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Introduction
India has become one of the most attractive and lucrative market option for many 

multinationals because of rising disposable income, young population (below 35 years of age), 
and rapid growth in middle class and most importantly, the transformations in the lifestyle which 
has increased the liking for multinational brands. Rapid urbanization and globalization has been 
witnessed in India since 1991 as a result of the process of economic liberalization. This change 
gave birth to “new consumers” who are distinctly different from their older counterparts in terms 
of consumption practices, life style and habits. The dramatic speed at which India has opened to 
the world market attributed to its economic growth which contributed to the proliferation of new 
lifestyle that allows the people of the country to adapt to change and display the newly gained 
wealth and confidence through their consumption behaviour. This change in consumer behavior 
allows the consumer to embrace globalization and readily accept the products and services offered 
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by international companies, thereby providing tremendous scope for MNC’s operational in India 
to reap benefits. Further, in a consumer demand-driven economy such as India, understanding 
the consumption pattern and the set of variables that underlie consumption behaviour is the most 
important task a marketing manager should undertake in order to plan various strategies and 
identify the right target group. 

It is in this context that the present study makes an attempt to understand consumers’ response 
to foreign brands.  The research holds relevance as, unlike the markets of developed nations, 
India is still an unsaturated market and thus is considered a right choice for foreign companies to 
enter. Secondly, the study is based on the responses and outputs of urban metropolitan consumers 
who have high disposable income and so comprise  an important segment to target. Based upon 
the results obtained, the study gleans some lessons for international marketers and provides 
useful recommendations in the context of the current political, social, economic and business 
environment of the country.   

Research Objectives
As a result of globalization, there is a presence of numerous foreign brands in Indian markets.  

Through qualitative research methodology, the present study aims to:

(i) Understand Indian consumers’ response towards products with foreign origin,
(ii) Assess the influence of foreign brand’s predisposition on consumer traits such as luxury 

consumption, impulse buying and materialism, and
(iii) Examine the role of consumers’ predisposition towards foreign brands in adoption of 

western culture, practices and lifestyle. 

Methodology
In order to meet the research objective, the present study carried an exhaustive review of extant 

literature. This served as a starting point for understanding the variables under investigation 
in this research and also for generating the questions for in-depth interviews and focus groups. 
The qualitative study was carried during January-June 2017, through a series of one to one semi-
structured depth interviews with fifty six respondents and six focus group sessions with five 
individuals in each group. The phenomenological approach to interviewing was adopted wherein 
questions were based on experience and context. 

Given the exploratory nature of research, informants were selected from the convenience sample 
drawn from a pool of potential respondents identified by the researcher. The interview respondents 
were from varied background, profession, and age and comprised of both male as well as female 
participants. The duration was approximately 40 to 60 minutes for each interview and 90 minutes for 
each of the focus group sessions. Some general information was sought in the beginning to initiate 
and encourage discussion on various facets of globalization. This set the course of the interviews and 
focus group discussions. All the interviews and focus group sessions were conducted in English and 
Local language (Hindi) and were audio taped and transcribed verbatim into text.  

Review of Literature

Globalization

The noticeable inexorable pace of globalization observed today in almost every corner of the 
world attributes to some of the major behavioral modification in the consumer culture. The recent 
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decade has witnessed perceptible transformation in the consumption habits of the consumer from 
consuming locally made products to the penchant for buying products and services having foreign 
origin/foreign brands. There is ample impact of globalization on India which can be observed in 
government policies, economic activities, trade and finance, investments and market structure. At 
the same time globalization has also led to social movements in India propagating ethnocentrism 
and stressing on the consumption of products manufactured by domestic companies. Though 
various studies document such anti – globalization tendencies (e.g. Durvasula and Lysonski, 2006; 
Thompson and Arsel 2004), a wealth of research at the same time provides strong evidence that 
halting globalization could be detrimental both economically and socially. The same is supported 
by Legrain (2002) who  pointed out that in 1990’s the countries which were globalizing raised 
their annual income by five percent against the non – globalizing countries that showed a  mere 
annual increase of one percent. The author further advocated that the change in consumer culture 
brought by globalization should be seen in positive light as it has been long noticed by sociologists 
that when cultures put barriers around themself to stop the influence from outside world, they 
stagnate and finally wither away. 

