VoLUME No. 4 (2014), | ssue No. 08 (AuGUST) | SSN 2231-4245

INTERNATIONAL JOURNAL OF RESEARCH IN
COMMERCE, ECONOMICS & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories
Indexed & Listed at:

Ulrich's Periodicals Directory ©, ProQuest, U.S.A., EBSCO Publishing, U.S:A!, Cabell’s Directories of Publishing Opportunities, U.S.A!,
Open J-Gage, India [link of the same is duly available at Inflibnet of University Grants Commission (U.G.C.)],
The American Economic Association's electronic bibliography, EconlLit, U.S.A.,
Index Copernicus Publishers Panel, Poland [HililICVAIIEIGHSI08 & number of libraries all around the world.

Circulated all over the world & Google has verified that scholars of more than 3480 Cities in 174 countries/territories are visiting our journal on regular basis.
Ground Floor, Building No. 1041-C-1, Devi Bhawan Bazar, JAGADHRI — 135 003, Yamunanagar, Haryana, INDIA

http://ijrcm.org.in/




VoLUME No. 4 (2014), | ssue No. 08 (AuGUST) | SSN 2231-4245

CONTENTS

Sr. TITLE & NAME OF THE AUTHOR (S) Page
No. No.
1. |WOMEN IN LOCAL GOVERNANCE: A STUDY OF PRIS IN GANJAM DISTRICT 1

DR. URMALA DAS & SARBANI SANKAR PANIGRAHI

2. MICRO-CREDIT THROUGH REGIONAL RURAL BANKS (RRBs)-A CASE STUDY OF 6
SAPTAGIRI GRAMEENA BANK WITH FOCUS ON CHITTOOR DISTRICT
K. RAMANAMMA & DR. P. MOHAN REDDY

3. ROLE OF PUBLIC PRIVATE PARTNERSHIP IN URBAN INFRASTRUCTURE: A CASE 10
STUDY ON WEST BENGAL STATE IN INDIA
DR. MANAS CHAKRABARTI

4. INNOVATIONS AND TECHNOLOGY TRANSFER AS SOURCES OF EMPLOYMENT 16
STRUCTURE TRANSFORMATION BASED ON THE EXAMPLE OF THE VOLVO
GROUP

DR. JOANNA PRYSTROM & DR. KATARZYNA WIERZBICKA

5. A FACTOR ANALYSIS OF PRODUCT ELEMENTS FOR CONSUMER BUYING 24
PATTERN OF MALE GROOMING PRODUCTS IN SURAT CITY
TANVI B. BHALALA & GAUTAM DUA

6. RISK MANAGEMENT IN THE BANKS: AN ANALYSIS 29
KAJLEEN KAUR

7. PASSENGER EXPECTATIONS ON DOMESTIC AIRLINE SERVICES: AN ANALYSIS 39
DR. P. BABY

8. INNOVATIVE LEARNING PEDAGOGY IN BUSINESS SCHOOLS a4
RESHMA K. TIWARI

9. APPRAISAL OF INDIA’S LUXURY MARKET 48
AAKRITI CHAUDHRY

10. ROLE OF MICRO FINANCE IN OVERALL DEVELOPMENT OF SHGs 53

DR. K. EKAMBARAM & DR. JMJ.VINODINI

11. CUSTOMERS PERCEPTION TOWARDS HOUSING LOAN: A STUDY WITH 62
REFERENCE TO STATE BANK OF INDIA IN MAYILADUTHURAI TOWN
DR. K. KALIDOSS & A. RAVIKUMAR

12. A COMPARATIVE STUDY OF RISK AND RETURN: A CASE STUDY WITH 65
REFERENCE TO IT, TELECOM & AUTO SECTOR COMPANIES
NEERAJ GUPTA & DR. DEEPIKA SINGH TOMAR

13. PERFORMANCE OF LAND PURCHASE PROGRAMME IN KARNATAKA: WITH 72
SPECIAL REFERENCE TO SC’s AND ST’s
DR. RAJAMMA .N

14. | GLOBALISATION AND RURAL WOMEN IN INDIA: A CRITICAL EVALUATION 75
ABDUL SAAD KHAN & MOHAMMAD ZIA

15. | WEBSITE USAGE FOR IMPROVED GREEN MARKETING COMMUNICATION 77
PRASHANT KUMAR
REQUEST FOR FEEDBACK & DISCLAIMER 83

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME No. 4 (2014), | ssue No. 08 (AuGUST) | SSN 2231-4245

