
 International Research Journal of Education and Technology 

Peer Reviewed Journal 

ISSN 2581-7795 

  
 

 

   
 

444 
© 2026, IRJEdT Volume: 09 Issue: 05 | May-2026 |www.irjweb.com 

  

Understanding Luxury Consumption Patterns among Indian Millennials  

 Smrithi Rb  

USN: 24MBAR0613  

Student, Faculty of Management Studies , CMS Business School   

                             Dr. Smita M Gaikwad        

Associate Professor,   

Faculty of Management Studies , Cms Business School  

  

  

  

  

ABSTRACT  

India's luxury market has emerged as one of the fastest-growing luxury consumption landscapes in the 

world, propelled in large measure by the aspirations, disposable incomes, and evolving lifestyles of its 

millennial population. Indian millennials  broadly defined as those born between 1981 and 1996 

number over 440 million, constituting the country's largest generational cohort. They are characterised 

by high digital literacy, deep exposure to global brands through social media and international travel, 

growing economic independence, and an evolving value system that associates luxury goods with 

selfexpression, professional achievement, and social identity.  

This thesis investigates the luxury consumption patterns of Indian millennials using secondary data 

drawn from reputed market research agencies including Bain & Company, McKinsey & Company, 

Euromonitor International, BCG–CII, Statista, and KPMG, supplemented by academic journals, 

government publications, and industry reports. The study adopts a descriptive and analytical research 

design grounded in established consumer behaviour theories including Veblen's conspicuous 

consumption theory, Vigneron and Johnson's luxury brand perception model, Sirgy's self-congruity 

theory, and Pine and Gilmore's Experience Economy framework.  

The thesis examines five primary dimensions of Indian millennial luxury consumption: motivational 

drivers, category-wise preferences, digital and social media influences, socio-cultural and 
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psychological factors, and regional and gender-based variations. Key findings reveal that status 

signalling and social aspiration are the primary motivational drivers, with 58% of Indian millennial 

luxury consumers citing social impression-making as a key purchase reason  significantly above the 

38% global average. Self-reward and hedonic pleasure are important secondary motivations, creating 

a multi-dimensional motivational architecture.  

Category analysis reveals that jewellery and watches (28% market share), apparel and accessories 

(22%), and luxury travel and hospitality (20%) are the leading consumption categories, with luxury 

beauty emerging as the fastest growing segment at approximately 25% annual growth. Digital channels  

particularly Instagram (72% influence rate), influencer marketing (67% influence rate), and luxury 

ecommerce platforms  have become the primary architecture of the luxury brand journey for Indian 

millennials.  

Significant heterogeneity exists within the segment across regional geographies, genders, and income 

brackets. Socio-cultural factors, particularly wedding and life-event driven consumption (accounting 

for 25–30% of luxury expenditure), festival gifting, peer influence, and the 'glocal luxury' orientation, 

are powerful consumption drivers. Challenges including counterfeit proliferation, high import duties, 

and limited Tier-2 city retail infrastructure constrain market development.  

The thesis concludes with strategic implications for luxury brands: investment in culturally intelligent 

omnichannel digital strategies, occasion-specific marketing for wedding and festive contexts, Tier-2 

city expansion through e-commerce, and sustainability narrative building. Future research directions 

include primary data studies, longitudinal tracking, and comparative cross-country analyses.  
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Chapter 1: Introduction  

1.1 Background of the Study  

India stands at a defining inflection point in its economic and social evolution. With a population 

exceeding 1.4 billion, a rapidly expanding upper-middle and affluent class, and one of the most 

youthful demographic profiles of any major economy in the world, India has emerged as a compelling 

and fast-growing frontier for the global luxury industry. Over the past two decades, India's GDP has 

grown from under USD 500 billion to nearly USD 3.75 trillion, per capita income has risen 

substantially, and urbanization has accelerated dramatically collectively creating an environment 

where luxury consumption has moved from being the exclusive preserve of a tiny hereditary elite to 

becoming a broad-based aspiration across a much wider socio-economic band.  

The millennial generation broadly defined as individuals born between 1981 and 1996 — constitutes 

the most commercially influential consumer segment in this evolving luxury landscape. Indian 

millennials number over 440 million, making them the single largest generational cohort in the country. 

They are distinguished by high levels of formal education and digital literacy, deep exposure to global 

culture and brands through social media, international travel and streaming platforms, growing 

economic independence driven by employment in high-growth sectors including technology, financial 

services, consulting, and entrepreneurship, and an evolving value system that assigns growing 

importance to personal brand, self-expression, visible achievement, and social recognition through 

consumption.  

Global luxury houses have responded to India's growing market potential with significant investment. 

From Louis Vuitton, Gucci, Hermès, Burberry, and Cartier to Rolex, Omega, Patek Philippe, and 

Lamborghini, international luxury brands have meaningfully expanded their physical and digital 

footprints in India. Simultaneously, a new generation of homegrown Indian luxury brands Sabyasachi, 

Tarun Tahiliani, Forest Essentials, Nicobar, and Jaipur-based heritage jewellers has emerged, offering 

a cultural resonance that global luxury conglomerates are still learning to replicate.  

The Indian luxury market was valued at approximately USD 8.5 billion in 2023, and projections from 

Bain & Company (2023) and Euromonitor (2023) indicate growth to USD 14–16 billion by 2028, 

representing a compound annual growth rate (CAGR) of 8–10%. Millennials are expected to account 

for the majority of incremental luxury demand during this period. Understanding what motivates 
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Indian millennials to purchase luxury goods, which categories they prioritize, how digital ecosystems 

reshape their consumer journey, and what socio-cultural forces drive their luxury choices is therefore 

a matter of urgent commercial and academic importance. 1.2 Importance of the Luxury Market 

in India  

The Indian luxury market's importance transcends its direct commercial dimensions. From an 

economic standpoint, the luxury sector supports high-value manufacturing, retail employment, 

artisanal craft traditions, premium tourism and hospitality, and government revenue through duties. 

The sector also acts as a catalyst for broader retail modernization, encouraging investment in flagship 

stores, luxury malls, and experiential retail formats that upgrade India's overall retail ecosystem.  

From a social standpoint, luxury consumption in India reflects and reinforces significant structural 

changes in Indian society. The emergence of a large, new professional class of first-generation high 

earners in technology, financial services, and entrepreneurship has created a cohort of millennial luxury 

consumers who purchase luxury goods as expressions of personal achievement rather than inherited 

privilege. This meritocratic luxury aspiration is fundamentally reshaping the composition and values 

of the Indian luxury market.  

The cultural dimensions of luxury consumption in India are equally significant. Indian festivals and 

life celebrations particularly weddings, which can involve luxury expenditure across jewellery, 

couture, automobiles, destination hospitality, and bespoke services create a recurring, culturally 

embedded luxury demand cycle that is unique in its scale and variety. The BCG–CII India Luxury 

Report (2022) estimated that wedding-related luxury expenditure alone accounts for approximately 

25–30% of total luxury consumption in India annually.  

From a global industry perspective, India represents one of the last large, under-penetrated luxury 

markets. While China, Japan, and South Korea have achieved advanced luxury market maturity, India's 

luxury market is still in an early growth phase, with significant upside potential as income levels rise, 

retail infrastructure develops, and millennial consumers who have been socialised into luxury 

aspiration reach peak earning years. Global luxury conglomerates including LVMH, Kering, 

Richemont, and Swatch Group have all identified India as a strategic priority market for the next 

decade.  

1.3 Research Problem and Justification  

Despite the growing significance of Indian millennials in the luxury consumption landscape, there 

remains a relative paucity of comprehensive academic research that integrates data from multiple 

authoritative secondary sources to provide a holistic and updated picture of their consumption patterns. 
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Much of the existing academic literature either focuses predominantly on Western luxury markets or 

treats Indian consumers as a monolithic group, failing to account for the profound regional, cultural, 

gender-based, and income-level heterogeneity that characterises the Indian millennial luxury consumer 

segment.  

Furthermore, the rapid pace of digital transformation including the emergence of Instagram as a 

primary luxury discovery platform, the explosive growth of influencer marketing, and the rise of luxury 

e-commerce has created new consumption dynamics that studies published before 2019 are unable to 

adequately capture. The post-pandemic period (2021–2024) has also introduced new luxury 

consumption patterns, including a significant acceleration of experiential luxury demand and luxury 

beauty growth, that require updated analysis.  

This study addresses these gaps by systematically synthesizing secondary data from diverse, 

authoritative, and recent sources spanning the period 2019–2024 to construct a comprehensive, 

multidimensional, and current understanding of luxury consumption patterns among Indian 

millennials. The study integrates motivational, digital, socio-cultural, category-specific, and 

geographic-demographic dimensions of analysis that are typically addressed in isolation in existing 

literature.  

1.4 Objectives of the Study  

The primary objective of this research is to develop a comprehensive understanding of luxury 

consumption patterns among Indian millennials using secondary data. The specific secondary 

objectives are:  

1. To understand the demographic and psychographic profile of the Indian millennial luxury 

consumer.  

2. To identify and analyse the key motivational drivers behind luxury consumption among Indian 

millennials.  

3. To analyse category-wise luxury consumption preferences and spending patterns among Indian 

millennials.  

4. To examine the role of digital media and social media in shaping luxury brand awareness, 

aspiration, and purchase behaviour.  

5. To explore the socio-cultural and psychological factors influencing luxury purchasing 

decisions.  

6. To assess the regional and gender-based variations in luxury consumption patterns.  



  

 

Page 6   

7. To evaluate the key challenges and barriers constraining luxury market growth among Indian 

millennials.  

8. To derive evidence-based strategic implications for luxury brands operating in India.  

1.5 Scope of the Study  

This study focuses on luxury consumption patterns among Indian millennials individuals born between  

1981 and 1996 residing primarily in urban and semi-urban India. The study period for secondary data 

analysis spans 2015–2024, with primary analytical focus on 2019–2024 data to capture the most recent 

market dynamics, including post-pandemic shifts in consumption behaviour. The research covers the 

personal luxury goods segment (apparel, accessories, jewellery, watches, footwear, beauty and 

personal care), luxury experiences (travel, hospitality, fine dining, wellness), and luxury automobiles. 

Luxury real estate and private aviation, while important categories, are beyond the scope of this study 

due to the limited availability of millennial-specific secondary data for these segments.  

1.6 Definition of Key Terms  

Definition of Luxury Goods  

Luxury goods are products and services that are characterized by superior quality, high price, rarity or 

exclusivity, a strong aesthetic dimension, and significant non-functional symbolic or emotional value. 

They are associated with established brand heritage, exceptional craftsmanship, and the ability to 

confer social prestige and personal identity expression upon their owners or users. Luxury goods exist 

at the apex of their product category hierarchy, distinguished from premium and mass-market goods 

by their multi-dimensional value proposition that encompasses functional, hedonic, symbolic, and 

social dimensions.  

