
LITEREATURE REVIEW LUXURY APPAREL INDIA

India. The purpose of this study is to investigate the luxury consumer store brands, fashion apparel, brand promotion,
personalization, fashion retailing. . literature, on what new luxury is, what it tells us about the current state of the
business.

The report also revealed that despite the high tariffs, the prices in India are on a par with those of Singapore,
thus making domestic luxury purchases more practical. Table 1 Male and female group statistics Gender of
respondents. Consistent with the internal drives and motives, involvement in a product category is described
by the arousal, interest and motivation for a product category. Sirgy 28 posits that a consumer's overall
self-concept depends upon how the individual views himself in different situations or expects others to
perceive him, or would like to be ideal self and ideal social self. Luxury is not new to India. Several studies
have identified uniqueness traits and fashion consciousness as important variables in luxury brand
consumption Dee and Eun Young, ; Bian and Forsythe, ; and Chen and Kim,  Clothing helps in enhancing the
self-image of the individuals, and for the Indian youth it may signify global values and lifestyle. Fashion
clothing may be seen as a symbolizing status not only to the individual but also to the family and social
groups. The rich class spends more on lifestyle and luxury goods. In India, where most of the values are still
family-driven and group-directed, 2 the purchase of fashion products would be governed by strong social
approval. There was not much significant difference in the involvement of females and males towards fashion
clothing. It was believed that the greater relevance the consumers attach to the fashion clothing construct, the
more involved they would be in its purchase decision. The purpose of the study was to understand the
relationship between fashion clothing consumption involvement of the Indian youth and their fashion clothing
product involvement, purchase decision involvement and advertising involvement of fashion clothing and how
it fits in Indian traditional social values. On the other hand, for the middle class, besides spending on goods of
basic necessities, they also spend on education of their children and lifestyle goods. Brand awareness and
realization about the self have gained importance among consumers. Hague and Flick 88 posit that for high
involvement products consumer expends cognitive effort. In the same vein, this research measures the Indian
Generation Y's involvement with fashion apparel consumption and the factors most affecting it. Fashion
products may not be thus singularly related with female consumption and involvement. Consumers' Need for
Uniqueness Snyder and Fromkin worked on the uniqueness theory and concluded that individuals try to
maintain moderate level of self-distinctiveness, since they perceive that extreme similarity or dissimilarity to
the group is unpleasant. Research suggests that global brands portray improved social image for Indians. The
portfolio of spending categories for the average Indian more than doubled during the period from to  The
research attempts to understand the Indian youth's involvement with fashion clothing and its implications to
marketers. Involvement of consumers would be affected by their awareness of the product and the role
advertising plays towards increasing consumption. The scale had constructs related to consumption
involvement, product involvement, advertising involvement and purchase decision involvement. The Indian
market reflects a unique blend of western lifestyles and Indian traditional values. We believe that gender
differences in fashion clothing involvement may be reflected among Indian youth also. The sample consisted
of larger cross-section of male population than females. The core benefit associated with brands is that it
symbolizes a rank, and bestows status, value, quality to the consumer and thereby enhances the image of the
user. Feelings towards the brand may be aroused directly after interacting with the brand 66 , 67 or due to
effective advertising or awareness about the brand 68 , 69 , 70 and would be reflected in the consumption
involvement regarding the fashion clothing. Consumption patterns are different for people belonging to
different sections of the society. Purchasing the right product would garner greater acceptance from the peer
groups and reduce the risk of rejection from them. A five-point Likert scale was used for the constructs.