CHIEF PATRON

PROF. K. K. AGGARWAL
Chairman, Malaviya National Institute of Technology, Jaipur
(An institute of National Importance & fully funded by Ministry of Human Resource Development, Government of India)
Chancellor, K. R. Mangalam University, Gurgaon
Chancellor, Lingaya’s University, Faridabad
Founder Vice-Chancellor (1998-2008), Guru Gobind Singh Indraprastha University, Delhi
Ex. Pro Vice-Chancellor, Guru Jambheshwar University, Hisar

FOUNDER PATRON
LATE SH. RAM BHAJAN AGGARWAL
Former State Minister for Home & Tourism, Government of Haryana
Former Vice-President, Dadri Education Society, Charkhi Dadri
Former President, Chinar Syntex Ltd. (Textile Mills), Bhiwani

CO-ORDINATOR,
DR. BHAVET
Faculty, Shree Ram Institute of Business & Management, Urjani

ADVISORS
DR. PRIYA RANJAN TRIVEDI

Chancellor, The Global Open University, Nagaland

PROF. M. S. SENAM RAJU
Director A. C. D., School of Management Studies, I.G.N.O.U., New Delhi
PROF. M. N. SHARMA
Chairman, M.B.A., HaryanaCollege of Technology & Management, Kaithal

PROF. S. L. MAHANDRU

Principal (Retd.), MaharajaAgrasenCollege, Jagadhri

EDITOR
PROF. R. K. SHARMA
Professor, Bharti Vidyapeeth University Institute of Management & Research, New Delhi

CO-EDITOR.
DR. SAMBHAYV GARG
Faculty, Shree Ram Institute of Business & Management, Urjani

EDITORIAL ADVISORY BOARD
DR. RAJESH MODI
Faculty, Yanbu Industrial College, Kingdom of Saudi Arabia
PROF. SIKANDER KUMAR
Chairman, Department of Economics, HimachalPradeshUniversity, Shimla, Himachal Pradesh
PROF. SANJIV MITTAL
UniversitySchool of Management Studies, GuruGobindSinghl. P. University, Delhi
PROF. RAJENDER GUPTA
Convener, Board of Studies in Economics, University of Jammu, Jammu

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VOLUME No. 4 (2014), | ssue No. 08 (AuGUST) | SSN 2231-4245
PROF. NAWAB ALI KHAN
Department of Commerce, Aligarh Muslim University, Aligarh, U.P.
PROF. S. P. TIWARI
Head, Department of Economics & Rural Development, Dr. Ram Manohar Lohia Avadh University, Faizabad
DR. ANIL CHANDHOK
Professor, Faculty of Management, Maharishi Markandeshwar University, Mullana, Ambala, Haryana
DR. ASHOK KUMAR CHAUHAN
Reader, Department of Economics, KurukshetraUniversity, Kurukshetra
DR. SAMBHAVNA
Faculty, I.L.T.M., Delhi
DR. MOHENDER KUMAR GUPTA
Associate Professor, P.J.L.N.GovernmentCollege, Faridabad
DR. VIVEK CHAWLA
Associate Professor, Kurukshetra University, Kurukshetra
DR. SHIVAKUMAR DEENE
Asst. Professor, Dept. of Commerce, School of Business Studies, Central University of Karnataka, Gulbarga

ASSOCIATE EDITORS
PROF. ABHAY BANSAL
Head, Department of Information Technology, Amity School of Engineering & Technology, Amity University, Noida
PARVEEN KHURANA
Associate Professor, MukandLalNationalCollege, Yamuna Nagar
SHASHI KHURANA
Associate Professor, S.M.S.KhalsaLubanaGirlsCollege, Barara, Ambala
SUNIL KUMAR KARWASRA
Principal, AakashCollege of Education, ChanderKalan, Tohana, Fatehabad
DR. VIKAS CHOUDHARY
Asst. Professor, N.I.T. (University), Kurukshetra

TECHNICAL ADVISOR.
AMITA
Faculty, Government M. S., Mohali

FINANCIAL ADVISORS
DICKIN GOYAL
Advocate & Tax Adviser, Panchkula
NEENA
Investment Consultant, Chambaghat, Solan, Himachal Pradesh

