments. 

H0: There is no significant association between Marital Status and consumer preferences for baby care product 

categories in the context of Viksit Bharat 2047 
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Chi-Square Tests 

Marital Status Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 24.777 16 .044 

Likelihood Ratio 31.760 16 .011 

Linear-by-Linear Association 3.951 1 .047 

N of Valid Cases 100   

Source:  Researcher’s Compilation 

The chi-square test was performed to investigate the association between Marital Status and consumer preferences 

for baby care product categories within the framework of Viksit Bharat 2047. The Pearson Chi-Square value is 

24.777 with 16 degrees of freedom and a p-value of 0.044, which is below the 0.05 significance level. This indicates 

a significant association between marital status and baby care product preferences, leading to the rejection of the null 

hypothesis (H₀). 

Additionally, the Likelihood Ratio is 31.760 with a p-value of 0.011, reinforcing the evidence of a significant 

relationship. The Linear-by-Linear Association value of 3.951 with a p-value of 0.047 further supports the presence 

of a significant trend between marital status and consumer preferences. 

These results suggest that marital status influences how consumers perceive and choose baby care products, potentially 

reflecting differing priorities or needs between married and unmarried individuals. This insight can help marketers 

and policymakers customize product offerings and communication strategies to better align with the preferences of 

different marital groups in line with the vision of Viksit Bharat 2047. 

H0: There is no significant association between Educational Qualification and consumer preferences for baby 

care product categories in the context of Viksit Bharat 2047 

Chi-Square Tests 

Educational Qualification Value df Asymp. Sig. (2-sided) 

Pearson Chi-Square 49.971 48 .035 

Likelihood Ratio 51.506 48 .338 

Linear-by-Linear Association .290 1 .590 

N of Valid Cases 100   

Source:  Researcher’s Compilation 

The chi-square test examined the association between Educational Qualification and consumer preferences for 

baby care product categories in the context of Viksit Bharat 2047. The Pearson Chi-Square value is 49.971 with 
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48 degrees of freedom, and the p-value is 0.035, which is below the 0.05 significance level. This indicates a 

statistically significant association between educational qualification and consumer preferences, leading to the 

rejection of the null hypothesis (H₀). 

However, the Likelihood Ratio of 51.506 with a p-value of 0.338 suggests a weaker confirmation of this association. 

Additionally, the Linear-by-Linear Association value of 0.290 with a p-value of 0.590 indicates no significant linear 

trend between education level and preferences. 

Overall, the findings suggest that educational qualification influences baby care product preferences, but the 

relationship may not follow a simple linear pattern. This insight highlights the importance of tailoring marketing and 

awareness strategies according to educational backgrounds to promote better-informed choices aligned with the vision 

of Viksit Bharat 2047. 

Conclusion 

The study, Nurturing Tomorrow: Baby Care Products in the Vision of Viksit Bharat 2047, reveals important insights 

into consumer preferences, perceptions, and behaviors surrounding baby care products in India, particularly within 

the vision of a developed and sustainable nation by 2047. The findings indicate a strong consumer inclination towards 

natural, chemical-free, and eco-friendly baby care products, highlighting increasing awareness about health and 

environmental sustainability among Indian consumers. Safety certifications and brand reputation also emerged as 

critical factors influencing purchase decisions, underscoring the importance of trust and quality assurance in this 

sensitive product category. 

Demographic factors such as age, marital status, and educational qualification were found to significantly impact 

consumer preferences, demonstrating that personalized marketing and product positioning strategies can better address 

the diverse needs of various consumer segments. The growing use of online platforms has enhanced access and 

convenience, while innovations in baby care products are widely seen as pivotal in nurturing healthier future 

generations, aligning with the broader developmental goals of Viksit Bharat 2047. 

However, gaps remain in government regulations and quality control, with consumers calling for stricter standards to 

ensure product safety and efficacy. Packaging and ease of use also influence buying decisions, suggesting that 

functional and user-friendly designs can enhance product appeal. 

In conclusion, this study emphasizes that the baby care product market in India is evolving with a strong focus on 

health, sustainability, and innovation. To fully realize the vision of Viksit Bharat 2047, stakeholders—including 

manufacturers, policymakers, and marketers—must collaborate to ensure high-quality, safe, and accessible baby care 

solutions that support the well-being of future generations while fostering sustainable growth in the sector. 

 