Definition of Millennial Consumer  

The millennial consumer refers to an individual born between 1981 and 1996, making them between 

28 and 43 years of age in 2024. Millennials are characterised by having come of age during the rise of 

the internet and digital communications, experiencing the 2008 global financial crisis during early 

career years, and exhibiting distinctive values around work-life balance, experiences versus 

possessions, social responsibility, and digital-first consumption. In the Indian context, millennials have 

also lived through India's economic liberalization and the country's emergence as a major global 

economy, shaping their consumption aspirations and capabilities in distinctive ways.  
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Luxury Consumption  

Luxury consumption refers to the act of purchasing, using, or experiencing luxury goods and services. 

It encompasses not only the transactional dimension (the purchase) but also the pre-purchase aspiration 

and research journey and the post-purchase experience of ownership, use, and social display. Luxury 

consumption is driven by a complex interplay of functional, hedonic, symbolic, and social motivations 

that vary across individuals, cultures, and product categories.  

1.7 Structure of the Thesis  

This thesis is organized into five chapters, followed by references and appendices. Chapter 1 introduces 

the research context, establishes the commercial and academic significance of the study, presents the 

problem statement, research objectives, scope, and key definitions. Chapter 2 provides a 

comprehensive review of the academic and industry literature relevant to luxury consumption, 

millennial consumer behaviour, and the Indian luxury market. Chapter 3 describes the research 

methodology, including the research design, data sources, analysis approach, conceptual framework, 

research hypotheses, and study limitations. Chapter 4 presents the secondary data analysis across seven 

analytical dimensions, supported by data tables drawn from authoritative sources. Chapter 5 

consolidates the key findings, tests the stated hypotheses, presents strategic recommendations for 

luxury brands, discusses managerial implications, and identifies directions for future research.  

References and appendices follow.  
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Chapter 2: Review of Literature  

The literature review on understanding luxury consumption patterns among Indian millennials 

synthesizes research across four broad domains: the conceptualization of luxury and luxury brands; 

the characteristics and consumption behaviour of millennial consumers; the specific dynamics of 

luxury consumption in emerging markets including India; and the emerging themes of digital luxury, 

sustainable luxury, and experiential luxury. This integrated review provides the theoretical and 

empirical foundation for the study's analytical framework and hypotheses.  

2.1 Conceptualizing Luxury  

The academic study of luxury consumption has a rich intellectual heritage spanning economics, 

sociology, psychology, and marketing. Veblen (1899) laid the foundational framework in 'The Theory 

of the Leisure Class,' introducing the concept of conspicuous consumption — the purchase and display 

of luxury goods primarily to signal one's social status and wealth to others. Veblen argued that in any 

society with significant wealth inequality, the wealthy class engages in visible consumption of goods 

that have no functional necessity but that effectively communicate social superiority. While Veblen's 

framework has been critiqued for oversimplification particularly in its assumption that status is the 

sole or primary driver of luxury consumption empirical research in emerging markets including India 

consistently validates conspicuous consumption as a major and often dominant motivational force.  

Vigneron and Johnson (1999) built substantially on Veblen's framework by developing the 

'PrestigeSeeking Consumer Behaviour' model, which identifies five dimensions of luxury brand 

perception: conspicuousness (visible status signalling), uniqueness (scarcity and exclusivity), quality 

(superior craftsmanship and materials), hedonism (sensory pleasure and emotional gratification), and 

extended self (identity expression). This multi-dimensional model represents a significant theoretical 

advance over Veblen's uni-dimensional account by capturing the diversity of motivations that drive 

luxury consumption across different consumers and cultural contexts.  

Kapferer and Bastien (2012) developed the 'Luxury Strategy' concept, arguing that luxury brands 

operate under fundamentally different strategic logic from premium and mass-market brands. While 

premium brands emphasize high quality at the highest justifiable price, luxury brands create desire that 

exceeds rational cost-benefit justification. The authors identify key principles of luxury strategy 

including maintaining social stratification (luxury must be unequally distributed), the primacy of 

dream value over rational quality claims, and the centrality of heritage, craftsmanship, and culture in 

luxury brand identity construction.  

Dubois and Duquesne (1993) proposed a three-dimensional luxury classification based on quality  
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(superior craftsmanship), price (as a signal of exclusivity), and social signalling (status 

communication). Their research demonstrated that not all three dimensions carry equal weight across 

consumer segments and cultural contexts, a finding that has significant implications for luxury brand 

strategy in culturally diverse markets like India.  

The concept of 'masstige' coined by Silverstein and Fiske (2003)  describes the phenomenon of luxury 

brands 'trading down' to reach wider consumer segments through entry-level product lines (perfumes, 

accessories, cosmetics) while maintaining their aspirational brand identity. This strategy has been 

particularly relevant in the Indian context, where many consumers first engage with international 

luxury brands through accessible entry-level products before progressing to higher-value luxury 

categories as their income grows.  

2.2 Millennials as Consumers  

The millennial generation has attracted substantial scholarly attention as a globally significant 

consumer segment. Tapscott (2009) in 'Grown Up Digital' characterizes millennials as fundamentally 

different from preceding generations in their relationship with information, brands, and consumption  

having grown up with ubiquitous internet access, they are accustomed to immediate information 

availability, peer reviews, and participatory brand relationships rather than passive reception of brand 

messaging. These characteristics are central to understanding why traditional luxury marketing  built 

on top-down aspiration creation, controlled brand imagery, and limited consumer-brand interaction  

has required significant adaptation to engage millennial consumers effectively.  

Howe and Strauss (2000), in their generational theory framework, characterize millennials as a 

civicminded, achievement-oriented, and collaborative generation, shaped by formative experiences 

including globalisation, digital revolution, and economic uncertainty. In the luxury context, this 

translates into millennials who approach luxury consumption with a complex set of motivations that 

include achievement demonstration, peer recognition, experiential fulfilment, and increasingly, ethical 

alignment with brand values.  

Deloitte's annual Millennial Surveys (2021, 2022, 2023) consistently identify several distinguishing 

characteristics of Indian millennial consumers: a strong aspirational orientation toward global brands 

and lifestyles, high social media engagement and influence, growing financial capability driven by 

India's technology and service sector boom, and an increasing  though still nascent consciousness 

around brand ethics and sustainability.  

Wiedmann, Hennigs, and Siebels (2009) developed a multi-dimensional luxury value model 

specifically designed to capture the complexity of millennial luxury consumption. Their model 
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encompasses four value dimensions: financial value (the perceived relationship between luxury price 

and quality, including investment value for durable luxury goods like watches and jewellery), 

functional value (the perceived utility, quality, and durability of the luxury product), individual value 

(which encompasses self-identity expression and hedonic pleasure), and social value (which 

encompasses status signalling and group membership signalling). The model predicts that different 

consumers weigh these dimensions differently based on their cultural background, income level, and 

personal value system a prediction confirmed by multiple empirical studies in the Indian context.  

Sharma and Kaur (2020) conducted a focused study on Indian millennial luxury behaviour, finding 

that this cohort demonstrates significantly higher brand consciousness than older Indian generations. 

They are more likely to recognise and aspire to specific global luxury brands  associating them with 

cosmopolitan success  and more likely to research extensively across digital platforms before making 

a luxury purchase. The study also found that Indian millennial luxury consumers are significantly more 

influenced by peer behaviour and social media content than by traditional luxury advertising.  

2.3 Motivational Drivers of Luxury Consumption  

The literature on motivational drivers of luxury consumption has evolved significantly from Veblen's 

foundational conspicuous consumption thesis to encompass a rich multi-dimensional landscape of 

motivations. This section reviews the key theoretical frameworks and empirical findings on luxury 

consumption motivations, with particular relevance to the Indian millennial context.  

Conspicuous Consumption and Status Signalling: Veblen's (1899) original framework posits that 

luxury goods are purchased and displayed primarily to communicate social status and economic 

superiority. While this theory was developed in the context of Gilded Age American society, empirical 

research has consistently validated its applicability to emerging market contexts including India. 

Shukla (2011) conducted a comparative study of luxury consumption in developed and emerging 

markets and found that conspicuousness the desire for luxury goods whose status-signalling value is 

visible to relevant social groups is significantly stronger in collectivist, emerging market societies like 

India than in individualistic developed markets. He attributed this to the more fluid and contested 

nature of social hierarchies in rapidly developing societies, where newly affluent consumers must 

actively signal their status rather than inheriting established social credentials.  

Hedonic Motivation: Hirschman and Holbrook (1982) introduced the concept of hedonic consumption 

driven by the pursuit of emotional gratification, fantasy fulfilment, and sensory pleasure rather than 

functional utility. In the luxury context, hedonic motivation explains purchases that are made for the 

pleasure of the experience rather than for social display. For Indian millennials, luxury purchases are 

frequently linked to emotional milestones, first high-paying jobs, professional promotions, academic 
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achievements, or personal anniversaries where the purchase functions as a tangible celebration and 

self-reward.  

Self-Congruity and Identity Expression: Sirgy's (1982) self-congruity theory argues that consumers 

choose products and brands whose perceived images are congruent with their own self-concept both 

their actual self (who they currently are) and their ideal self (who they aspire to be). For Indian 

millennials, who construct their identity through a complex synthesis of global cultural influences 

(international fashion, Western educational values, K-pop and global entertainment) and Indian 

cultural heritage, luxury brands serve as vehicles for expressing and affirming their desired hybrid 

identities. Phau and Prendergast (2000) found that the desire to project a consistent and aspirational 

self-image is a particularly powerful driver of luxury consumption in South and East Asian consumer 

markets.  

Social Comparison and Compensatory Consumption: Social comparison theory (Festinger, 1954) 

suggests that individuals evaluate their own consumption and lifestyle by comparing themselves with 

relevant peer groups. In the Indian millennial professional context, where peer groups often include 

high-earning technology and finance professionals, this social comparison dynamic creates a powerful 

upward aspiration pressure that drives luxury consumption. Mandel, Petrova, and Cialdini (2006) 

showed that consumers whose status or self-concept is threatened by peers' visible luxury consumption, 

for instance are more likely to engage in compensatory luxury consumption as a statusrestoring 

mechanism.  

Gift-Giving and Relational Consumption: A distinctive driver of luxury consumption in the Indian 

context is the cultural importance of gift-giving. Weddings, Diwali, Akshaya Tritiya, professional 

milestones, and personal celebrations all involve elaborate gift-giving rituals where luxury goods serve 

as important social and relational currency. Singh, N., and Jha, A. (2020) found that gift-driven luxury 

purchases account for a significant proportion of luxury transactions in India, creating a recurring 

demand cycle tied to the country's rich festival and celebration calendar.  