LEGAL ADVISORS
JITENDER S. CHAHAL
Advocate, Punjab & Haryana High Court, Chandigarh U.T.
CHANDER BHUSHAN SHARMA
Advocate & Consultant, District Courts, Yamunanagar at Jagadhri

SUPERINTENDENT

SURENDER KUMAR POONIA

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/

iv




VoLUME No. 4 (2014), | ssue No. 08 (AuGUST) | SSN 2231-4245

CALL FOR MANUSCRIPTS

We invite unpublished novel, original, empirical and high quality research work pertaining to recent developments & practices in the areas of
Computer Science & Applications; Commerce; Business; Finance; Marketing; Human Resource Management; General Management; Banking;
Economics; Tourism Administration & Management; Education; Law; Library & Information Science; Defence & Strategic Studies; Electronic Science;
Corporate Governance; Industrial Relations; and emerging paradigms in allied subjects like Accounting; Accounting Information Systems; Accounting
Theory & Practice; Auditing; Behavioral Accounting; Behavioral Economics; Corporate Finance; Cost Accounting; Econometrics; Economic
Development; Economic History; Financial Institutions & Markets; Financial Services; Fiscal Policy; Government & Non Profit Accounting; Industrial
Organization; International Economics & Trade; International Finance; Macro Economics; Micro Economics; Rural Economics; Co-operation;
Demography: Development Planning; Development Studies; Applied Economics; Development Economics; Business Economics; Monetary Policy; Public
Policy Economics; Real Estate; Regional Economics; Political Science; Continuing Education; Labour Welfare; Philosophy; Psychology; Sociology; Tax
Accounting; Advertising & Promotion Management; Management Information Systems (MIS); Business Law; Public Responsibility & Ethics;
Communication; Direct Marketing; E-Commerce; Global Business; Health Care Administration; Labour Relations & Human Resource Management;
Marketing Research; Marketing Theory & Applications; Non-Profit Organizations; Office Administration/Management; Operations Research/Statistics;
Organizational Behavior & Theory; Organizational Development; Production/Operations; International Relations; Human Rights & Duties; Public
Administration; Population Studies; Purchasing/Materials Management; Retailing; Sales/Selling; Services; Small Business Entrepreneurship; Strategic
Management Policy; Technology/Innovation; Tourism & Hospitality; Transportation Distribution; Algorithms; Artificial Intelligence; Compilers &
Translation; Computer Aided Design (CAD); Computer Aided Manufacturing; Computer Graphics; Computer Organization & Architecture; Database
Structures & Systems; Discrete Structures; Internet; Management Information Systems; Modeling & Simulation; Neural Systems/Neural Networks;
Numerical Analysis/Scientific Computing; Object Oriented Programming; Operating Systems; Programming Languages; Robotics; Symbolic & Formal
Logic; Web Design and emerging paradigms in allied subjects.

Anybody can submit the soft copy of unpublished novel; original; empirical and high quality research work/manuscript anytime in M.S. Word format
after preparing the same as per our GUIDELINES FOR SUBMISSION; at our email address i.e. infoijrcm@gmail.com or online by clicking the link online
submission as given on our website (FOR ONLINE SUBMISSION, CLICK HERE).

GUIDELINES FOR SUBMISSION OF MANUSCRIPT

1. COVERING LETTER FOR SUBMISSION:

DATED:
THE EDITOR
IJRCM

Subject: ~ SUBMISSION OF MANUSCRIPT IN THE AREA OF.

(e.g. Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/Engineering/Mathematics/other, please specify)

DEAR SIR/MADAM

Please find my submission of manuscript entitled ‘ " for possible publication in your journals.

I hereby affirm that the contents of this manuscript are original. Furthermore, it has neither been published elsewhere in any language fully or partly, nor is it
under review for publication elsewhere.

| affirm that all the author (s) have seen and agreed to the submitted version of the manuscript and their inclusion of name (s) as co-author (s).

Also, if my/our manuscript is accepted, I/We agree to comply with the formalities as given on the website of the journal & you are free to publish our
contribution in any of your journals.

