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ABSTRACT

Even though recent years have not been extreraetydble for the luxury industry, but still devedmbas well as
the emerging market is playing their prestigious tto attract the consumers worldwide. Interestiregiough, the growth
of luxury commodities has increased in the recesary. All in all, luxury marketers this year aréngsmost sophisticated
marketing tools to woo and retain their target comsrs. In this many countries are involved from eleped to
developing countries across the world. Accordingh® ASSOCHAM-KPMG study, the Indian luxury markgbwth is
estimated at 30 per cent and projected to reachifiidn by 2016. This rate of growth has been deged by the
accelerating influence of the affluent class, highh worth individuals with an appetite for luxurgagls consumption, ever
growing middle class population, sophisticated comsrs with a desire for exclusive products. Buil] &tis in a

blossoming stage of development in India and pithsiérhas a greater share in the global luxury keér
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INTRODUCTION

It has been evident from the history that luxuag lbeen present in one or other form of consumpgientices
and that the luxury goods have existed for agesr@/luxury product such as silks were consumedttdus, respect, and
pleasure, where luxury products were consumed thgcrgince their overgenerous nature seriously compsed
consumer$ modesty and equality, important values at the tifie Indian market for luxury goods has provedeoa
very beneficial market and the rate of growth hatpaced that of other consumer goods categorigsedhy’s fast moving
economy, marketing has a critical and crucial tolglay in piquing interest and generating demarite recent trends
have found that, the emerging to suggest thataffleonsumers crave a mix of effective technology wadition, when
they interact with luxury marketers. The luxury keters can take an efficient stand out in the aesvded advertising
buzzword by providing interactive content, whiclelided social media sharing as well as consistergsage across all

the channels.
Global Economic Outlook

When it comes to the global economy, the percepfoconsumers changes according to time and &itugdne
concern with the global luxury industry, it is grnongy accordingly. The perception and attitude ofulyx market
consumers’ changes, as in change of country’s kamigwl As there was a decline in the luxury aspettsonsumers
toward the purveyors of luxury products was basical the rise in income inequality. Thus the asble income of the

upper class or upper income households is grovastgf than compared to the overall incomes of copsst
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The main objective of the paper is to identify theury attitude of Indian consumers, when compaucedther
developed luxury markets; such as the eminent hedifth largest luxury market, the China, goingviard with Japan
who is the world’s second largest luxury markeeiathe united states. According to the Euromonitowas found that
many markets has emerged under top 10 luxury markehe world is the Eurozone, which comprisestalf/., France,
Germany and Spain, they are respectively the43, 7" and 9" place in the list of largest luxury markets in tierld.
Many of the countries are in a downfall of thedaxmarket and they are in the stage of recovargh as the Germany,
United Kingdom, France, Spain, Italy. These coestare mainly in the obscure fall because of tiheasons like the

rising value of currency, economy imbalance, latkrmployment opportunities, massive investmenbiad assets.

The developed country United States of America deeeloped as a giant market of luxury productsicivh
always attract the people’s all over the world. Theted States is the first larger luxury marketshie world, in 2014 the
economic growth of US was modest this has contipualluenced the growth of consumer spending, ey they are

spending their valuable money on expensive andrjuautomobiles.

After a broad outlook on the major luxury markatsoss the world, the eye comes to the emergingatsain the
world, which are mainly claims Russia, Brazil, mmrer India. Even through the consumer spending trasiowed
slightly in these countries, but interestingly,eaff012 the most recent years in India as beindatstest grossing luxury

market in the Asian countries.
Perception and Attitude of Consumers Towards LuxuryProduct Across the World

The shopping habit spending power, attitude, amtpant for luxury goods are entirely differentcasr all the
countries in the world. In case of china’'s maturingury buyers are basically caring and involve taisout the quality
and exclusivity of luxury goods. In other countriesainly Hongkong and Singapore, luxury for themtfse lofty price
point. In China peoples who are very luxury congsidefined owning a luxury item is considered atatus symbol. On
the other hand when talking about Hongkong courftry,them quality is a more important factor whidarchasing or
consuming a luxury item or goods. They basicalllielve that luxury is evaluated to expensive itetmat tare mainly

designer ware and most exclusive.