2.4 Digital Media and Luxury Consumption  

The relationship between digital media and luxury consumption represents one of the most 

transformative dynamics in the global luxury industry over the past decade. Okonkwo (2010) identified 

the fundamental tension facing luxury brands in the digital age: the internet's democratizing reach and 

participatory communication culture conflicts with the exclusivity, mystique, and controlled aspiration 

creation that is central to luxury brand strategy. The decade and a half since Okonkwo's analysis has 

seen luxury brands develop sophisticated resolutions to this tension through highly curated, 

platformspecific digital strategies.  
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Social media platforms particularly Instagram, YouTube, and Pinterest have become the primary arena 

of luxury brand experience for millennial consumers globally and in India. Instagram's visual format 

is exceptionally well-suited to luxury brand communication, enabling brands to maintain aspirational 

visual identities while reaching millions of followers. Studies by Singh and Pathak (2021) found that 

Indian millennials who followed luxury brands on Instagram demonstrated significantly higher luxury 

purchase intent than non-followers, with consistent visual aesthetics and aspirational lifestyle content 

being the most impactful content formats.  

Influencer marketing has emerged as arguably the most strategically significant development in luxury 

digital marketing in India. The influencer ecosystem has evolved from simple celebrity endorsements 

to sophisticated, multi-tier influencer strategies that leverage different influencer profiles for different 

stages of the luxury consumer journey. Verma and Soni (2017) documented the growing importance 

of online reviews and influencer endorsements in building consumer trust for high-value luxury 

purchases, finding that perceived authenticity and alignment between the influencer's lifestyle and the 

brand's values are critical to influencer marketing effectiveness.  

The luxury e-commerce landscape has undergone a transformation in India, driven by the growth of 

dedicated luxury retail platforms. Tata CLiQ Luxury, positioned as India's premier luxury e-commerce 

destination, has expanded its brand portfolio significantly and reported strong growth driven by 

millennial consumers. International platforms including Farfetch and Net-a-Porter have built 

meaningful Indian consumer bases, particularly in the luxury fashion and accessories segments. Kumar 

and Kapoor (2021) studied digital marketing strategies in luxury e-commerce and found that AI-driven 

personalisation curated recommendations based on browse and purchase history  significantly 

enhanced conversion rates and average order values among millennial luxury shoppers.  

The role of WhatsApp as a luxury CRM tool in India deserves particular attention. High-value luxury 

boutiques particularly jewellery and watch retailers — use WhatsApp for personalised client 

communication, sharing new arrivals, exclusive previews, and invitations to private events. This 

channel combines the digital convenience preferred by millennials with the personalised, 

relationshipbased service experience that defines luxury hospitality.  

2.5 Socio-Cultural Influences on Luxury Buying  

India's socio-cultural landscape exerts a profound and distinctive influence on luxury consumption 

patterns. Hofstede's (1991) cultural dimensions framework identifies India as a relatively collectivist, 

high power-distance society characteristics that predict strong social visibility drives in luxury 

consumption and a tendency to use luxury goods as instruments of social stratification signalling. 
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While urban Indian millennials have moved toward more individualistic values than older generations, 

the collectivist underpinning remains strong enough to sustain conspicuous consumption dynamics.  

Wedding Consumption Complex: The Indian wedding is arguably the most elaborate, multi-category 

luxury consumption event in the world. Contemporary urban Indian weddings, particularly among 

affluent millennials, can involve luxury expenditure across designer bridal wear (often by Sabyasachi, 

Manish Malhotra, or Tarun Tahiliani at INR 10–50 lakhs for the bridal ensemble), bespoke jewellery 

(INR 20 lakhs to crores), luxury automobiles for the wedding cortege, five-star or destination venue 

hospitality, professional photography and videography, and imported food and beverage. BCG–CII 

(2022) estimated aggregate wedding-related luxury expenditure in India at over INR 1 lakh crore 

annually.  

Festival Occasions and Gifting Calendar: India's rich festival calendar creates a structured, recurring 

luxury demand cycle throughout the year. Diwali, the most significant consumer spending festival in 

India, drives demand for jewellery, luxury confectionery and dry fruit hampers, premium electronics, 

home decor, and fashion. Akshaya Tritiya, considered the most auspicious day for gold purchases in 

Indian tradition, drives the single highest daily luxury jewellery sales in India. Christmas and New 

Year have emerged as luxury travel and hospitality occasions for cosmopolitan Indian millennials. 

Pongal, Eid, and regional festivals create additional luxury demand spikes across different geographic 

markets.  

Chatterji and Sharieff (2015) studied the influence of organizational culture on decision-making 

processes in Indian enterprises and found that workplace social environments particularly in highstatus 

professions exert significant peer influence on consumption decisions, including luxury purchases. The 

visible luxury consumption behaviour of senior colleagues and peers creates aspirational benchmarks 

that younger millennial professionals are motivated to emulate.  

The Glocal Luxury Phenomenon: A distinctive and commercially significant cultural pattern emerging 

among Indian millennial luxury consumers is the simultaneous aspiration for global luxury prestige 

brands and Indian heritage luxury brands. This 'glocal luxury' orientation reflects both the 

cosmopolitan aspirations fostered by globalisation and the growing cultural confidence and pride in 

Indian craft and design traditions that characterises the millennial generation. Brands like Sabyasachi 

have masterfully positioned themselves at this intersection, commanding luxury prices while 

celebrating distinctly Indian aesthetics.  
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2.6 Luxury Consumption in Emerging Markets  

The emerging market luxury consumption literature provides important comparative context for 

understanding the Indian millennial luxury consumer. Atsmon, Ducarme, Magni, and Wu (2012) from 

McKinsey conducted a landmark study of luxury consumers in China, India, and Brazil, finding that 

emerging market luxury consumers differ from their developed market counterparts in several 

fundamental respects: they are younger, more status-driven, more brand-conscious (particularly of 

brand heritage and global prestige), more influenced by peer and social media, and more 

occasiondriven in their luxury purchasing.  

Godey et al. (2016) studied the relationship between luxury brand social media marketing and 

consumer brand equity in China, France, India, and the United States, finding that social media 

marketing significantly enhances brand equity across all markets but particularly strongly in China and 

India the two markets where social proof and peer validation play the most powerful roles in luxury 

consumption. Their findings have significant implications for luxury brand digital strategy in India.  

Shu and Tong (2015) examined the role of face-consciousness  the concern for social reputation and 

public image in luxury consumption across Asian markets, finding that face-related motivations are 

significantly stronger in India and China than in Japan and South Korea, which have more mature 

luxury markets where inner-directed consumption motivations have become relatively more 

prominent. This finding suggests that as the Indian luxury market matures, motivational drivers may 

gradually shift from primarily status-oriented toward more experiential and self-expressive 

orientations a trajectory already visible in the behaviour of the most affluent Indian millennial 

consumers.  

Wiedmann and Hennigs (2013) compiled a cross-cultural luxury value study across 15 countries and 

found that India ranked among the highest for both social value and financial value dimensions of 

luxury confirming that Indian luxury consumers are strongly motivated by both visible status signalling 

and the investment dimension of luxury goods, particularly gold jewellery and luxury watches, which 

are culturally recognised stores of wealth.  

2.7 Emerging Themes: Sustainability and Experiential Luxury  

Two emerging themes in global luxury consumption research have particular relevance for the Indian 

millennial segment: sustainable luxury and experiential luxury. These themes represent potential future 

structural shifts in the motivational architecture of Indian millennial luxury consumption.  

Sustainable Luxury: Global research increasingly documents a growing sustainability consciousness 

among millennial luxury consumers. McKinsey & Company (2023) found that 45% of global 
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millennials have considered a brand's sustainability credentials before making a luxury purchase, with 

this proportion significantly higher among the youngest millennials (born 1992–1996) and those in the 

highest income brackets. In India, this trend is nascent but measurable and growing. Bernstein 

Research (2022) found that approximately 28% of Indian millennial luxury consumers aged 25–35 

cited sustainability and ethical sourcing as 'important' or 'very important' in their luxury brand 

selection, up from 14% in 2018.  

Indian luxury brands have been at the forefront of sustainable luxury positioning. Forest Essentials, a 

luxury Ayurvedic beauty brand, and Kama Ayurveda have built entire brand identities around natural 

ingredients, traditional formulations, and sustainable sourcing — resonating powerfully with 

environmentally aware Indian millennial consumers. International luxury brands have responded by 

increasing their sustainability communication in India, launching sustainable product lines and 

communicating carbon neutrality commitments.  

Experiential Luxury: Pine and Gilmore's (1998) 'Experience Economy' framework proposed that as 

economies mature, consumers progressively shift their spending from goods to experiences — the 

latter generating richer memories, greater social currency, and more sustained emotional satisfaction. 

The post-pandemic period has accelerated this trend globally, as travel restrictions forced a 

reassessment of material luxury's value relative to experiential luxury. For Indian millennials who were 

unable to travel internationally during 2020–2022, the lifting of restrictions triggered a pent-up demand 

surge for luxury travel that drove extraordinary growth in luxury hospitality and outbound tourism.  

The luxury wellness category encompassing high-end spa retreats, yoga and meditation luxury 

experiences, Ayurvedic wellness resorts, and curated fitness experiences — has also shown strong 

growth among Indian millennials, reflecting a post-pandemic reorientation toward health, mindfulness, 

and holistic wellbeing as luxury values.  

2.8 Research Gap  

The review of literature reveals several important research gaps that this thesis seeks to address. First, 

while individual dimensions of Indian millennial luxury consumption, digital media influence, 

wedding consumption, status motivation have been studied in isolation, there is no comprehensive 

secondary-data-based study that integrates all these dimensions into a unified analytical framework. 

Second, most academic studies of Indian luxury consumption are dated (pre-2019) and do not capture 

the transformative dynamics of the post-pandemic period. Third, the literature does not adequately 

address the growing heterogeneity within the Indian millennial luxury segment across regions, genders, 

and income levels. Fourth, the emerging 'glocal luxury' phenomenon  the simultaneous aspiration for 

international and Indian heritage luxury brands  has received limited analytical attention.  
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This thesis addresses these gaps through a systematic and comprehensive secondary data synthesis.  

    

Chapter 3: Research Methodology  

Research methodology refers to the systematic, structured, and organised approach undertaken in a 

study to gather relevant information, analyse data, and derive meaningful conclusions. This chapter 

outlines the research design, data sources, collection procedure, analytical approach, conceptual 

framework, hypotheses, and limitations of this study on luxury consumption patterns among Indian 

millennials.  

3.1 Research Design  

This study adopts a descriptive and analytical research design based entirely on secondary data. The 

descriptive component involves systematically identifying, organising, and presenting data on the 

characteristics, preferences, and behaviours of Indian millennial luxury consumers from authoritative 

secondary sources. The analytical component involves interpreting and contextualising this data within 

established theoretical frameworks to generate insights that address the study's research objectives.  