NAME OF CORRESPONDING AUTHOR:

Designation:

Affiliation with full address, contact numbers & Pin Code:
Residential address with Pin Code:

Mobile Number (s):

Landline Number (s):

E-mail Address:

Alternate E-mail Address:

NOTES:

a)  The whole manuscript is required to be in ONE MS WORD FILE only (pdf. version is liable to be rejected without any consideration), which will start from
the covering letter, inside the manuscript.

b)  The sender is required to mentionthe following in the SUBJECT COLUMN of the mail:
New Manuscript for Review in the area of (Finance/Marketing/HRM/General Management/Economics/Psychology/Law/Computer/IT/
Engineering/Mathematics/other, please specify)

c)  Thereis no need to give any text in the body of mail, except the cases where the author wishes to give any specific message w.r.t. to the manuscript.

d)  The total size of the file containing the manuscript is required to be below 500 KB.

e)  Abstract alone will not be considered for review, and the author is required to submit the complete manuscript in the first instance.

f) The journal gives acknowledgement w.r.t. the receipt of every email and in case of non-receipt of acknowledgment from the journal, w.r.t. the submission
of manuscript, within two days of submission, the corresponding author is required to demand for the same by sending separate mail to the journal.

2. MANUSCRIPT TITLE: The title of the paper should be in a 12 point Calibri Font. It should be bold typed, centered and fully capitalised.

3. AUTHOR NAME (S) & AFFILIATIONS: The author (s) full name, designation, affiliation (s), address, mobile/landline numbers, and email/alternate email
address should be in italic & 11-point Calibri Font. It must be centered underneath the title.

4. ABSTRACT: Abstract should be in fully italicized text, not exceeding 250 words. The abstract must be informative and explain the background, aims, methods,
results & conclusion in a single para. Abbreviations must be mentioned in full.

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 4 (2014), | ssue No. 08 (AuGUST) | SSN 2231-4245

5. _: Abstract must be followed by a list of keywords, subject to the maximum of five. These should be arranged in alphabetic order separated by
commas and full stops at the end.

6. _: Manuscript must be in BRITISH ENGLISH prepared on a standard A4 size PORTRAIT SETTING PAPER. It must be prepared on a single space and
single column with 1” margin set for top, bottom, left and right. It should be typed in 8 point Calibri Font with page numbers at the bottom and centre of every
page. It should be free from grammatical, spelling and punctuation errors and must be thoroughly edited.

7. _: All the headings should be in a 10 point Calibri Font. These must be bold-faced, aligned left and fully capitalised. Leave a blank line before each
heading.

8. _: All the sub-headings should be in a 8 point Calibri Font. These must be bold-faced, aligned left and fully capitalised.

9. _: The main text should follow the following sequence:
INTRODUCTION

REVIEW OF LITERATURE
NEED/IMPORTANCE OF THE STUDY
STATEMENT OF THE PROBLEM
OBJECTIVES

HYPOTHESES

RESEARCH METHODOLOGY
RESULTS & DISCUSSION

FINDINGS
RECOMMENDATIONS/SUGGESTIONS
CONCLUSIONS

SCOPE FOR FURTHER RESEARCH
ACKNOWLEDGMENTS

REFERENCES
APPENDIX/ANNEXURE

It should be in a 8 point Calibri Font, single spaced and justified. The manuscript should preferably not exceed 5000 WORDS.

10. _: These should be simple, crystal clear, centered, separately numbered & self explained, and titles must be above the table/figure. Sources
of data should be mentioned below the table/figure. It should be ensured that the tables/figures are referred to from the main text.

11. _:These should be consecutively numbered in parentheses, horizontally centered with equation number placed at the right.

12. _: The list of all references should be alphabetically arranged. The author (s) should mention only the actually utilised references in the preparation

of manuscript and they are supposed to follow Harvard Style of Referencing. The author (s) are supposed to follow the references as per the following:

4 All works cited in the text (including sources for tables and figures) should be listed alphabetically.

4 Use (ed.) for one editor, and (ed.s) for multiple editors.

4 When listing two or more works by one author, use --- (20xx), such as after Kohl (1997), use --- (2001), etc, in chronologically ascending order.

4 Indicate (opening and closing) page numbers for articles in journals and for chapters in books.

4 The title of books and journals should be in italics. Double quotation marks are used for titles of journal articles, book chapters, dissertations, reports, working
papers, unpublished material, etc.

o For titles in a language other than English, provide an English translation in parentheses.