When we consider the consumer profiling of Asimmsumers, which can be splited into four boardedififit

categories, which is based on their attitude, bieha@and shopping preference for a luxury produdhimluxury market.
»  Exclusivity Seeker
* Indulgent Traveler
»  Virtual Shopper
e Luxury Bargain Hunter

These are the board consumer which is segregegettiey based on shopping in the luxury market. firseone
“Exclusivity seeker” are the consumers, who haveagge disposable income and can spend on luxurgygts in a
number of categories. When considering the “Induigeaveler” these are mainly and mostly the mdilthe society, who
splurges at airport, primarily on hard to buy lux@goods such as expensive watches and jewelry. nV\¢bening to
“Virtual shopper” these consumers usually browsénberest for luxury online, for prioritizing unigufinds. On the other

hand “Luxury bargain hunter”, these consumers haslé¢ast buying power and they mainly prefer to they goods or
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items which are tax free and spend more amountowiey on electronics.

Finally, it can be concluded that brands can ssehographic information, which can help them teftune their
marketing strategies and targeting their ultimatesumers within the luxury space. So it could @y said exclusivity
seeker’s buy luxury goods for heightened qualitielsile the indulgent traveler look for luxury goods a social status
symbol among the people, they always look for Istsid brands that could be easily recognized bgrettDifferent
countries across Asia have varied segments andgiop of individual personalities. Such as Hongldras the highest
number of indulgent travelers, whereas China istipna®vered with exclusivity seekers. In Singapaffuents mainly
prefer to be a luxury bargain hunter. Accordingtlie data mentioned in an article reaching Asiarutyxconsumers
require deeper psychographic understanding.

In today’s reality concept of luxury is board chad with the attitude and perception of consumacioss the
countries in the world. The primary demand of unidn high value products, rare and unigue itenesessary
commodities which could make consumers “mainly mady”, who from time to time, changes and transfdoineir desire
and pleasure to acquire a luxury item and goodsrigdlity. The entire objective of this researctichr is an exploratory
and descriptive analysis of the perception antudti attached to the prominent word “luxury” theweals the acquisition

and consumption behavior of the consumers towdfuixury products.
Luxury Outlook of China with India

China is the world’s fifth largest market of luyusiccording to Euromonitor, all the eyes are andhles volume
of India and China luxury products. China has mber of successful luxury brands, in China luxunjeeed in 1992 and
grew at 27% in its first 10 years. For examplesitdduitton has 35 stores in China against threéndia. Moreover,
Indian buyers are more sentimental and emotionakiure, still they believe in traditional prefecensuch as jewellery
and clothings. Also, they are very price consciand less brand aware. Even though the Indian mésketry young in
the case of luxury products, because luxury enteréadia only five years ago, where as China hastrdeveloped sector
of the luxury market, where it does not have stnad barriers such as foreign investment and diso.

Even though facing all challenges India stillla tising stage of the luxury market in the woddew numbers
of business groups have emerged as consolidatduguofy brands. Out of 40 plus luxury brands aresent in the country
like Genesis color, Reliance brands, major bramas BLF brands have number of franchises, distribatgreement or

joint venture.
The Luxury Concept in India: its Evolution and Future Prospects

Despite of glorious historical connection of Indhathe early years, mainly where Raja’s and Majaaravho were
fond of luxury and expensive goods. Still now thewgng and increasing population of affluent Indiaro are blessed to
afford the most coveted brands. The brand awardegstis in uptrend and it is continuously growiimgindia. Indian
affluent class mainly buys luxury products on tH@iand value and quality and then they stick todasnbrands. In the
existing Indian scenario luxury, market is scatieaeross the five star and luxury hotels and aisf@w premium malls.
Currently in India there are four luxury malls sueh DLF Emporio in NCR, Palladium in Mumbai, ThellEction- UB
city in Bengaluru, and New Bergamo Mall in Chennailndian context the house of luxury brands likenani, Louis

