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Dr Sheetal Jain is Founder
and CEO, Luxe Analytics.

A SEAMLESS
PA T T ER N OF GROW T H

The Indian luxury fashion market was valued at about US$ 18.5
billion at the end of 2016, and has the potential to cross the US$
100 billion mark over the next seven to eight years.*
Dr Sheetal Jain, Founder and CEO of Luxe Analytics, talks
about the country’s aspirational consumers and how they have
fashioned the luxury brand segment.

What are the factors that have propelled
growth of the luxury fashion segment in
India?
The Indian luxury market is steadily growing at a rate
of 25% per annum, and is expected to reach US$ 50
billion by 2020 and US$ 180 billion by 2025. What has
propelled this growth is mainly the Indian middle class
who has the spending power to invest in affordable luxury
[products], also called ‘bridge brands’. Factors such as
globalisation, increasing awareness, improving standards
of living, and accessibility have also contributed to
this. Brands like Michael Kors or Kate Spade provide
consumers with affordable luxury styles in India. It is
not connoisseurs but rather aspirational buyers from the
middle class who are buying these brands. In due course
of time, they will move up the ladder and start buying
big ticket-size products as well. That would drive sales in
more expensive segments like apparel.

Which are the major products and brands
that are exported from India?
The jewellery segment sees the highest exports from the
country. The fourth annual Global Powers of Luxury
Goods report listed three Indian brands including Titan
Company Limited, and PC Jewellers Limited among the
top 50 luxury goods firms globally. The second major
segment is apparel, and the last is luxury automobiles.
When Tata acquired Ford Motor Company’s Jaguar
and Land Rover brands, the luxury automobile segment
witnessed a boost in export sales.
Where does India stand among luxury
fashion products exporting countries in
Asia?
The luxury market in India is at a nascent stage, and it
is too soon to comment on where it stands with respect
to the export of Indian luxury brands. However, it has
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been growing at a rapid pace for the past few years. In
the next five to ten years, we will see more homegrown
brands on international platforms and becoming
global disruptors.
What are the major export destinations
for luxury fashion?
The country’s major export destinations are London,
Paris, the UAE, and the US. These are also the countries
where most Indian fashion designers have set up stores,
owing to high demand. However, with the growth of
the Indian market, brands will slowly penetrate into
other countries.
Could you talk about the visibility of the
Indian apparel industry—in particular,
luxury fashion wear—on the global front?
The works of Indian designers like Manish Arora or
Sabyasachi Mukherjee (his recent collaboration with
Louis Vuitton was a great hit) are visible in the global
arena. Similar collaborations would be of great help and
provide more visibility to our brands because we have
great craftsmanship and the way our products are made
adds value. For example, Anita Dongre has designed
for Kate Middleton and Sabyasachi for Oprah Winfrey;
so there is a lot of visibility. Also, our designers have
participated in prestigious events such as Paris Fashion
Week and Milan Fashion Week.

India-born
Hollywood actress
Freida Pinto wore
a glittery gown by
designer Sanchita
Ajjampur at Cannes
Film Festival, 2013.

WHEN INDIAN BRANDS GO ABROAD THEY MUST
look at Western silhouettes and designs; it should be
traditional, yet contemporary and modern to be accepted
by the Western audience.
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THE KEY FORCES SHAPING THE GLOBAL
LUXURY MARKET

MILLENNIALS
TRAVEL

Above: The world took cognizance of the potential of designers
in India when the Duchess of Cambridge, during her visit to the
country in 2016, sported an Anita Dongre dress.

WEALTH

Above right: The new-age collection by Christian Louboutin and
Sabyasachi Mukherjee uses saree fabrics and ribbons from
Mukherjee’s personal collection.

What factors have given rise to ‘affordable
luxury’ in India?
Aﬀordable luxury—bridge brands—is outpacing other
segments in luxury. According to a report by Euromonitor
International, it is estimated to be worth around US$ 200
million and growing at a rate of 40% per annum. The
reason, as I said earlier, is that Indian buyers are aspirational
buyers. India has one of the youngest populations in the
world, and the standard of living is rising with increasing
per capita income. That is why aﬀordable luxury brands
are witnessing an increase in demand.
The Indian luxury market is diﬀerent from the
European or Chinese luxury markets. Even the European
markets are saturated, similar to China and Japan. But the
India market is nascent and that is why these aﬀordable
luxury brands are at a starting point. Burberry Brit has
come to India and can lure middle class consumers; they
will find high demand millennials who have the power to

THE FOUR KEY
ELEMENTS OF
LUXURY GROWTH
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buy. They are young and as and when they move up the
ladder, they will start buying more expensive products.
More than functionality/utility, it is a bespoke experience
to own such brands.
Aﬀordable luxury does not necessarily imply inferior
quality. For instance, for bags that cost `3 lakh and
above, the material used would be exclusive and they
would have been mostly handcrafted; and hence it would
take a long time to create a single piece. In an aﬀordable
luxury bag brand, there will be some diﬀerence with
respect to the product and its finish. It may not be
completely handmade and so the amount of labour and
time involved is less, and the fabric could be diﬀerent.
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Given that Indian fashion designers are
gaining popularity in international circles,
could India become the next global
disruptor in the segment?
Yes. Indian designers participate in international fashion
weeks. And India can [be a disruptor] but not in the near
future. It is still evolving, but may be in another 10 years,
it can if [Indian] brands manage to create their own
identity. Indian brands have the potential to go global,
but they have to take care and not compromise on quality;
otherwise, they will not be able to survive for long. One
has to live up to global standards and expectations.
When global brands come to India, they adapt to
Indian styles. Canali’s Nehru jackets are a case in point.
Similarly, when Indian brands go abroad they must
look at western silhouettes and designs; it should be
traditional, yet contemporary and modern to be accepted
by the western audience. Another important factor is
brand marketing.
How is the luxury market as a whole
growing in India?
Apart from fashion, growth is rapid in luxury automobiles;
the footwear and watches segments are also doing
remarkably well. Among Indian luxury watches, the
Swiss watch segment is doing well and growing. Demand
for automobiles—Audi, Mercedes, and BMW—is going up
every year.
Home and accessories, and handicrafts are also
registering growth. In the bags segment, homegrown
brands like Hidesign and Da Milano are doing well not
only in India but also abroad. 
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FIGURE 3: POWERFUL FORCES DRIVE
THE DEMOCRATISATION OF LUXURY
Demand Drivers
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New Luxury: Emotional Need,
Category Transformation
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(As told to Melissa Fernandes)
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