4 The location of endnotes within the text should be indicated by superscript numbers.

BOOKS

o Bowersox, Donald J., Closs, David J., (1996), "Logistical Management." Tata McGraw, Hill, New Delhi.

i Hunker, H.L. and A.J. Wright (1963), "Factors of Industrial Location in Ohio" Ohio State University, Nigeria.

CONTRIBUTIONS TO BOOKS

4 Sharma T., Kwatra, G. (2008) Effectiveness of Social Advertising: A Study of Selected Campaigns, Corporate Social Responsibility, Edited by David Crowther &

Nicholas Capaldi, Ashgate Research Companion to Corporate Social Responsibility, Chapter 15, pp 287-303.
JOURNAL AND OTHER ARTICLES

4 Schemenner, R.W., Huber, J.C. and Cook, R.L. (1987), "Geographic Differences and the Location of New Manufacturing Facilities," Journal of Urban Economics,
Vol. 21, No. 1, pp. 83-104.

CONFERENCE PAPERS

. Garg, Sambhav (2011): "Business Ethics" Paper presented at the Annual International Conference for the All India Management Association, New Delhi, India,
19-22 June.

UNPUBLISHED DISSERTATIONS AND THESES

i Kumar S. (2011): "Customer Value: A Comparative Study of Rural and Urban Customers," Thesis, Kurukshetra University, Kurukshetra.

ONLINE RESOURCES

i Always indicate the date that the source was accessed, as online resources are frequently updated or removed.

WEBSITES

Garg, Bhavet (2011): Towards a New Natural Gas Policy, Political Weekly, Viewed on January 01, 2012 http://epw.in/user/viewabstract.jsp

INTERNATIONAL JOURNAL OF RESEARCH IN COMMERCE, ECONOMICS & MANAGEMENT

A Monthly Double-Blind Peer Reviewed (Refereed/Juried) Open Access International e-Journal - Included in the International Serial Directories

http://ijrcm.org.in/




VoLUME No. 4 (2014), | ssue No. 08 (AuGUST) | SSN 2231-4245
APPRAISAL OF INDIA’S LUXURY MARKET

AAKRITI CHAUDHRY
ASST. PROFESSOR
GARGI COLLEGE
UNIVERSITY OF DELHI
NEW DELHI

ABSTRACT

Luxury as a concept is not alien to India. It has a long tradition of luxury consumption dating back to the 1900s with the maharajas who had a penchant for Rolls
Royce coaches, suitcases from Louis Vuitton and bespoke neckpieces from Cartier. Throughout history luxury has played a significant role in society by being a
clear indicator of social class. The market for luxury products in India is a gold mine. With a booming economy and its growth as an economic power to reckon
with, India is the newest and most challenging target for luxury goods manufacturers worldwide. India is being viewed by luxury giants as one of the key markets
from where future growth can emerge. India is home to some of the richest people in the world, with the fastest growing high net worth individuals (HNIs) in the
Asia- Pacific region living here. The Indian luxury market is the beacon of the future, with a number of international brands vying to design, develop and deliver
the high-end goods and services that India consumers want. To do so, they are being forced to build their distribution and to spur consumer interest in products
that aren't familiar to many Indian shoppers. The paper seeks to understand the concept of luxury and analyse the luxury market scenario in India.

KEYWORDS

High net individuals, Indian luxury market, Luxury, Luxury market.

INTRODUCTION
he global luxury market was quiet optimistic through the year 2013, a time when the global economic recovery had started in developed countries like
mu.s and there were positive recovery signals from Europe. In tune with this trend, 210 new entrants joined the growing Forbes Billionaire list and the
wealth of the worlds richest grew by 17% as can be seen in figure 1.