Vuitton, Estee Lauder and Versace.
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Currently, luxury brands of other countries areeeinfj the market mainly though joint venture/ fraise
agreements with a domestic partner. In today’s agenthe budding luxury market in India is faciagot of problem,
challenges and obstacles such as staff shortagje tdmation, poor infrastructure, expensive retdteswhich are the basic
requirement of the nature of the luxury market. $hecess and future of retail sector in India ayeeted to ride high in
India’s going domestic consumer base, populatiopaegion, increasing mall infrastructure, rising ftmption and
spending trends. As per the census of India 20&detB3 cities with million plus population, whicbroprises of top 8
cities, namely Ahmedabad, Bengaluru, Chennai, D&HAR (national capital region), Hyderabad, Kolaattlumbai and

Pune, all of which indicates a massive domesticoome base.
Emergence of Indian luxury

In 2013, luxury champagne player Moet Hennessyp wheviously used to offer only imported products,
launched its first Indian-made wine. The strategswnainly aimed to target a new breed of consunidrese positive
trends are indicative of a growing comfort arouhd toncept and quality products being made in Irtlee traditional
Indian luxury shopper is now more aware than beéoré is willing to look beyond the geographic liatibns that once
determined purchase decisions. The traditionalaimdiixury consumer has also increasingly focusedahiple aspects
such as cost, after sales service, etc. while ngatkia choice. Homegrown players have capitalizedraditional Indian
strengths in areas such as textiles, leather, jgweld personal care to gain popularity both indrethd abroad. Examples
include fashion designers such as Ritu Kumar anby&sachi; high-end Ayurvedic personal care compBaoyest

Essentials; and hospitality players such as Tagr@itand ITC.

LUXURY WATCHES

APPAREL AND ACCESSORIES
VINTAGE SPIRIT NAD LIQUOR
JEWELRY
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Source: Kotak Wealth Management Report 2012
Figure 1: Luxury Consumers Preferring to Shop in Irdia Over Abroad (%)

e Defining Luxury

The luxury concept is evaluated by the society ilarge context, the extended of desire, abilitye(do price,
superior quality, aesthetics, exclusively or syngm) of a luxury brand is mainly defined by the maxposed affluent
class. There is growth in luxury brands acrossdn&ome of Indian luxury brands are Ashmin, BuelieBa, Casa
Parodox, Esemble, Farah Khan, Jagur- Land RoveraWila, Prestige the man store, Ravissant, Vaviitlan, etc. Some
of selected international luxury brands preseniniia- Audi, BMW, Burberry, Canvas, Dior, Gucci, Hgy Davidson,

Mercedes Benz, Omega, Rolex, Versace, etc.
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« Demographics of Luxury

In the last few decades, there has been a magmifitcse in supply and demand of luxury producbssrindian
boundaries. Recent research has shown that thareiigrease in net worth of the income level ef plopulation in India
among all the groups of individual, however theé&tror ultimate audience of luxury is not limitedjtst HNS (high net
worth households). The purchasing power of the uppddle class income group also has increasedtgarifly to afford
a few luxury goods. All the areas of population aftuenced widely, drawing the luxury client fronorth India to NCR,
western India to Mumbai, southern India in Cherenadl Bengaluru. This influence covers all the atbas are urban,

semi- urban, rural areas adjoining these cities.
* Location Matters

Over the world when it comes to Indian margin mafsthe luxury brands prefer to function from theef star
hotels and luxury/ premium malls, because in Indiancern, there is no single main street like theAenue in New
York or Bond street in London that has an abundafidexury stores. Mainly luxury brand does notfpreto operate on
the streets of India due to prevalent traffic catige problems and lack of quality space. The apgpate location for a
luxury brand is one of the important parametersciviieflects the positioning of the brand. Louis ttan a luxury brand

which started its operation in India, with the ffiinso stores in luxury malls of New Delhi and Mumba
e Luxury Clusters in India