Foreign Brands and Indian Market 
An influence of globalization and change in consumer culture in India is reflected through 

people showing increasing “predisposition towards foreign brands” (PTFB) (Gupta 2011). 
Foreign brands have impacted Indian consumers with respect to their preferences, lifestyle and 
consumption behaviour. Han (1989) described that in developing countries quality is considered 
as the most important factor associated with a foreign brand. Similarly the findings of Batra et al. 
(2000) highlighted that in developing nations the knowledge of a brand’s foreign origin provides 
a direct assurance of its quality and status or reputation enhancement for its consumer. Kinra 
(2006) too believed that in Indian market, consumers find foreign brands to be more accessible and 
of superior quality. Further, a wealth of research also indicates that Indian consumers associate 
consumption of foreign brands with reputation so much so that the consumption is based on 
brand’s image/reputation values than functional values. The existing literature in this regard has 
posited Quality, Accessibility and Reputation as the three dominant aspects concerning PTFB. In 
addition to these, a plethora of previous studies (e.g. Durvasula and Lysonski, 2008; Mathur et al., 
2008; Jin et al., 2006 and Peris et. al., 1993) also substantiate that the ‘preference’ and ‘country of 
origin’ with respect to the foreign brands, too play an important role in ascertaining consumers’ 
predisposition towards them. Moreover, with regard to consumer demographics and their foreign 
brand’s preference, studies have found younger segments to be more inclined towards foreign 
brands (e.g. Kumar et al., 2009; Lim and O’Cass, 2001; Ismail and Spinelli (2012) who perhaps 
view these goods as a symbol of their status, affluence, modernity, and freedom of choice. 
Furthermore, the result of the aforesaid studies also reveals that higher income group has more 
preference for foreign brands. In line with this, Batra et al. (2000) and Rao (2006) found that while 
the most important influencer for purchase in middle income category in India is ‘foreign brand’; 
both ‘foreign brands’ as well as ‘fashion’ are important purchase influencers for the upper middle 
class. As per the assertion of Khairullah and Khairullah (2005), 300 million Indians have enough 
disposable income that showcases an emerging consumer class for foreign consumer durable and 
consumer non – durables. Also, Sinha (2003) described that Indian shoppers focus more on the 
emotional value of the product associated with international products, especially personal care 
products, with a sophisticated image and enhanced lifestyle. According to Nair and Pillai (2007), 
this is the reason Hindustan Lever and Colgate – Palmolive has captured maximum market share 
in personal care segment of consumer non- durables.
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Foreign Brands and Impulse Buying
There is a lack of consensus on an exhaustive list of factors that impact impulse buying as 

researchers have modified the factors which propel a consumer to indulge in impulse buying 
from time to time. As consumer markets especially in emerging economies, are changing and 
evolving at a fast pace, eminent researchers like Baumeister (2002) and Puri (1996) have made a 
call for research towards constant investigation of the factors causing impulse buying. Through 
an extensive review of literature undertaken in the study, it is found that there is a presence of 
robust literature support which indicates a positive link between PTFB (Predisposition towards 
foreign brands) and impulse buying. This relationship suggests that availability of foreign brands 
in a shopping place acts as an internal stimuli for Indian consumers to engage in impulse buying. 
PTFB acts as an internal stimulus to propel a buyer to indulge in impulse buying. This is based 
on the observations of researchers like Rook and Hoch (1985) and Hoch and Loewenstein (1991), 
who have stated that internal stimuli is related to different personality related characteristics/
traits and attitude of a consumer such as lifestyles, emotions, moods and feelings. PTFB is also 
a personality-related aspect in which consumers emulate and follow western lifestyle. It is this 
preference of foreign brands that drives consumers to buy impulsively. This is consistent with 
the findings of previous studies (e.g. Dholakia, 2000; Rook, 1987; Youn and Faber, 2000) have 
stated that emotions, feelings and mental state of an individual acts as an internal trigger to buy 
impulsively. Kumar et al. (2009) posited that because consumers today have a strong influence 
of westernization, the availability and liking of many foreign brands inspire them to indulge in 
impulse buying. Further, a study conducted by Khuong and Tran (2015) in a developing country 
(China) found that consumers’ desire for a particular consumption attitude like preference for 
foreign brands, described as their hedonic value (Wang et al., 2000), becomes a strong factor for 
them to indulge in impulse purchase.