FIGURE 1: INCREASE IN THE NUMBER OF BILLIONAIRES
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(KPMG —ASSOCHAM India Luxury Summit 2014)
India, with a contribution of 55 billionaires accounting for a total net worth of USD 194 billion, continues to hold its position in the global billionaire list. 2013
was marked by slowing of the Indian economy and diminishing consumer confidence but it has not had any impact on India’s growing luxury market which grew
at a healthy rate of 30% to reach USD 8.5 billion. According to a recent report by the Associated Chambers of Commerce and industry of India the luxury market
is expected to grow at a healthy rate and reach USD 14.7 billion by 2015 (shown in figure 2) and includes products such as apparel, automobiles, yachts, fine
dining, travel, hotels and spas, jewellery etc.
FIGURE 2: GROWTH PROJECTION OF THE LUXURY MARKET
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CONCEPT OF LUXURY

Since the beginning of civilisation the notion of luxury has been present. The role it has in the society was just as important in ancient eastern and western
empires as it is in the current scenario. In the earlier civilisations, there was a clear difference between the social classes and the consumption of luxury was
limited only to the elites. Moreover, it meant that the definition of luxury was fairly obvious. Luxury was identified as whatever the poor cannot have and elite
can.
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Many researchers have tried to define luxury, but still haven’t arrived on a common definition of it. Luxury can be defined as anything that is desirable and more
than necessary and ordinary. In the ‘Fable of Bees’, Mandeville proposed that luxury is everything that is not immediately necessary to make man subsist
.Werner Sombart defines luxury as any expenditure that goes beyond the necessary. He further distinguishes between two senses of luxury-quantitative and
qualitative as can be seen in figure 2. In the quantitative sense he associates luxury with squandering by illustrating that luxury is when you hire 100 waiters for a
job when only one waiter can do that job or you use three matches to light a cigar when one can do the task. Luxury in the qualitative sense means the use of
better or more refined goods. Refinement according to him exists when the manufacturing or preparation of any item exceeds basic purposefulness. Also
refinement can move in two directions-material and shape. Since most consumer goods belong to the refined category, so we can think of luxury goods in a
narrower sense as being above average refinement. Also quantitative and qualitative luxury can appear together.

FIGURE 3: SOMBART’S CONCEPT OF LUXURY
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Sombart has suggested another distinction of luxury- idealistic or altruistic luxury and materialistic or egoistic luxury. Idealistic luxury refers to expenditure that
is made on finer goods for public or ecclesiastical purposes and provides gilded altar as an example. Materialistic luxury which increased greatly during the
Renaissance period is more personal form of luxury that is meant for enjoyment of sensory pleasures such as a silk shirt.
Arjun Appadurai in his essay “The Social Life of Things” proposed that luxury goods should be understood as “incarnated signs”, whose predominant functions
are rhetorical and social. He proposed that any good can move into a luxury register and be consumed as luxury good if it has the following 5 characteristics as
shown in figure 4
Restriction to elites by law or price
Complexity of acquisition — which may or may not reflect real —scarcity
Semiotic virtuosity
Codes for “appropriate” consumption demanding specialized knowledge
High degree of linkage of their consumption to body, person and personality

uhwN e

FIGURE 4: APPADURALI’S LUXURY REGISTER
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Appadurai argues that some or all of the attributes must be present for something to be understood as a luxury, but otherwise offers limited explication and
qualification of his scheme.

INDIAN LUXURY MARKET- A MARKET OF CONTRASTS

The luxury market of India is different and unique as compared to that of other emerging markets. Traditionally luxury was associated with the royal dynasty of
Maharajas. It was exclusive and only in the hands of the elite who along with acquiring wealth also acquired an inclination to obtain the finest products available.
Today, luxury consumption has expanded and is no longer restricted to those belonging to the privileged class. It is now consumed by the masses, that is, the
aspiring middle class which consists of entrepreneurs, professionals and corporate executives. The McKinsey Global Institute “The Bird of Gold: The Rise of
India’s Consumer’s Market” states that the Indian middle class will increase to 41% of the population by 2025. The rise of the masses is a symbol of a vibrant
luxury market that surpasses India’s old money. The luxury market is a market from Maharajas to Masses.
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Traditionally luxury was perceived to be something that was prized, precious, expensive, distinctive, and unique. Now a new category of luxury has emerged
known which includes products and services that possess higher levels of quality, taste, and aspiration than other goods in the category but are not so expensive
as to be out of reach. This category of luxury includes brands like Godiva and Starbucks that are accessible and affordable. Along with giving a unique experience
to consumers they also act as stepping stones to higher- end luxury

Traditionally luxury was bought and flaunted in Metropolitan cities like Delhi and Mumbai. Today, however, the geographical reach of luxury goes beyond these
cities. The luxury market has expanded from the “centres” of luxury into smaller cities like Chandigarh, Ludhiana, Ahmadabad and Coimbatore. It has become a
universal phenomenon.