When it comes to Indian luxury consumption, it stitates only 1 to 2 per cent of the global luxumarket.
Moreover, with increases in the HNI population, theerall rise in disposable income places India mgnthe leading
global destinations for luxury brands. Currentlyxdry consumption in India is concentrated in DelMiumbai and
Bengaluru, with the preference for luxury goodsvwgng across the country’s top 10 cities. DLF Empoiri Delhi,
Palladium in Mumbai and UB City in Bengaluru arensoof the luxury malls in India. South India haseeged as a
primary driver of India’s luxury market. In thisgen, the population tends to be highly receptwenéw products and
flavors as compared to other regions of the courtryNorth India, the demand for premium and impdrgoods has
witnessed a boom in the metros as well as othiersciin the last few years, cities such as Suagpud, Lucknow, Nagpur,
Coimbatore and Kanpur have witnessed prominent irawincome distribution. The number of high-inc@mouseholds
in these cities is estimated to grow at around 20 gent annually, as against 13.7 per cent in rpelitan cities.
Considering this strong growth momentum will conénin coming years, luxury brands have been evglvapidly and

expanding their footprint in high streets in thp fi® cities, luxury hotels and high-end residerdialas.
Ranking of India's Leading Luxury Retail Cities

» Delhi NCR: Delhi NCR tops most of the parameters on which a&ebour retail attractiveness quotient. The city
tops all real estate drivers and also the sociafmspgical parameters. As a result, Delh NCR stdinsisin rank

and we can deduce that it has the most enrichiiag legacy among the Indian cities.

e Mumbai: With the highest in-migration and a large numbeS&C A and SEC B population, Mumbai has the
highest retail demand potential. However, a lackwilability of land parcels leading to high reimtprime areas
acts as a dampener that causes Mumbai to lag bBleiindl in terms of existing retail stock, and atsgainst other

cities when compared to the upcoming supply. Thgh hiropensity to consume creates an inherent shgppi
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culture, which helps sustain the rise in demanddtailers.

¢ Bangalore: Bangalore ranks high on the chart with its gooditensciousness and the existing and upcoming
supply. In addition, affordable rents in the cityompared to other Tier | and some Tier Il citiéms helped retalil
to flourish here. However, the city has lesser kbokl expenditure even when compared to Kolkata and
Chennai.

e Chennai: Chennai, with its affordable rents and good higkettstock in contrast to the organized retail kstoc
has received the fourth rank. In addition, thedangmber of high and upper-mid residential unitstded in the
last three years would be able to create the rdtihand. However, many from Chennai migrate to rokhe

destinations such as Bangalore, Hyderabad and Rariedicated by their low migration rates.

« Kolkata: The best that Kolkata can offer to retailers is #tigactive household expenditure and an illustiou
high-street variety retailing. It has a fairly higbncentration of SEC A and SEC B households wpospensity
to consume is usually higher than others. Howenatts in prime areas are not affordable and theel retbck is
also low, both of which make penetration of thaitets difficult.

¢ Hyderabad: Hyderabad offers attractiveness in terms of affokelaents, which is higher only in Pune among the
Tier 1l cities. In addition, a huge amount of upéogisupply in the next three years would naturakep the
momentum in consumption alive in the future. Howevesser household income and household expesditur

have ranked it lower.

e Pune: Pune provides the most affordable rents in primeas among the Tier | and Tier Il cities. The high
migration rates will be well supported or even exdsal in the future, given that the city has a lasfiee space
supply per capita in the pipeline. However, low $shold income and expenditure compared to most otties
has ranked it the lowest.

Rising Wealth

The number of millionaires in India has been increasing steadily since 2011.
Indian households worth 250 million rupees (S2.8 million)
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Source: Kotak Waealth Managament THE WALL STREET JOURMNAL.

Figure 2: Rising Wealth, Big Spenders and Changingaste

There is a continuous increase in the wealth dfaim household, the number of millionaire Indiarugehold
worth of 250 million rupees ($ 3.8 million) increasby 17% from years 2014 to 2015. These figureeapected to grow

at a faster rate in next upcoming five years, atiogrto the Kotak Wealth Management.
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Big Spenders
Indians are spending more on luxury goods.
Luxury-goods sales
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Source: Euromonitor THE WALL STREET JOURNAL.
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Figure 3

According to Euromonitor records it is clearly teth that the luxury goods sales increased 25% % 2@s

compared with 7% in China.