The choice of a secondary-data-based descriptive and analytical design is motivated by the practical 

advantages of scale, quality, and comprehensiveness that secondary sources from major market 

research agencies offer. A primary survey of comparable depth and national reach would require 

resources and infrastructure well beyond the scope of an MBA thesis. The secondary data synthesis 

approach enables the study to draw on datasets involving thousands of respondents across multiple 

geographies, income groups, and demographic segments, providing a richer empirical foundation than 

a small-scale primary study could achieve.  

3.2 Nature of Data – Secondary Data  

All data used in this study is secondary in nature that is, it has been previously collected and published 

by other researchers, agencies, or organisations for their own analytical purposes. Secondary data is 

employed across all chapters of this thesis and is the exclusive empirical basis for the analysis 

presented in Chapter 4. The rationale for this exclusive reliance on secondary data encompasses four 

dimensions:  

• Scale and Representativeness: Market research agencies such as Bain & Company, McKinsey, 

and Euromonitor conduct large-sample, nationally representative surveys with methodological 

rigour that generates statistically valid insights across India's diverse regional and demographic 

markets. Individual academic researchers or MBA students cannot replicate this scale within 

the constraints of a thesis project.  



  

 

Page 17   

• Triangulation and Reliability: The availability of multiple independent secondary sources on 

many aspects of Indian millennial luxury consumption enables triangulation the crossvalidation 

of findings across sources which significantly strengthens the reliability and credibility of 

research conclusions.  

• Temporal Coverage: Secondary data from multiple years enables identification of trends over 

time, which is particularly valuable for understanding the evolution of luxury consumption 

behaviour in a dynamic, rapidly changing market.  

• Accessibility and Ethics: Secondary data from published sources is freely accessible through 

academic and industry databases, avoiding the ethical and practical challenges of primary data 

collection including informed consent, data privacy, sampling bias, and response rate 

limitations.  

3.3 Sources of Secondary Data  

The secondary data for this study is drawn from the following categories of authoritative sources:  

• Market Research Reports: Bain & Company Global Luxury Study (2022, 2023); McKinsey & 

Company Consumer Reports (2021, 2023); Euromonitor International Luxury Goods India 

Reports (2021, 2022, 2023); Statista India Luxury Market Data (2020–2024); BCG–CII India 

Luxury Summit Reports (2021, 2022).  

• Government and Industry Publications: Ministry of Commerce and Industry (India); 

Department for Promotion of Industry and Internal Trade (DPIIT); Confederation of Indian 

Industry (CII) Reports; Assocham India Reports; FICCI Luxury Reports; SIAM Automobile 

Industry Reports.  

• Academic Journals: Journal of Consumer Research; Journal of Business Research; 

International Journal of Research in Marketing; Luxury Research Journal; Journal of Consumer 

Marketing; Ushus Journal of Business Management; Psychology & Marketing.  

• Business Press and Media: The Economic Times Brand Equity; Business Standard; Mint; 

Forbes India; Vogue Business India; Business Today; Hindustan Times Lifestyle.  

• Digital and Social Media Research: Influencer.in Annual Influencer Marketing Report (2023); 

We Are Social Digital India Reports (2021–2023); IAMAI Digital Commerce Reports (2022, 

2023); Redseer Strategy Consultants Digital Luxury Reports.  

• Wealth and Consumer Surveys: Hurun India Wealth Report (2022); Ipsos Consumer 

Confidence and Luxury Surveys (2021–2023); KPMG India Luxury Consumer Survey (2022); 

Deloitte Global Millennial Survey (2021, 2022, 2023).  
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3.4 Data Collection Procedure  

Data collection followed a systematic, multi-stage procedure. In Stage 1, a comprehensive literature 

search was conducted using Google Scholar, JSTOR, ResearchGate, SSRN, and the official websites 

of market research firms and industry associations. Search terms included 'luxury consumption India 

millennials,' 'Indian luxury market,' 'millennial luxury buyer India,' 'digital luxury India,' 'luxury brand 

India,' and related terms. In Stage 2, all identified sources were screened for relevance, credibility, and 

recency. Inclusion criteria required sources to be published between 2015 and 2024, with primary 

analytical weight given to 2019–2024 sources, and to have been published by reputed organisations 

with stated methodology. In Stage 3, data from selected sources was systematically extracted, coded 

by theme, and integrated into the analytical framework. Over 90 secondary sources were reviewed; 

approximately 60 are directly cited or referenced in this thesis.  

3.5 Data Analysis Approach  

The data analysis employs content analysis and thematic synthesis as the primary analytical methods. 

Content analysis involves systematically categorising and coding data from secondary sources, 

quantifying key metrics such as market size figures, survey response percentages, growth rates, and 

demographic distributions, and identifying patterns and trends across sources. Thematic synthesis 

involves identifying recurring themes across multiple independent sources and constructing an 

integrated, coherent analytical narrative that addresses the research objectives.  

Quantitative secondary data market share figures, survey statistics, growth rates, consumer research 

percentages is presented in tabular form throughout Chapter 4 for clarity and ease of comparison across 

sources. Qualitative secondary data consumer attitude descriptions, brand perception narratives, 

strategic observations is synthesised thematically with supporting evidence from the literature. Where 

findings from different sources converge, this convergence is noted as strengthening confidence in the 

finding. Where findings diverge, the divergence and its possible explanations are discussed.  

3.6 Reliability and Validity  

To ensure reliability, only data from reputed, peer-reviewed, or well-established industry sources with 

transparent methodologies has been used. The research prioritises sources with clearly stated sampling 

methodology, sample sizes above 500 respondents for survey-based reports, and publication by 

organisations with established track records. Triangulation across multiple independent sources has 

been applied wherever possible to corroborate key findings. To ensure internal validity, the study's 
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analytical framework is grounded in established consumer behaviour theories (Veblen, 1899; Vigneron 

and Johnson, 1999; Sirgy, 1982; Pine and Gilmore, 1998), ensuring that data interpretation is anchored 

in conceptually coherent theoretical structures rather than ad hoc analysis. External validity is 

strengthened by the use of nationally representative secondary data covering diverse regional, 

demographic, and income segments.  

3.7 Conceptual Framework  

The conceptual framework integrates three categories of independent variables  motivational factors, 

digital ecosystem factors, and socio-cultural factors  and their interaction with the dependent variable: 

luxury consumption patterns (encompassing purchase frequency, category preference, brand selection, 

channel preference, and spending levels) among Indian millennials. Table 3.1 below summarises the 

framework's key variables and their theoretical underpinnings.  

Variable Category  Specific Variables  Theoretical Basis  

Motivational Factors  Status signalling, self-identity, 

hedonic pleasure, self-reward, 

aspiration  

Veblen (1899); Vigneron & Johnson (1999);  

Sirgy (1982)  

Digital  Ecosystem  

Factors  

Social media, influencer 

marketing, luxury e-commerce,  

digital advertising  

Okonkwo (2010); Singh & Pathak (2021)  

Socio-Cultural  

Factors  

Wedding occasions, festival 

gifting, peer influence, cultural 

identity, globalization  

BCG–CII (2022); Chatterji & Sharieff (2015)  

Demographic  

Modifiers  

Income level, gender, region, 

urban vs. semi-urban  

Euromonitor (2023); KPMG (2022)  

Dependent Variable  Luxury consumption patterns: 

frequency, category, brand,  

channel, spend  

Wiedmann et al. (2009)  

Table 3.1: Conceptual Framework – Variables, Relationships and Theoretical Basis  

Source: Author's construct based on literature review  

3.8 Hypotheses of the Study  

Based on the review of literature and the conceptual framework, the following four hypotheses are 

proposed for testing through secondary data analysis:  
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H1 (Motivational Hypothesis): Status signalling and social aspiration are the primary motivational 

drivers of luxury consumption among Indian millennials, consistent with Veblen's conspicuous 

consumption theory and its applicability in collectivist emerging market cultures.  

H2 (Digital Hypothesis): Digital media platforms  particularly Instagram and social media influencer 

networks significantly shape luxury brand awareness, aspiration building, and purchase intent among 

Indian millennials, making digital presence a critical determinant of luxury brand success in India.  

H3 (Socio-Cultural Hypothesis): Socio-cultural factors particularly wedding and life-event occasions, 

festival gifting traditions, and peer influence within professional networks — significantly drive luxury 

consumption frequency and spending levels among Indian millennials.  

H4 (Heterogeneity Hypothesis): Significant and commercially meaningful regional and gender-based 

variations exist in luxury category preferences, brand orientations, and digital channel usage among 

Indian millennials, necessitating segment-specific marketing strategies for luxury brands.  

3.9 Limitations of the Study  

This study acknowledges several limitations. First, as all data is secondary, the researcher has no 

control over original data collection methodologies, and biases in original surveys may propagate into 

this analysis. Second, secondary data may not map perfectly onto the study's specific research 

questions, requiring interpretive adaptation that introduces a degree of analytical subjectivity. Third, 

the luxury market evolves rapidly, and some data points from sources published in 2021 or 2022 may 

not fully reflect the market dynamics of 2024. Fourth, the study's findings are most applicable to urban 

Indian millennials with market access to luxury goods and brands; millennials in rural or deep 

semiurban India, who have very limited luxury market exposure, are underrepresented in the secondary 

data sources used. Fifth, brand-level luxury sales data for India is not publicly available, limiting the 

granularity of brand-specific analysis. Sixth, this study focuses on consumer-side analysis; supply-side 

dynamics including luxury brand strategy, distribution, and manufacturing decisions are beyond its 

scope.  

    

Chapter 4: Data Analysis and Interpretation  

This chapter presents the systematic secondary data analysis across seven dimensions: the demographic 

profile of the Indian millennial luxury consumer; motivational drivers of luxury consumption; 

category-wise preferences; digital and social media influence; socio-cultural and psychological factors; 

regional and gender-based variations; and challenges and barriers. Data tables synthesised from 

authoritative secondary sources are presented throughout to support the analysis.  
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4.1 Profile of the Indian Millennial Luxury Consumer  

Based on secondary data from Bain & Company (2023), Euromonitor (2023), BCG–CII (2022), and 

KPMG (2022), the Indian millennial luxury consumer can be comprehensively profiled across 

demographic, geographic, psychographic, and behavioural dimensions.  

Demographically, active luxury consumers among Indian millennials are concentrated in the 

uppermiddle and affluent income brackets. Bain & Company (2023) estimates approximately 20–25 

million active luxury consumers in India, of whom 40–45% are millennials representing 8–11 million 

millennial luxury consumers. The Hurun India Wealth Report (2022) documents that the number of 

Indian dollar-millionaires grew by 11% in 2022, with a disproportionately high share of new wealth 

holders being millennials in technology, financial services, and entrepreneurship  directly translating 

into new luxury demand.  