The young aspiring consumers of luxury brands in India yearn for western logos. The logos are representative of power. They signify that the owner has “made
it” and has climbed the social ladder. But these consumers also want local relevance along with an international logo. They want the luxury brand to recognize
the values of Indian heritage. The luxury consumers prefer a fusion of west and east such as saris by Hermeés or the bandhgala by Canali

CHALLENGES FACED BY LUXURY BRANDS IN INDIA

LACK OF QUALITY LUXURY SPACE AND ENVIRONMENT

In India, luxury brands are primarily restricted to high streets, malls and countable luxurious hotels. At present, in India there are only three luxury malls, DLF
Emporio in New Delhi, UB city in Bangalore and Palladium in Mumbai. High streets such as Churchgate in Mumbai are very crowded and cluttered and do not
provide the exclusive ambience that luxury retail demands. Moreover, sky rocketing rental cost in these streets affects the profitability of retailers adversely.
Modernised and dedicate retail areas in protected vicinities are required to help luxury retail flourish in India.

LACK OF POLICY SUPPORT

Despite an impressive growth of 23% in luxury market, the policies and regulations of the country are not friendly for luxury retailers. Import duties of 20 % -150
% are relatively higher when compared to other nations. This is the key apprehension factor among the international luxury brands thinking of entering the
Indian subcontinent. Stefano Canali, the third generation heir of Italian luxury clothing and accessories brand Canali says “high import duty is one of the three
major constraints slowing the growth of the $5.8 billion luxury market in India.”

Liberalised FDI policy in luxury retail in November 2013| was considered a positive move for the luxury industry but some of the clauses such as 100 per cent FDI
in both single and multi-brand retail requires 30 per cent of local sourcing are clauses luxury players find difficult to comply with.

DIVERSIFIED AND FRAGMENTED CONSUMER BASE

The HNI consumers of India are scattered throughout the country and thus are not easy to reach. These consumers are not just limited to metropolitan cities but
spread to tier Il as well as tier 1l cities. As can be seen in figure 5, 46% of high net households (HNH’s) are based in cities other than metropolitans.

FIGURE 5: SPREAD OF HNH’S IN INDIA
Geographical spread of ultra HNHs in India
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(KPMG- ASSOCHAM India Luxury Summit 2014)
HNI class of consumers can be classified into three broad categories- the inheritors who are traditionally wealthy and are habitual spenders; the professional
elite who are discerning spenders and a large segment of business giants consisting of entrepreneurs and owners of small and medium enterprises who have the
money but lack appreciation for luxury goods as they have no prior exposure to such products. To succeed in India luxury brands need to design their growth
plans in such a manner so as to tap demand across all the categories of HNI’s. Luxury brands need to expand the type and nature of product offerings along with
an innovative marketing plan so that they can effectively tap the rapidly evolving behavioural trends of consumers.
LACK OF TRAINED STAFF
Shortage of trained staff to sell luxury products is one of the major challenges that luxury brands face. Discretion and knowledge are two important things that
staff needs to possess. The staff needs to understand that they should not stereotype customers on the basis of their appearances or the way they talk. Also
they should not look unapproachable to potential shoppers.
A number of brands have started their in-house training systems to train their staff in aspects such as etiquettes, visual merchandising and knowledge. The
elements of such training programmes often borrow heavily from those of their global parent company. But due to differences in the profile of Indian consumers
many luxury brands have indianised their training programmes to suit Indian shoppers.
COUNTERFEITS
Counterfeits are fake replicas of real products that are produced with the intention of taking advantage of superior value of the imitated product. According to
an ASSOCHAM-Yes bank study titled ‘Indian Luxury CEO Survey’ released in 2013 “the size of counterfeit luxury industry in India is currently about five per cent
of the overall market size of India’s luxury industry which currently is worth over $8 billion.” (Figure 6)
In India, the counterfeit luxury products market is growing at an alarming rate of 40-45 % and is likely to more than double from INR 25 billion to INR 56 billions.
Most of these counterfeit products belong to the apparel, perfumes and accessories segment as they can be easily placed in the gray market as they are low
ticket items. In India, luxury brands face a number of supply side issues like legal loopholes pertaining to intellectual property rights, inadequate means to
monitor various emerging channels, and a growing number of online portals. For tackling this issue, a lot needs to be done at the consumer ends to create
awareness about original products. A large number of consumers in India have limited knowledge about luxury products and are potential consumers of these
fake products. Brands need to collectively engage in creating awareness amongst the consumers. French law has made purchasing fake brands punishable. A
person may incur a fine of up to EUR300000 or three years imprisonment. Moreover, an innovative campaign has been launched by French campaign wherein
the government has collaborated with luxury brands and come out with taglines such as ‘Real ladies don’t like fake” and ‘Buy a fake Cartier, get a genuine
criminal record’.
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FIGURE 6: COUNTERFEITS PROPORTION IN THE LUXURY MARKET
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GAINING SUSTAINABLE COMPETITIVE ADVANTAGE