Changing Tastes

Spending growth is highest in prernium beauty and personal care products.
Percentage increase in spending from 2012 to 2014

premium beauty and persoraiore [T
Travel Goods B
Accessories induding bags _ 28
I ] e
Clothes and shoes ] 24
Jewelry and watches _ 23
High-end electronic gadgets _ 19
Writing instruments and stationery _ 15
Source: Euromonitor THE WALL STREET JOURNAL.

Figure 4

International luxury brands command only a tingrehof the Indian market, where they face strongpetition
from local fashion designers and jewelry makerdidns prefer traditional dress and jewelry, buteshdoags and watches

from global brands are a hit. Indians are also lbgweg a taste for high-end skin care, expensiggge and fine wine.
Challenges Highlighted by Luxury Marketers in India

Despite of the increasing growth of luxury marketsindia, many global companies are facing sigaifit

challenges and problems to establish and operateusiness.

e Firstly, there is a lack of infrastructure in Indg many luxury brands have to operate their lgssitin premium

malls and five star hotels; so there is a limitegamsion of the market for luxury product in India.

» Secondly, Indian foreign investment rules are abersid to be roadblocks for many of the luxury breatdils in
Indian. Many international players in luxury protlatainly stand out for their brand image and gyatktowever,

this policy was a positive step, as it cuts dowa manufacturing cost, which was firstly done byh\&ats like
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Harley Davidson which entered into Indian markefate 2009 and have its plant in Haryana, werenalsbeg of
bike is done and which reduces the price by 20-28Btch in turn enabled to target large number ofdrs.

e Thirdly, the taxation policy of India has also imhced the Iluxury retailers across
India. The currency uncertainty of the rupee iseexpd to continue in coming years the duties clthogeluxury

products is much more i.e. twice and thrice of ptlmintries such as Europe and China.

*  Fourthly, since many international new luxury braih@gve entered into the premises of India withrénpeship of
Indian firms, so to find out right partner to sttré business is very difficult and challenging fob many luxury

retailers.

« Fifthly, even though the infrastructure facilitie$ India are continuously improving, but it is kiihsufficient.
There is a lack of warehouses, scarcity of logistighich thereby result in to lack of distributiacilities and

higher logistics costs.

e Sixthly, the luxury industry is facing shortage wéll trained manpower. Lack of trained manpowens igvell
acknowledged challenge that the Indian retail geictdustry is facing. Sensing an opportunity, luxgonnect,
development and education venture, has tied up avitlBDA Boceoni school of management, Italy to ¢dwa

luxury business management program in India.

e Seventhly, in India there continuously changestratsgies for entry of luxury brands from licensedjoint

venture to subsidiaries mainly due to lack of ¢yanin the retail environment of India.

» Lastly, in the large luxury market in India is aieas hindrance for luxury brand as countering ¢benterfeit
market for luxury product is on a rising stage ridib. For example the French luxury house Hermeslaaian

leather goods retail DA Milino are locked in a legattle over design copyright issues.
CONCLUSIONS

The luxury started from very early stage, i.enfrthe period of Raja’s and Maharajas. But stilliéhare many
hurdles and obstacles to enhance the luxury makeiss India. The luxury market in India is ahaaxtéasing visibility
with each passing year. With the increase in thxark product in today’s market, it indicates thapsnglobal luxury
brands recognize its potential in the Indian luxongrket. The luxury market in India is interestinghlanced today. The
luxury market growth over the past year becamedhigiiian expectations and this strong upward linkedy to continue
over the year ahead. Luxury has gone beyond D®lhmbai and Bangalore to Chennai, Hyderabad and ,Puhieh
collectively now have over 30 stores in appareteasories, watches and personal care. SimilarlfhNdumbai and
Gurgaon are two new distinct catchments that haverged (CII-AT Kearney India luxury review, 201The Optimism
surrounded by luxury players seems increasing,ssisskby positive consumer sentiment. Consumerspaoaiting much
faster than predicted, and are quickly easily gprga with global trends. Even though there is amédase in the luxury

market in India, still there is a long way ahead.
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