Parameter  Urban Millennials  Semi-Urban Millennials  

Age Range (2024)  28–43 years  28–43 years  

Household Income (INR/yr)  ₹15 Lakhs – ₹1 Crore+  ₹8 Lakhs – ₹25 Lakhs  

Luxury Awareness Level  Very High  Moderate to High  

Primary Purchase Channel  Omnichannel (Store + Online)  E-commerce & Social Media  

Top Category Preference  Fashion, Watches, Travel, Beauty  Jewellery, Fashion, Beauty  

Brand Orientation  Global + Indian luxury  Primarily Indian luxury brands  

Social Media Influence (%)  72%  65%  

Avg. Annual Luxury Spend  

(INR)  

₹3–10 Lakhs  ₹1–4 Lakhs  

Sustainability Consciousness  Moderate and growing  Low to Moderate  

Table 4.1: Profile Comparison – Urban vs. Semi-Urban Indian Millennial Luxury Consumers  

Source: Bain & Company (2023); Euromonitor (2023); BCG–CII (2022); KPMG (2022)  

  

Geographically, luxury consumption is concentrated in Tier-1 cities. Table 4.2 presents the geographic 

distribution of India's luxury market, demonstrating the dominance of Mumbai and Delhi-NCR while 

highlighting the rapid growth trajectory of Bengaluru, Tier-2 cities, and the online channel.  
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City / Region  Market  

(%)  

Share  YoY Growth (2022– 

23)  

Key Millennial Driver  

Mumbai  22%   8%  Finance, Film, Cosmopolitanism  

Delhi-NCR  20%   9%  Wealth display, Wedding culture  

Bengaluru  14%   16%  Tech wealth, Global exposure  

Hyderabad  7%   14%  IT sector growth, Young HNIs  

Chennai  5%   11%  Professional affluence  

Kolkata & Pune  5%   9%  Heritage luxury, Professional 

class  

Tier-2 Cities (Combined)  15%   22%  E-commerce penetration, Rising  

HNIs  

Online / Pan-India  12%   28%  Digital native millennials  

Table 4.2: Geographic Distribution of Indian Luxury Market among Millennials (2022–23)  

Source: Bain & Company (2023); Euromonitor International (2023)  

Income-level segmentation is a critical dimension of the Indian millennial luxury consumer profile, as 

luxury consumption patterns, brand preferences, and category choices vary significantly across income 

brackets. Table 4.3 presents a segmentation of Indian millennial luxury consumers by income level, 

revealing distinct sub-segment profiles.  

Income  

Segment  

Annual HH Income  

(INR)  

Est.  Size  

(Millions)  

Luxury  Brand  

Orientation  

Top Categories  

Ultra High Net  

Worth  

Above ₹5 Crore  0.5  Top-tier global luxury 

(LV, Hermès,  

Rolex)  

Jewellery,  Watches,  

Automobiles, Hospitality  

High Net Worth  ₹1 Crore – ₹5 Crore  2.5  Global luxury + 

Indian heritage  

luxury  

Fashion, Travel, Watches,  

Beauty  
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Income  

Segment  

Annual HH Income  

(INR)  

Est.  Size  

(Millions)  

Luxury  Brand  

Orientation  

Top Categories  

Affluent  ₹25 Lakh – ₹1 Crore  5.0  Accessible luxury +  

Masstige brands  

Fashion,  Beauty,  

Automobiles, Travel  

Upper Middle  ₹15 Lakh – ₹25 Lakh  8.0  Masstige and 

aspirational Indian 

luxury  

Beauty, Fashion 

entrylevel, Occasions  

Table 4.3: Income-Level Segmentation of Indian Millennial Luxury Consumers  

Source: KPMG India (2022); Hurun India (2022); Euromonitor (2023)  

4.2 Motivational Drivers – Analysis  

Secondary data analysis across multiple sources consistently identifies five primary motivation clusters 

that drive Indian millennials to purchase luxury goods. These motivational clusters are not mutually 

exclusive; most luxury purchases are driven by multiple co-existing motivations, creating what 

researchers term a 'motivational architecture' unique to each consumer segment and cultural context.  

  

Motivational Driver  % Citing as Primary  

Driver (India)  

Global Average  

(%)  

Supporting Source  

Status Signalling / Social Aspiration  58%  38%  Ipsos (2022)  

Self-Reward  /  Personal  

Achievement  

47%  44%  Deloitte  Consumer  

Survey (2022)  

Superior Quality & Craftsmanship  41%  52%  McKinsey (2023)  

Gifting  &  Social  Occasion  

Obligation  

38%  22%  BCG–CII (2022)  

Aspirational Lifestyle Expression  34%  31%  KPMG India (2022)  

Investment Value (esp. jewellery, 

watches)  
29%  18%  Euromonitor (2023)  

Table 4.4: Primary Motivational Drivers of Luxury Consumption among Indian Millennials  

Source: Ipsos (2022); Deloitte (2022); McKinsey (2023); BCG–CII (2022); KPMG India (2022)  
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The data in Table 4.4 reveals a pattern that is highly consistent with the theoretical predictions of  

Veblen's conspicuous consumption theory and Shukla's (2011) finding on the elevated salience of 

conspicuousness in collectivist emerging market cultures. At 58% citing status signalling as a primary 

driver 20 percentage points above the global average, the Indian millennial luxury consumer is 

significantly more status-motivated than their global peers. Conversely, the gap in 'superior quality 

and craftsmanship' as a driver (41% for India vs. 52% globally) suggests that quality appreciation, 

while important, plays a relatively secondary role to social motivation in the Indian millennial context  

at least at present.  

Notably, the investment value dimension at 29% for India versus 18% globally reflects the distinctively 

Indian cultural tradition of viewing gold jewellery, luxury watches, and premium real estate as stores 

of wealth as well as consumption goods. This dual investment-and-consumption orientation for certain 

luxury categories is a uniquely Indian market characteristic with significant implications for luxury 

brand positioning and messaging strategy.  

Motivational Cluster  Dominant  Cultural  

Driver  

Primary  Luxury  

Category  

Millennial  Sub-Segment  

Most Affected  

Status  &  Social  

Signalling  

Collectivist  social  

hierarchy, izzat culture  

Jewellery,  

Automobiles, Watches  

All urban millennials, highest 

in North India  

Self-Reward  &  

Achievement  

First-generation wealth, 

meritocratic aspiration  

Fashion,  Travel,  

Beauty  

Tech & finance professionals,  

28–38 age  

Hedonic Pleasure &  

Quality  

Global  cultural 

exposure, experiential 

values  

Travel, Fine Dining,  

Wellness  

Highly  educated,  

internationally travelled  

Gifting & Occasion- 

Driven  

Wedding  culture,  

festival traditions  

Jewellery,  Apparel,  

Premium gifts  

All millennials, peak at 28–38 

years  

Investment Value  Gold as savings, luxury 

as asset  
Jewellery,  Premium  

Watches  

HNW and UHNW millennials  

Table 4.5: Hierarchy of Luxury Motivations – Contextual Analysis for Indian Millennials  

4.3 Category-Wise Luxury Consumption Preferences  

Indian millennial luxury consumers exhibit distinct and commercially significant preferences across 

product and experience categories. These preferences are shaped by cultural traditions, occasiondriven 
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demand, digital influence, income levels, and evolving aspirational values. Table 4.6 presents the 

category-wise structure of the Indian millennial luxury market.  

  

Luxury Category  
Market  

Share (%)  

YoY Growth  

(2022–23)  

Millennial Share of  

Category (%)  

Growth  Outlook  

(2024–28)  

Jewellery  (Fine  &  

Fashion)  

24%  12%  38%  Moderate-High  

Luxury Watches  4%  14%  42%  High  

Apparel  &  Designer  

Fashion  

15%  15%  45%  High  

Luxury  Accessories  

(Bags, Footwear)  

7%  17%  50%  Very High  

Luxury  Travel  &  

Hospitality  

20%  22%  48%  Very High  

Luxury Automobiles  15%  18%  41%  High  

Beauty & Personal Care  

(Luxury)  

10%  25%  55%  Very High  

Fine  Dining  &  

Gastronomy  

3%  20%  52%  High  

Luxury  Wellness  &  

Experiences  

2%  28%  58%  Very High  

Table 4.6: Category-Wise Luxury Consumption by Indian Millennials (2022–23)  

Source: Euromonitor International (2023); Bain & Company (2023); Statista (2023)  

Jewellery and Watches: The combined jewellery and watch segment representing 28% of total luxury 

market share reflects the deep cultural embeddedness of jewellery in Indian life. Fine jewellery (gold, 

diamond, and precious stone) is the single largest luxury product category, driven by wedding demand, 

Akshaya Tritiya purchases, festival gifting, and investment buying. Luxury watches have emerged as 

the primary aspirational luxury purchase for male Indian millennials, with Swiss watch brands 
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commanding strong brand equity. The Gemological Institute of India estimated that millennials now 

account for over 35% of fine jewellery purchases, with this proportion growing each year as millennials 

enter peak earning and life-event ages.  

Apparel, Accessories, and Fashion: Designer apparel and luxury accessories represent the most 

digitally influenced and fastest-fashion-changing luxury segment. International luxury houses' 

handbags Louis Vuitton, Gucci, Dior, and Balenciaga are the most aspirational luxury accessories 

among Indian millennial women. Indian designer wear brands command luxury positioning for 

weddings and cultural occasions. The luxury footwear segment, encompassing brands like Christian 

Louboutin and Salvatore Ferragamo, is growing rapidly among both male and female millennials.  

Luxury  

Category  

Top International Brands  

(India)  

Top Indian Luxury  

Brands  

Key Purchase Occasion  

Fine Jewellery  Bulgari, Cartier, Tiffany & 

Co.  