To counter the challenges that luxury brands face and to gain a sustainable competitive advantage the brands should follow the following steps

GENERATE VISIBILITY

Making the Brand visible is important to create credibility in the eyes of consumers and to ensure social acceptance. However, it is important that the luxury
brand should be available to the right people at the right time and right place.

Audi member of the "German Big 3" luxury automakers unparalleled success in India can be partly attributed to its broad aspiration appeal through its
association with Bollywood. Audi is extensively recognized as the preferred choice of Bollywood via its ionic association with celebrities such as Amitabh
Bachchan, Shah Rukh Khan and John Abraham.

Targeted visibility is of particular importance for high-end luxury brands to ensure that the brand is experienced in the desired environment. For example, Jaeger
Le-Coultre sponsors prestigious polo tournaments while the Cartier ‘Travel with Style’ Concours d’Elegance is a heritage motoring event for those ‘in the know’.
Brand visibility is not just about brand awareness, but more about communicating the story of the brand.

INTEGRATE INDIANNESS

‘Made for India’ has already been recognized as a cornerstone of international luxury brand’s strategy. Lladrd, a Spanish porcelain home décor brand launched a
limited edition range of sculptures of Indian gods that resonates with India’s passion for celebration during its many religious festivals. The notion of Indianness,
however, needs to go further than just putting an Indian print on a bag or collaborating with a local celebrity. A large number of cultures, languages, religions,
festivals, colours and tastes make up this country. The brands need to understand the difference between the flamboyant nature of a Punjabi customer and the
more reserved nature of a Gujarati, and speaking to each of them in the specific cultural register that they respond to. Indianness needs to be integrated across
all touch points of a luxury brand experience. For example, when Bottega Veneta launched an India special edition Knot Clutch, a sterling plate was included
inside it, specifying that the clutch was for India, but made in Italy.

CREATE ACCESS

Luxury brands cannot be successful until they build a bridge that connects the target market with the brand. This bridge can be created through three Ps of
access: Physical, Price and Play.

Physical access is achieved by breaking down the physical barriers between the luxury brand and the consumer. For example, bypassing the usual hotel arcades
and luxury malls, Hermeés opened a stand-alone store on an Indian high street in 2011.

Price access enables consumers to access different levels of luxury that correspond to differing levels of sophistication and ultimately price points. For example
the world's biggest champagne house, Moet Hennessy, has launched its first "made in India" sparkling wine, priced at Rs 1,200 and Rs 1,400, as it seeks to
capture a young, urban and increasingly sophisticated market of drinkers on the subcontinent. The company has been selling imported brands such as Moet &
Chandon and Dom Perignon priced around Rs 5,800 and Rs 20,000, respectively for years, but the new launch is aimed at a vast population of young Indians who
aspire to luxury brands, but don't necessarily have the budget.

Play access gives consumers an opportunity to experiment with luxury. Miele a Germany based high end domestic and commercial appliances manufacturer has
set up an experience centre in Delhi that provides information, demonstrations and a complete Miele experience to its prospective consumers.

CONCLUSION

India is on its way to becoming the world’s major economic power and a force to reckon with. Globalisation is blurring boundaries and bringing people and
cultures together. It has also fuelled the demand for luxury products in India. International luxury brands face a number of problems while conducting business
in India but none of them are insurmountable. To fully adapt to the Indian market the international luxury brands need to modify their business model. Only
those companies that keep their ears open to each and every word of their consumer will be able to succeed. In the luxury market, no business can afford the
luxury of treating its consumers as a loosely bunched segment.
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