The fact that more than fifty percent of mall shoppers have been found to buy on impulse 
(Nichols et. al., 2001) and more than one third of all supermarkets/department stores consumer 
purchase due to tendency of impulse buying (Bellenger et al., 1978) reflects consumers’ growing 
involvement with impulse purchase that provides a remarkable possibility for the international 
marketers to gain profit.  Furthermore, the positive impact of PTFB on impulse buying can also 
be observed in the case of online shopping which is a convenient platform for global firms to sell 
their products. The successful internet based retailers in India like Amazon and e-bay sell many 
multinational brands and attribute almost a quarter of sale through consumers’ impulse purchases 
(Dawson and Kim, 2009). Further, the statement of Coke’s (a well-established multinational 
company in India) CEO that seventy per cent of the Coke’s purchase is due to impulse buying 
augments the relationship of predisposition towards foreign brands and impulse buying (Mohan 
et. al., 2013).With respect to impulse buying and demographics, the literature supports that 
females and young consumers belonging to the educated and middle income segments display 
higher impulse buying. While the studies by Bashar et al. (2013) and Vanniarajan and Manjula 
(2005) observed that the individuals in their medium age are more likely to display impulsive 
buying behaviour and also occupation or nature of job has no considerable impact on behaviour of 
consumers towards impulse buying, the latter research also posited that female Indian consumers 
are involved in more impulse buying than male Indian consumers. They also indicated that India’s 
middle class display higher impulse buying behaviour due to factors such as up-gradation in 
lifestyle, free entry of international firms, increase in marketing communication and shrinkage of 
world with the advent of cable satellite TV and internet. In all, these studies view females’ higher 
impulsive behaviour to have emerged as a result of women empowerment, speeding urbanization 
and higher literacy rate.
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Foreign Brands and Luxury Consumption 
As a result of rapid globalization and entry of luxury foreign brands, the act of conspicuous 

consumption or purchasing luxury by an ordinary man is observed unlike before (Brun and 
Castelli, 2013). Extant literature indicates that PTFB (Predisposition towards foreign brands) 
positively impacts consumers’ conspicuous consumption. Researchers like Eng and Bogaert 
(2010) observed that Indians have started investing highly on luxury items and thus India 
can be considered as a favorable market for foreign luxury brands with long-term prospects.   
Respondents of a study conducted by Jain et al. (2015) reported only foreign brands like Gucci, 
Armani, Hugo and Versace as their choice of luxury brands, thus lending support to the view that 
Indian consumers’ perception of luxury consumption is purely in terms of foreign brands and 
this liking for foreign brands eventually leads to their conspicuous consumption. Further, extant 
literature provides many examples to strengthen the findings of the present research such as 
Mukherjee et al. (2012) who stated that the famous foreign luxury brands like Dolce & Gabbana 
and Armani are popular for accessories such as sun glasses and perfumes and Indian consumers 
buy these brands in order to conspicuously display their brand consciousness. A study by Li 
and Wyer (1994) too found a strong relationship of a foreign origin product with conspicuous 
consumption. With respect to conspicuous consumption and demographics, interesting findings 
have been reported by studies conducted in the past. For instance, an examination across gender in 
a study by Jain et al. (2015) reported higher conspicuous consumption in males. The authors found 
men to embrace the luxury consumption as they believe it to be enhancing their status amongst 
peers. Chadha and Husband (2007) had revealed that with rising income levels, the young middle 
class segment in India promises many opportunities for luxury foreign brands.  Further, media 
propagation and growing use of electronic social media such as Facebook and Twitter has spread 
awareness among the consumers about the luxury brands and their exclusivity. Citing the report 
of McKinsey Global Institute, Joshi (2013) asserts that the frontiers of luxury consumption include 
the middle class population that is expected to increase to 41 percent by the year 2025.  Today, the 
assertive consumer segment has become a symbol of progressively active and vivacious luxury 
market in India. The attitude of the young professionals and businessmen, living in the present 
era of globalization, conversant with the global luxurious brands further strengthen conspicuous 
consumption. These ambitious Indians are excited to display their conspicuousness by purchasing 
super luxurious brands.

Foreign Brands and Consumers’ Materialism
Durvasula and Lysonski (2008) believed that the emergence of globalization leads to the 