Tanishq  Zoya,  

Hazoorilal, PC Jeweller  

Weddings, Akshaya Tritiya,  

Gifting  

Luxury  

Watches  

Rolex, Omega, TAG Heuer,  

IWC  

Titan  Nebula,  HMT  

Heritage  

Self-reward,  Professional 

milestone, Gifting  

Designer  

Fashion  

(Women)  

Gucci,  Dior,  Versace,  

Valentino  

Sabyasachi,  Manish  

Malhotra, Anita Dongre  

Weddings,  Parties, 

 Selfreward  

Designer  

Fashion (Men)  

Tom  Ford,  Ermenegildo  

Zegna, Hugo Boss  

Tarun  Tahiliani,  

Abraham & Thakore  

Weddings, Corporate, 

Selfreward  

Luxury Bags &  

Accessories  

Louis Vuitton, Gucci, Prada,  

Celine  

Nappa Dori, Hidesign  

Premium  

Self-reward, Gifting, Social 

occasions  

Luxury  

Automobiles  

Mercedes-Benz,  BMW,  

Audi, Porsche  

Tata  Harrier  Dark  

Edition  

Professional  achievement,  

Social status  

Luxury Beauty  

& Skincare  

La Mer, SK-II, Jo Malone,  

Dior Beauty  

Forest Essentials, Kama  

Ayurveda  

Daily indulgence, Gifting  

Table 4.7: Brand Preference by Luxury Category among Indian Millennials  

Source: Euromonitor (2023); BCG–CII (2022); Business Standard Luxury Supplement (2023)  

Luxury Travel and Hospitality: The luxury travel and hospitality segment  at 20% of the market and 

growing at 22% annually  represents the clearest manifestation of the experiential luxury shift among 
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Indian millennials. Post-pandemic, Indian millennials have demonstrated a strong and sustained 

preference for luxury travel: international destinations including the Maldives, Bali, Dubai, Paris, and 

Tuscany for leisure; Singapore and Tokyo for shopping-integrated travel; and domestic luxury 

destinations including Rajasthan palace hotels, Kerala backwaters resorts, and Himalayan eco-luxury 

retreats for cultural experience. Luxury hospitality brands including the Taj Hotels, Oberoi, Aman 

Resorts, Six Senses, and Park Hyatt have all reported record occupancy and RevPAR driven by 

millennial demand.  

Luxury Beauty and Personal Care: The luxury beauty segment's 25% annual growth rate  the highest 

across all luxury categories  reflects a structural shift in Indian millennial lifestyle values. The 

normalisation of skincare as a daily luxury ritual, driven significantly by social media beauty content 

and K-beauty influence, has created a large and highly engaged millennial luxury beauty consumer 

base. International luxury beauty brands have expanded significantly in India, with direct-to-consumer 

e-commerce supplementing in-store distribution to reach millennials across all urban geographies.  

4.4 Role of Digital and Social Media  

Digital and social media have fundamentally restructured the luxury consumption journey for Indian 

millennials, from brand discovery and aspiration building through to purchase and post-purchase 

sharing. This section presents a detailed analysis of the digital luxury ecosystem's influence, supported 

by quantitative secondary data.  

Digital Channel  %  Millennial  

Luxury  Shoppers  

Influenced  

Primary  Stage  of  

Consumer Journey  

Key Brand Use Case  

Instagram  72%  Discovery & Aspiration  

Building  

Visual brand storytelling,  

Campaign launches  

YouTube  61%  Education  &  Deep  

Engagement  

Heritage films, Product 

craftsmanship, Reviews  

Influencer  

Recommendations  

67%  Trust  Building  &  

Evaluation  

Authentic testimonials, 

Tryon content  

Luxury  E-commerce  

Platforms  

54%  Consideration & Purchase  Curated  selection,  

Authentication guarantee  

Brand Website / App  48%  Research  &  Direct  

Purchase  

Brand universe, Exclusive 

digital content  
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Pinterest  42%  Inspiration & Wish-listing  Style  boards,  Wedding  

inspiration  

WhatsApp  (Brand  

CRM)  

38%  Relationship & Retention  VIP  client  service,  

Exclusive previews  

Twitter / X  22%  Brand News & Launches  Announcements,  PR  

amplification  

Table 4.8: Digital Channel Influence on Indian Millennial Luxury Consumers  

Source: Influencer.in (2023); We Are Social Digital India Report (2023); IAMAI (2023)  

Instagram's dominance as a luxury discovery platform (72% influence rate) reflects the platform's 

exceptional visual format alignment with luxury brand communication. Indian millennials spend an 

average of 2.5 hours per day on Instagram (We Are Social, 2023), during which they encounter both 

organic brand content and paid advertising from luxury brands. The luxury brand Instagram ecosystem 

in India encompasses brand accounts, celebrity brand ambassador posts, fashion magazine digital 

accounts, and a rich influencer ecosystem.  

The influencer marketing ecosystem deserves detailed analysis, as it has become the primary 

trustbuilding mechanism in the Indian millennial luxury digital journey. Table 4.9 presents the 

influencer tier strategy that has emerged as best practice for luxury brands targeting Indian millennials.  

Influencer  

Tier  

 Follower Range  Role in Luxury Strategy  Typical  

Engagement  

Rate  

Best  Suited  

Luxury Category  

Celebrity  

Mega  

/  10M+ followers  Mass  brand  awareness,  

Aspirational imagery  

0.5–1.5%  All  luxury  

categories  

Macro   1M–10M 

followers  

Category  education,  

Lifestyle alignment  

1–3%  Fashion,  Travel,  

Beauty  

Mid-Tier   100K–1M  

followers  

Brand credibility, Authentic 

storytelling  

2–5%  Fashion,  Beauty,  

Wellness  

Micro   10K–100K  

followers  

Community  engagement,  

Purchase conversion  

4–8%  Beauty,  Food,  

Local lifestyle  
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Nano   1K–10K  

followers  

Hyper-local  reach,  

Authentic reviews  

6–12%  Local  luxury  

services, Beauty  

Table 4.9: Influencer Tier Strategy for Luxury Brands in India  

Source: Influencer.in Annual Report (2023); Author's synthesis  

The luxury e-commerce segment in India has grown from near-negligible in 2015 to approximately 

USD 1.2 billion in 2023 (Statista, 2023), representing approximately 14% of total Indian luxury market 

value. This growth has been driven by the combined effect of platform quality improvement (Tata 

CLiQ Luxury's curation and authentication standards), post-pandemic behavioural shifts toward online 

purchasing, and Tier-2 city millennial consumers gaining access to luxury brands previously available 

only in major metros.  

  

Year  
Luxury  

Market 

Mn)  

E-commerce  

Value  (USD  

YoY  Growth  

(%)  

Mobile Commerce  

Share (%)  
Tier-2+ City Share 

of Online Luxury  

(%)  

2019  310  
 

18%  48%  18%  

2020  285   -8% (COVID)  52%  21%  

2021  430   51%  58%  24%  

2022  780   81%  62%  28%  

2023  1,200   54%  65%  32%  

Table 4.10: Luxury E-Commerce Growth Metrics – India (2019–2023)  

Source: Statista (2023); Euromonitor International (2023); Redseer Strategy Consultants (2023)  

4.5 Socio-Cultural and Psychological Factors  

Luxury consumption among Indian millennials is deeply embedded in a rich socio-cultural context that 

shapes both the occasions for purchase and the categories selected. This section presents a 

datasupported analysis of the key socio-cultural and psychological factors driving luxury consumption.  

Socio-Cultural Factor  Relative  

Importance  

Key Evidence  Primary  Luxury  

Category Impact  
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Wedding  &  Life-Event  

Occasions  

Very High  25–30%  of  luxury  spending  

(BCG–CII, 2022)  

Jewellery,  Apparel,  

Automobiles, Hospitality  

Festival Gifting Calendar  High  8  major  gifting  occasions  

annually  

Jewellery,  Beauty,  

Electronics, Fashion  

Peer  &  Professional  

Network Influence  

High  67%  influenced  by  peer  

recommendations (KPMG, 2022)  

Watches,  Accessories,  

Automobiles  

Social  Media  Peer  

Comparison  

High  72% inspired by social media  

content (Influencer.in, 2023)  

All  categories,  esp.  

Fashion & Beauty  

Globalization  &  

International Travel  

Moderate– 

High  

India's outbound travellers grew  

35% in 2023 (UNWTO)  

Apparel,  Accessories,  

Experiences  

Cultural  Heritage  Pride  

(Glocal Luxury)  

Moderate  40% prefer Indian luxury brands 

for occasions (BCG, 2022)  

Indian Designer Wear,  

Jewellery  

Socio-Cultural Factor  Relative  

Importance  

Key Evidence  Primary  Luxury  

Category Impact  

Sustainability  

Consciousness  

Emerging  28% cite sustainability as 

important (Bernstein, 2022)  

Beauty,  Apparel,  

Wellness  

Religious  /  Auspicious  

Occasions  

Moderate  Akshaya Tritiya drives 15% of 

annual gold jewellery sales  

Jewellery, Gifts  

Table 4.11: Socio-Cultural Factors and Their Influence on Indian Millennial Luxury Consumption  

Source: BCG–CII (2022); KPMG (2022); Influencer.in (2023); Bernstein Research (2022)  

Wedding-Driven Luxury Consumption: The scale and complexity of wedding-related luxury 

consumption in India makes this the single most important occasion-specific luxury demand driver. A 

BCG–CII (2022) analysis estimated aggregate premium-to-luxury wedding expenditure at over INR 1 

lakh crore annually in India. Table 4.12 presents the category breakdown of wedding-driven luxury 

expenditure, illustrating the multi-category nature of this consumption occasion.  

Luxury Category  Estimated  

Wedding 

Budget  

%  of  

Luxury  

Average Spend per  

Wedding  (INR  

Lakhs)  

Key Brands in India  
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Bridal Jewellery  30–40%   15–100+ Lakhs  Tanishq  Zoya,  

Hazoorilal, Bulgari  

Bridal & Groom Couture  20–25%   5–50+ Lakhs  Sabyasachi, Manish 

Malhotra, Tarun  

Tahiliani  

Wedding Venue & Hospitality  20–25%   10–200+ Lakhs  Taj,  Oberoi,  Leela,  

Destination Palaces  

Luxury  Automobile  

(Wedding)  

10–15%   5–50+ Lakhs  Mercedes,  BMW,  

Rolls  Royce  

(rental/purchase)  

Photography & Videography  5–8%   2–10 Lakhs  Premium  luxury 

wedding 

photographers  

Catering & Imported F&B  5–7%   2–15 Lakhs  Five-star catering, 

imported wines,  

premium spirits  

Table 4.12: Wedding-Driven Luxury Expenditure by Category (Indicative Ranges)  

Source: BCG–CII India Luxury Report (2022); Vogue Business India (2023)  

Festival Calendar and Luxury Demand: India's festival calendar creates a structured annual luxury 

demand cycle. Table 4.13 maps the major festival occasions against the luxury categories they 

primarily drive, providing a strategic calendar framework for luxury brands.  

  

Festival / Occasion  Month(s)  Primary  Luxury  Categories  

Driven  

Key Consumer Action  

Akshaya Tritiya  April–May  Fine Jewellery (Gold & Diamond)  Jewellery  purchase,  

Investment buying  

Eid-ul-Fitr  March–April  

(varies)  

Apparel, Gifting, Perfumes  New clothes, Gifting to 

family & friends  
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Diwali  October– 

November  

Jewellery,  Electronics,  Fashion,  

Beauty, Automobiles  

Gifting,  Dressing  up,  

Home decor  

Dhanteras  October– 

November  

Gold  Jewellery,  Silver,  

Automobiles  

Auspicious purchase of 

gold/vehicles  

Christmas & New Year  December  Luxury  Travel,  Hospitality,  

Fashion, Fine Dining  

Year-end  celebrations,  

International travel  

Valentine's Day  February  Jewellery,  Perfumes,  Luxury  

Chocolates, Experiences  

Romantic gifting  

Pongal / Sankranti  January  Jewellery, Traditional Apparel  Cultural gifting, New 

clothes  

Table 4.13: India's Festival Calendar and Luxury Category Demand Mapping  

Source: BCG–CII (2022); Retailers Association of India (2023); Author's synthesis  

4.6 Regional and Gender-Based Variations  

A defining characteristic of the Indian millennial luxury market is its significant heterogeneity across 

regional geographies and genders. These variations have profound implications for luxury brand 

marketing strategy, product assortment, and channel investment.  

