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Figure 6 CAGR
E-commerce in India is 0.8 2023-2028 Key players (non-exhaustive)
projected to grow by about
27 percent from 2023
to 2028 Sephora, 55 Beauty, Parcos,
Nykaa, Tira
Luxury market channel mix
s Boutique and :
(% billion and %, 2023) ) & MAC, Bobbi Brown, Forest
Offline brand stores 8% Essentials, Clinigue, Dior,
20% Chanel
Department
stores Shoppers Stop, Lifestyle
15%
Annual household income
IMR 30L (536,000

> (5 ) Others Salons, e.g., Naturals,

Annual household income INR 10% Geetanjali

5-30L ($6.000-%36.000)

i E-commerce Mykaa, Myntra, Purplle,
Online 30% Sephora, Tira, Tata Clig

Palette

Source: Kearney and LUXASLA analysis
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Figure 7 CAGR CAGR

Fragrance is the largest £0.8 billion $1.6 billion 2018-2023 2023-2028
category in India’s luxury
beauty market 10% 8% LLE 9%

Luxury market category mix

28%
2% 22% 18%
Hair care
@ Skincare, including suncare
Color cosmetics 43%
Fragrances 3% o% 9%
2023 20281
Source: KEearney and LUXASIA analysiz
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Three strategic pillars can build success in India’s luxury beauty market

— Customize the product portfalio by
region and cities to cater to a “land of
1 many Indias.”

— Irwest in well-trained brand-exclusive
{ o; beauty assistants.
— Partner with influencers on Instagram

and YouTube.

— Run customized regional campaigns.

Strategy
for success

3 2 — Implement an omnichannel distribution
3 strategy.
Parfnm.-nhi!: Marketing — Partner with a strong local distributar for
and distribution support in regulatory compliance,
LA |

product selection, product pricing, and
%t marketing.

Sources: interviews with industry leaders; Kearney and LUXASIA analysis

ungadian:
1. India’s massive untapped growth opportunity in luxury beauty — Report by LUXASIA and Kearney.
2. Indian luxury beauty market to reach $1.6 billion by 2028: Report — ET Retail.com — Oct 3, 2024.

3. How Young Indians are Redefining Premium Beauty with Affordable Luxury, News 18, Nov 16, 2024,
https://www.news18.com/lifestyle/how-young-indians-are-redefining-premium-beauty-with-affordable-

luxury-9122433 html.
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