
Europe Built the Language of Luxury. Will India Write
Its Next Chapter?
By Sugandha
Published 16 Sep 2026

The future of luxury fashion may not be about choosing between India and Europe.\n It may be

about understanding what each market knows that the other one doesn’t.\n\n Europe has spent

generations defining luxury.\n\n Paris gave it aspiration. \n Milan gave it design. \n London gave it

individuality. \n\n European maisons built their reputation through craftsmanship, heritage and a

disciplined control over how their brands were seen.\n But world is changing fast and something

interesting is happening now.\n While the established luxury market is slowing, India’s luxury market

continues to grow. \n\n Euromonitor projected growth of approximately 10% in India in 2025-at a

time when global personal luxury-goods sales were under pressure. That contrast says a great

deal.\n Europe still possesses what cannot be manufactured overnight: history, craftsmanship and

global credibility.\n\n India possesses something equally difficult to create- a young affluent

consumer, strong cultural confidence and an instinctive understanding of color, detail, celebration

and personalization.\n The Indian luxury customer is also changing.\n\n She is globally traveled.\n

Digitally informed and comfortable purchasing an international handbag alongside Indian couture or

fine jewellery. She admires heritage-but heritage alone is no longer enough to secure her

loyalty.\n\n She wants relevance.\n And this is where many luxury brands could misread India.\n

India is not simply another market in which a European collection can be displayed inside an

expensive store. Its purchasing occasions, climate, silhouettes, family influences and relationship

with craftsmanship are different.\n\n The opportunity is therefore larger than selling more European

luxury in India.
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\n It is about combining European brand discipline with Indian cultural intelligence.\n Imagine a

luxury business that brings together Italian construction, French brand-building and Indian textiles,

artistry and understanding of occasion.\n\n Not “European luxury adapted for India.”\n Not “Indian

fashion made acceptable to Europe.”\n\n A genuinely global luxury language in which both traditions

contribute equally.\n\n Europe will continue to protect the heritage of luxury.\n But India may help

determine what luxury becomes next.\n\n The brands that understand this early will not merely enter

a growing market. They may help create the next generation of global luxury consumers-and

perhaps the next globally admired luxury house.\n\n Do you believe India will remain primarily a

market for international luxury brands, or can it build luxury institutions of its own?\n\n

#LuxuryFashion #IndianLuxury #EuropeanFashion #FashionRetail #LuxuryRetail #BrandStrategy

#ConsumerBehaviour #Leadership
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