  

Region  Top  Luxury  

Categories  

Key  Cultural  

Driver  

Primary Digital  

Channel  

Notable Indian 

Luxury Brand  

Preference  

North  India  

(Delhi-NCR, 

Chandigarh)  

Automobiles,  

Jewellery, Designer 

Fashion, Weddings  

Social  status 

signalling,  

Extravagant 

wedding culture  

Instagram, 

WhatsApp 

groups  

Sabyasachi,  

Hazoorilal,  Tarun  

Tahiliani  

West  India  

(Mumbai, Pune, 

Ahmedabad)  

Hospitality,  Fine  

Dining,  Fashion,  

Wellness  

Cosmopolitan 

lifestyle, 

 Film  

industry influence  

Instagram,  

YouTube, 

Luxury 

platforms  

Nicobar, Good Earth, 

local art galleries  
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South  India  

(Bengaluru,  

Hyderabad, 

Chennai)  

Luxury  Tech,  

Watches,  Beauty,  

Travel  

Tech wealth 

culture, Global 

professional 

exposure  

YouTube, 

Instagram, Tech 

review platforms  

Forest Essentials, 

Kama Ayurveda,  

Tribe by Amrapali  

East  India  

(Kolkata,  

Bhubaneswar)  

Heritage Jewellery, 

Traditional Apparel,  

Cultural Luxury  

Heritage 

consciousness, 

Cultural pride  

Facebook,  

Instagram  

Sabyasachi (Kolkata 

roots), local heritage 

jewellers  

Tier-2  Cities  

(Jaipur,  

Lucknow, Surat,  

etc.)  

Jewellery,  Fashion,  

Beauty  (via  E- 

commerce)  

Rising  HNI 

population, Social 

aspiration  

Instagram, 

Ecommerce apps  

Indian luxury brands 

with strong e- 

commerce presence  

Table 4.14: Regional Variation in Luxury Category Preferences among Indian Millennials  

Source: BCG–CII India Luxury Report (2022); Euromonitor (2023); Business Standard (2023)  

North Indian millennials, particularly in Delhi-NCR, demonstrate the highest propensity for 

conspicuous luxury consumption, driven by a strong social display culture, the spectacular scale of 

North Indian weddings, and a deeply embedded association between visible wealth and social standing. 

Mumbai-based millennials present a more cosmopolitan luxury consumption profile, with high 

spending on luxury hospitality, fine dining, international fashion, and art reflecting the city's finance, 

film, and media industry character.  

South Indian millennials particularly the Bengaluru and Hyderabad technology and startup 

communities demonstrate a distinctive 'achievement luxury' orientation, purchasing luxury goods 

primarily as expressions of professional success rather than inherited social position. This cohort shows 

the highest growth rate in luxury watches, luxury automobiles (particularly electric premium vehicles), 

and international luxury travel among India's regional millennial segments.  

Dimension  Female Millennials  Male Millennials  Key Trend  

Top 3 Luxury Categories  1. Jewellery 2. Apparel 3.  

Beauty  

1. Watches 2. Automobiles  

3. Apparel  

 Female beauty 

growing fastest; 

Male grooming 

emerging strongly  
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Avg.  Annual  Luxury  

Spend  

₹2.5–8 Lakhs (Urban)  ₹2–7 Lakhs (Urban)   Converging  as  

female professional 

income grows  

Purchase Frequency  4–7 times/year  3–5 times/year   Female frequency 

highest in beauty  

& fashion  

Primary  Discovery  

Channel  

Instagram (78%), Pinterest  

(51%)  

YouTube  (65%),  

reviews (48%)  

Tech  Instagram 

dominant 

 across 

genders  

Brand Loyalty  Moderate–High  Moderate  Female loyalty 

higher in beauty; 

Male in watches  

Sustainability Sensitivity  34% cite sustainability  22% cite sustainability  Female 

millennials lead 

on sustainability  

Influencer Sensitivity  71%  influenced  by  

influencers  

58%  influenced  by  

influencers  

Female more 

influencer-driven 

across categories  

Fastest Growing 

Subsegment  

Luxury beauty & skincare;  

Wellness travel  

Luxury grooming; Electric 

luxury vehicles  

Both  genders 

show  high 

experiential luxury 

growth  

Table 4.15: Gender-Based Variation in Luxury Consumption among Indian Millennials  

Source: KPMG India (2022); Ipsos (2022); Influencer.in (2023); Euromonitor (2023)  

The gender analysis reveals that while jewellery, apparel, and beauty have historically been 

femaledominated luxury categories, significant shifts are underway. Male millennial luxury 

consumption is growing rapidly across personal care and grooming (the fastest growing sub-segment 

for men), luxury watches (now the primary luxury aspiration purchase for male Indian millennials), 

and premium automobiles. The normalisation of male grooming culture through social media and the 
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emergence of luxury men's skincare and fragrance as status markers are structural changes reshaping 

the gender dynamics of Indian millennial luxury consumption.  

4.7 Challenges and Barriers to Luxury Consumption  

Despite the strong growth trajectory of the Indian millennial luxury market, several significant 

structural challenges and market-specific barriers constrain its development. Understanding these 

challenges is essential for luxury brands formulating India market strategies.  

Challenge / Barrier  Severity  

Level  

Estimated Market Impact  Primary  Affected  

Segment  

Counterfeit Proliferation  High  USD 500M+ in counterfeit luxury 

goods annually (IACC, 2023)  
Online shoppers, Tier- 

2 city consumers  

High Import Duties on  

Luxury Goods  

High  30–60% price premium vs. global 

luxury markets  

Price-sensitive 

aspirational 

millennials  

Limited Tier-2 City Retail  

Infrastructure  

Moderate– 

High  

15% of luxury demand unmet by  

physical retail  

Tier-2 and Tier-3 city 

millennials  

Currency  Depreciation  

(INR vs USD/EUR)  

Moderate  5–8% annual price inflation on 

imported luxury  
All  segments 

purchasing 

 imported 

luxury  

Consumer Trust in Online  

Luxury  

Moderate  30% hesitant to buy luxury online  

(Euromonitor, 2023)  

Mid-tier millennials, 

first-time luxury  

buyers  

Aspiration-Access Gap  Moderate  Large aspirational segment with 

limited actual purchasing power  

Upper-middle income 

millennials  

Post-Purchase  Cognitive  

Dissonance  

Low– 

Moderate  

19% report post-luxury-purchase 

regret (Ipsos, 2022)  

First-time luxury 

buyers, aspirational 

segment  

Challenge / Barrier  Severity  

Level  

Estimated Market Impact  Primary  Affected  

Segment  

Limited  Luxury  Brand  

Awareness (Tier-2)  

Moderate  Many global luxury brands have low 

awareness in Tier-2 cities  
Tier-2 city millennial 

consumers  
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Table 4.16: Key Challenges and Barriers in the Indian Millennial Luxury Market  

Source: IACC (2023); Euromonitor (2023); Ipsos (2022); Author's synthesis  

Counterfeit Proliferation: The widespread availability of counterfeit luxury goods through online grey 

market channels represents one of the most significant threats to the Indian luxury market's integrity 

and growth. The International Anti-Counterfeiting Coalition (2023) estimated counterfeit luxury goods 

in India at over USD 500 million annually. For Indian millennial luxury consumers who are less 

experienced in luxury authentication than consumers in mature luxury markets, the risk of purchasing 

counterfeit goods — particularly through peer-to-peer online platforms and social media commerce — 

is a genuine and significant barrier to online luxury purchasing from non-authorised channels.  

High Import Duties: India's import duty structure for luxury goods creates a significant pricing 

disadvantage for international luxury brands sold through official domestic channels. Table 4.17 

illustrates the duty-related price premium across key luxury categories.  

Luxury Category  Basic Import Duty  

(%)  

Total Effective Tax  

Incidence (%)  

Estimated  India  Price  

Premium vs. Europe  

Luxury Watches  20%  40–55%  35–55%  higher  than  in  

Switzerland/Europe  

Designer  Apparel  &  

Accessories  

20%  38–50%  30–50%  higher  than  in  

Paris/Milan  

Luxury Automobiles  60–100%  100–130%  60–100% higher than in  

Germany/UK  

Premium Wines & Spirits  150%  200%+  150–200% higher than in  

France/UK  

Fine Jewellery (imported)  15%  28–35%  20–30% higher than in Dubai  

Luxury  Beauty  &  

Cosmetics  

20%  35–48%  30–45%  higher  than  in  

France/UK  

Table 4.17: Import Duty Impact on Luxury Pricing in India Relative to Global Markets  

Source: Ministry of Finance India (2023); FICCI Luxury Report (2022); Author's estimates  

The pricing premium created by import duties has two primary consequences: first, it incentivises 

Indian millennial luxury consumers to purchase international luxury goods abroad during international 

travel (so-called 'duty-free arbitrage'), which benefits global luxury brands but deprives the Indian 
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domestic luxury market of this revenue; second, it creates an entry-barrier for aspirational millennials 

who would purchase luxury goods at European price points but cannot justify the India price premium, 

limiting market depth.  
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Chapter 5: Findings, Suggestions and Conclusion  

5.1 Key Findings of the Study  

The systematic secondary data analysis presented in Chapter 4 generates a comprehensive set of 

findings that address each of the study's research objectives and test the four stated hypotheses. These 

findings are presented thematically, followed by a hypothesis validation summary table.  

Finding 1 – Status Signalling and Social Aspiration are the Primary Motivational Drivers  

Secondary data analysis firmly establishes that status signalling and social aspiration are the dominant 

primary motivational drivers of luxury consumption among Indian millennials. With 58% of Indian 

millennial luxury consumers citing 'making a positive impression on others' as a primary purchase 

motivation (Ipsos, 2022) twenty percentage points above the 38% global average the Indian millennial 

luxury consumer is significantly more status-motivated than their global peers. This finding is 

consistent across all major secondary data sources reviewed and is theoretically explained by the 

heightened salience of conspicuous consumption in India's collectivist, high power-distance cultural 

context. H1 is supported.  

