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India's growing middle clas s has become more trend and brand cons cious with s ocial media influence, thus fueling a des ire for fas hion apparel
and acces s ories . Image credit: Fas hionbi

By DIANNA DILWORT H

India will become an attractive target market for luxury marketers as the country's middle class grows and
disposable incomes rise among consumers that are ahead of the curve on digital adoption rates.

A new report from market researcher Fashionbi confirms that the number of affluent consumers in India is growing,
generating an awareness of trends and a resultant interest in becoming more fashionable. More Indians are
becoming brand conscious in big cities and smaller metropolitan areas, courtesy of a big push by social media.
"Rising disposable incomes is leading to an increase in the number of affluent customers in the country," said
Dhara Kapadia, business representative at Fashionbi, New Delhi, India.
"By 2030, high-income earners are estimated to grow by 21 million, which is an increase of 51 percent from 2018,"
she said.
Cut from different cloth
Being one of the largest countries in the world with a population of 1.3 billion, India also has a high customer base
for retail.
A better Indian economy also means better buying power. International brands have been eyeing this opportunity,
and India has come under the spotlight in the last few years.
T he Indian market has some peculiar qualities, and there are some key reasons why it is deemed to be the next big
market for fashion brands, according to Fashionbi.
T he growing economy in the country is the result of a combination of higher employment, better incomes and
consequently higher consumption. T here is the growth seen at every level in the market, which means that there is
room for every type of brand, and varied price points.
India is an extremely diverse nation, which also gives brands an opportunity to satiate the different fashion tastes in

the country.
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T he rising middle class is creating a huge demand for fast fashion and value brands. Because of this, retail giants
such as H&M and Uniqlo are going bullish on their investment in the country, while luxury brands are still taking
ginger steps in opening stores.
India's apparel market alone is estimated to be worth $53.7 billion this year, making it the sixth largest worldwide.
Indeed, the numbers are on India's side.
India's spending grew from $1.5 trillion in 2005, with projections to reach an estimated $5.7 trillion by 2030.
Middle class households number around 140 million.
An estimated 88 percent of the next billion middle class people will come from Asia, and the majority will be from
India.
T he Fashionbi study predicts that 152 million new people will join the workforce from South Asia by 2030, and 130
million of these people will be Indian.
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Early adopters
T here are 192 million internet users in urban India, and almost as many in rural India. India has the second-highest
number of Internet users in Asia, with 451 million users and 36 percent Internet penetration, second only to China.
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Ecommerce has had a huge impact on Indian retail. T he country is expected to surpass the United States to become
the second-largest ecommerce market in the world by 2034.
India's ecommerce market was worth $24 billion in 2017 and is predicted to hit $84 billion by 2021 and $200 billion
by 2026.
"Ecommerce is the fastest growing sales channel in India," Ms. Kapadia said. "T hrough ecommerce, luxury brands
can reach a wider customer base in the country. Brands can also offer shipping beyond bigger metro cities. Indian
customers are very open to shopping online, and luxury brands should take advantage of this buying behavior."
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Mobile marketing
While only 13 percent of Indian consumers own smartphones, 91 percent of these people use their phones to look up
products before they buy it and another 54 percent make purchases on their devices, according to the report.
T his behavior, combined with increasing Internet penetration, hints at a big opportunity for luxury marketers looking
to reach Indian consumers on mobile phones.
T he Fashionbi report points to Future Lifestyle Group research revealing that mobile-enabled purchase journeys of
apparel and fashion accessories have increased by 14 percent and 25 percent, respectively. T here is a $5 billion
opportunity for apparel brands and a $9 billion opportunity for accessory brands that can penetrate mobile.
Additionally, the report found that 81 percent of Indian merchants are optimized for mobile shopping, well above the
global average of 63 percent.

Another 88 percent of Indians use a mobile device to make payments compared to 71 percent globally, and 70
percent of Indian consumers prefer to use mobile for shopping as compared to 43 percent globally.
"Cheap Internet data costs is making mcommerce available to customers in smaller cities and towns," Ms. Kapadia
said. "While luxury brand stores are usually found only in metro cities due to poor availability of premium
infrastructure, online sales through mobile can help them reach potential customers in tier II and tier III cities.
"Luxury brands can also use social media to create better brand awareness in these cities," she said.
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Social influence
As in other regions of the globe, social media is gaining influence on consumer behavior.
Instagram and T ikT ok are trending among Indian content creators and advertisers are spending on influencer
marketing campaigns.
Facebook is anticipated to influence more than half of mobile purchases by 2022. Mobile platforms are expected to
influence more than two- thirds of both apparel and fashion accessories purchases by 2022.
Social commerce is growing in India as well, with 57 percent of consumers reporting having made a purchase
using social commerce in the past six months.
T HE REPORT also found that regional content is the most influential in India.
"T here is a growing number of aspirational luxury customers in India, and luxury marketers can use social media to
create a buzz around their brand," Ms. Kapadia said.
"T ikT ok is the best channel to create awareness and viral content at the moment," she said. "Facebook is the ideal
channel to achieve conversions, followed by Instagram."
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