Finding 2 – Digital Media is the Primary Architecture of the Luxury Consumer Journey  

The analysis conclusively establishes that digital media platforms particularly Instagram (72% 

influence rate), influencer networks (67% influence rate), and luxury e-commerce platforms (54% 

influence rate) have become the primary architecture of the luxury consumer journey for Indian 

millennials, rather than merely supplementary channels. The luxury purchase journey for Indian 

millennials predominantly begins on Instagram, progresses through influencer content, brand website 

research, and peer validation, and culminates either in-store for high-value purchases or on luxury 

ecommerce platforms for accessible luxury categories. H2 is supported.  

Finding 3 – Wedding and Festival Occasions Drive 25–30% of Luxury Expenditure  

Socio-cultural factors  particularly wedding and life-event occasions and the annual festival gifting 

calendar are responsible for 25–30% of total luxury expenditure in India (BCG–CII, 2022). This 

occasion-driven luxury demand is unique in its scale globally and is structurally embedded in Indian 

cultural traditions that are not weakening among millennials  if anything, millennial weddings are 

becoming more elaborate and multi-category in their luxury integration. Peer influence within 

professional networks is also a significant driver of luxury consumption, particularly for conspicuous 

categories including watches, automobiles, and accessories. H3 is supported.  
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Finding 4 – Significant Regional and Gender-Based Heterogeneity Exists  

The analysis confirms significant regional variations: North Indian millennials show the strongest 

conspicuous consumption orientation and highest wedding-driven luxury expenditure; South Indian 

tech-wealth millennials show the strongest professional achievement and quality orientation; 

Mumbaibased millennials demonstrate the most cosmopolitan and experiential luxury consumption 

profile. Gender variations are also significant, with female millennials leading in jewellery, beauty, 

and fashion, and male millennials leading in watches, automobiles, and premium grooming. These 

variations are commercially meaningful and require segment-specific marketing strategies. H4 is 

supported.  

Finding 5 – Luxury Beauty and Experiential Luxury are the Fastest-Growing Segments  

Luxury beauty and personal care is the fastest-growing luxury category at approximately 25% annual 

growth, driven by millennial female consumers, social media beauty content proliferation, and the 

normalisation of luxury skincare as a daily self-investment. Luxury travel and hospitality, growing at 

22% annually, and luxury wellness experiences, growing at 28% annually, represent the clearest 

manifestation of the experiential luxury shift among Indian millennials. These two segments — beauty 

and experiences represent the most dynamic near-term growth opportunities in the Indian millennial 

luxury market.  

Finding 6 – The Glocal Luxury Orientation is Commercially Distinctive  

A commercially distinctive 'glocal' luxury consumption pattern characterises Indian millennials: the 

simultaneous aspiration for globally prestigious international brands (for cosmopolitan status 

signalling) and Indian heritage luxury brands (for cultural resonance and craft authenticity). 

Approximately 40% of Indian millennial luxury consumers preferentially purchase Indian luxury 

brands for cultural occasions (BCG, 2022), reflecting a growing confidence in Indian craft and design 

traditions. This glocal orientation is commercially significant and represents a structural opportunity 

for both Indian luxury brand builders and for global luxury conglomerates that can authentically 

integrate Indian cultural elements into their brand narratives.  

Hypo 

thesi 

s  

Statement  Evidence  Verdict  

H1  Status signalling and social 

aspiration are primary motivational 

drivers  

58% cite social impression (Ipsos, 2022) 

vs. 38% global average; consistent  

across all data sources  

Supported  
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Hypo 

thesi 

s  

Statement  Evidence  Verdict  

H2  Digital media significantly shapes 

luxury brand awareness and  

purchase intent  

Instagram 72% influence; Influencer 

67%; E-commerce 54% (Influencer.in,  

2023; IAMAI, 2023)  

Supported  

H3  Wedding occasions and peer 

influence significantly drive luxury 

consumption  

25–30% of luxury spend is 

occasiondriven; 67% influenced by peers 

(BCG– 

CII, 2022; KPMG, 2022)  

Supported  

H4  Significant regional and 

genderbased variations exist in 

luxury preferences  

Distinct regional profiles confirmed; 

Gender category differences confirmed 

across multiple sources  

Supported  

Table 5.1: Summary of Key Findings and Hypothesis Validation  

Source: Author's analysis from secondary data synthesis  

5.2 Strategic Suggestions for Luxury Brands  

Based on the findings of this study, the following strategic recommendations are presented for luxury 

brands operating in or planning to enter the Indian millennial luxury market. These recommendations 

are organised as an integrated strategic matrix addressing eight key strategic imperatives.  

Strategic  

Imperative  

Recommended Action  Priority  Expected Outcome  

Invest in Instagram- 

First Digital Strategy  
Develop high-production visual 

content, celebrity brand 

ambassador campaigns, curated  

Reels and Stories  

Very High  Enhanced brand discovery, 

aspiration building among 18–35 

year old millennials  

Build  Multi-Tier  

Influencer Ecosystem  

Partner  with  celebrity  

(awareness), macro (education), 

micro (trust), nano (community) 

influencers in coordinated 

campaigns  

Very High  Increased  purchase  intent,  

authentic brand credibility  
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Curate Wedding and  

Occasion Marketing  

Develop bridal collections, 

wedding consultancy services, 

partnerships with top wedding 

planners  

High  Capture 25–30% occasion-driven 

luxury expenditure window  

Strategic  

Imperative  

Recommended Action  Priority  Expected Outcome  

Expand Tier-2 City  

Reach  via  E- 

Commerce  

Partner with Tata CLiQ Luxury, 

Farfetch; invest in regional 

digital marketing for Jaipur, 

Lucknow, Surat, Chandigarh  

High  Access rapidly growing Tier-2  

HNI millennial segment  

Develop IndiaSpecific 

Entry  

Products  

Create India-exclusive 

entrylevel product lines 

(perfumes, accessories, beauty) 

to build the luxury consumer 

pipeline  

Moderate– 

High  

Expand addressable market, build 

future full-luxury consumers  

Build Sustainability  

Narrative  

Communicate ethical sourcing, 

artisan welfare, environmental 

credentials through authentic  

Indian cultural storytelling  

Moderate  Resonate  with  growing 

sustainability-conscious 

millennial cohort  

Invest  in  Glocal  

Brand Positioning  

Integrate authentic Indian craft, 

cultural motifs, and heritage into 

global luxury brand narratives 

for India  

Moderate  Differentiate from competitors, 

deepen cultural resonance  

Combat Counterfeits 

with Authentication  

Technology  

Deploy blockchain-based 

authenticity certificates, NFC 

authentication tags, and  

authorised platform partnerships  

High  Protect brand equity, build 

consumer trust in online luxury  

Table 5.2: Strategic Recommendations Matrix for Luxury Brands in the Indian Millennial Market  

Source: Author's synthesis from secondary data analysis and literature review  

The omnichannel imperative deserves particular emphasis: the luxury purchase journey for Indian 

millennials is inherently omnichannel, typically beginning with digital discovery (Instagram, 

influencer content), progressing through digital research (brand website, YouTube reviews, peer 
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recommendations), and culminating in either an in-store purchase for the highest-value items 

(jewellery, watches, automobiles) or an e-commerce purchase for accessible luxury (beauty, fashion, 

accessories). Luxury brands that create seamless, luxury-grade experiences across all these 

touchpoints, consistent visual identity, personalized service, authentication guarantees  will capture a 

disproportionate share of Indian millennial luxury spending.  

  

5.3 Conclusion and Managerial Implications  

This thesis has examined the luxury consumption patterns of Indian millennials through a 

comprehensive secondary data analysis spanning motivational drivers, category preferences, digital 

media dynamics, socio-cultural factors, regional and gender variations, and structural market 

challenges. The synthesis of over 90 secondary sources  spanning major market research agencies, 

academic journals, government publications, and industry reports has generated a rich and 

multidimensional empirical portrait of the Indian millennial luxury consumer.  

The study's central conclusion is that Indian millennials constitute a commercially significant, rapidly 

growing, and culturally distinctive luxury consumer segment whose consumption patterns are driven 

by a complex interplay of status aspiration, self-identity expression, deep cultural traditions, and digital 

media ecosystems. This multi-dimensional motivational architecture, combined with significant 

internal heterogeneity across regions and genders, creates a luxury market that is both profoundly 

different from mature luxury markets and continuously evolving.  

For luxury brand managers, the key managerial implications are clear. First, India demands a dedicated, 

long-term market commitment that goes beyond vanilla export strategy. Successful luxury brands in 

India will be those that have invested in cultural intelligence, local talent, India-specific product 

development, and genuine brand community building over years or decades. Second, digital excellence 

is non-negotiable: in a market where 72% of luxury brand discovery happens on Instagram and 67% 

of purchase decisions are influenced by social media content, digital capability is a core competence 

for luxury market success in India. Third, occasion marketing, particularly wedding and festival season 

marketing, must be a strategic priority, as these occasions drive 25–30% of total luxury expenditure 

and create concentrated, high-value demand windows that can be planned around.  

For luxury brand CMOs, the data suggests rebalancing marketing investment away from traditional 

luxury advertising (print, outdoor, television) toward digital channels (Instagram, YouTube, influencer 

partnerships), occasion marketing (wedding season, Diwali, Akshaya Tritiya), and experiential 

marketing (exclusive brand events, private VIP experiences, luxury retail environments)  the three 
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channels that most effectively build desire, trust, and purchasing action among Indian millennial luxury 

consumers.  

5.4 Future Scope of Research  

This study opens several valuable directions for future academic and industry research. First, primary 

data studies including large-scale, nationally representative surveys and in-depth qualitative interviews 

with Indian millennial luxury consumers across multiple cities and income groups  would complement 

the secondary data findings of this thesis with direct consumer voice, richer contextual detail, and the 

ability to test causal hypotheses through structural equation modelling.  

Second, longitudinal studies tracking the evolution of luxury consumption patterns among Indian 

millennials over a 5–10 year period would provide invaluable insights into generational consumption 

trajectories  particularly how motivational drivers evolve as Indian millennials age from early career 

(28–33) to peak earning years (38–43).  

Third, comparative studies examining Indian millennials versus Chinese, Southeast Asian, Middle 

Eastern, or Nigerian millennial luxury consumers would contribute significantly to the emerging 

literature on luxury consumption in developing economies, revealing both cross-cultural 

commonalities and culturally distinctive patterns. Such comparative research would be particularly 

valuable for global luxury brands formulating multi-market emerging economy strategies.  

Fourth, focused studies on the rapidly growing luxury beauty and wellness segment, the glocal luxury 

phenomenon, sustainable luxury adoption among Indian millennials, and the role of AI-powered 

personalisation in luxury e-commerce are all commercially important and academically 

underresearched areas that warrant dedicated scholarly attention.  

Fifth, as India's luxury market matures, studying the transition from status-oriented to more 

experiential and self-expressive luxury consumption motivations following the trajectory observed in 

China and Japan  would provide important foresight for luxury brands positioning for the next decade 

of Indian market growth.  
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