creation of global markets which increase the purchase of foreign brands, thereby allowing 
consumers to express themselves through materialism. In concurrence to this, Gupta (2011) found 
that as PTFB enhances a consumer’s materialistic value, they involve more in the purchase of 
foreign products. Further, consumers’ perception of excellent quality, workmanship and status of 
products which originate from an advanced / developing country positively impacts their buying 
behaviour (Batra et al., 2000; Magnusson et al., 2011). In the purchase decisions relating to luxury 
products, apparel and electronic items, previous studies (e.g. Gupta, 2011; Cleveland et al., 2009) 
found younger Indian consumers to be more materialistic than older counterparts. Similarly, 
while asserting that young consumers are materialistic and have powerful spending ability, 
Grant and Waite (2003) found that this segment forms its own attitude and consumption pattern 
to create identity and influence the buying decision of others. With respect to demographics and 
materialism, Verma and Kapoor (2003) found men to be more materialistic than women. While 
men exhibited the role of ‘buyer’, women emerged more as ‘initiators’ in the purchase of durable 
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products. Likewise, higher level of materialism among educated youth from middle class families 
has been well supported (e.g. Goldberg et al., 2003). Today’s consumers have wealth, status and 
good life as their main goal which reflects their materialistic tendency. These consumers display 
positive reactions to the advertisements infusing materialistic desire in them for consuming/
owing the product whose advertisement makes a promise of giving them glamorous lifestyle and 
making them successful and beautiful.

Foreign Brands and Change in Consumers’ Lifestyle
Many researchers in the past studied acceptability of global culture and lifestyle among Indian 

consumers (e.g. Eckhardt and Mahi, 2004; Johnson and Tellis, 2008; Cleveland et al., 2011). As per 
the study by Mathur et al. (2008) and Durvasula and Lysonski (2008), Indian youth display high 
level of acculturation (i.e. high degree of adoption to western consumer culture) as they endorse 
global brands, products, and lifestyle. Further, Indians favor the most popular and famous global 
brands like fast food brand Mc Donald’s and soft drink such as Coca – cola. The consumption of 
the same allows an Indian consumer to indulge in different culture by choosing not to eat and 
drink the traditional food. Relishing on the food that originates from western part of the world 
is consumer acculturation with respect to their eating preference. Penaloza (1994) lend credence 
to this notion as according to the author, food acts as a primary reflection of one’s culture and 
is much more than just a means of sustenance. In support to the same Cox and Daniel (2000) 
indicated that at the backdrop of westernization in India, reflected through proliferation of 
foreign brands, the educated urban Indians behave much like westerners, are fluent in written 
and  spoken English, wear western clothes, use western products, and watch western movies 
and shows. With respect to the demographics and consumer acculturation, studies have found 
younger age group segment to be more susceptible to consumer acculturation (Durvasula and 
Lysonski, 2008; Mathur et al., 2008). Gupta (2012) also highlighted the strength and potential 
in this segment by quoting Bharadawaj et al. (2005) in which they stated that younger segment 
comprises a significant portion of Indian population estimated to include 40 million households 
encompassing 200 million people. Jin et al. (2006) also asserted that the new generation of 
young Indians use western brands and thus embrace western consumerism. Further, Mukherjee 
et al. (2012) found that Indian consumers’ willingness to spend on branded foreign products 
is encouraged by their frequent travelling abroad which is one of the attribute of consumer 
acculturation and paves way to adapt foreign lifestyle practices. However, in the same study 
income was found to be insignificantly affecting the above phenomenon with respect to the 
category of special products.  

In-depth Interview and Focus Group
The present study has conducted semi structured phenomenological depth interviews as well as 

focus group sessions as primary part of the qualitative research. The interviews were conducted using 
an inductive method following two analytical steps: (1) Idiographic (with –in case) analysis followed 
by (2) across – case analysis. The ideographic analysis consisted of impressionistic readings and 
interpretations of the verbal transcripts for identification of recurrent tendencies/themes. The objective 
of cross case analysis was to uncover similar behavioural patterns across episodes/individuals. Table 
A1 contains a list of core questions that were asked as a part of the qualitative study. The discussion 
was facilitated through a moderator. Variety in the background and experiences of the participants 
resulted in effective brainstorming and discussion during the sessions. 

The responses of interviews and focus group were audio taped and simultaneously 
side notes were prepared which transcribed into a verbatim text of written statements. The 
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interview transcripts containing respondents’ answers were read multiple times. This process of 
synthesizing some meaningful information helped in identifying a common theme and pattern 
in consumer responses. Further, triangulation method as suggested by Denzin (1978) was 
adopted for assuring the credibility of the information. Accordingly, a single set of information 
was interpreted using multiple perspectives, with a purpose to evaluate the extent to which all 
evidence converges. More specifically, by means of prompts and probes, the responses obtained 
from one category of respondents (for instance, self employed) were verified by asking same 
questions from other categories of respondents (viz. professionals, home makers and students). 
Receiving similar responses deemed the information to be valid. Likewise, the method of 
triangulation was used on all the statements derived from interviews and focus group responses 
(see Table A2).

Table A1

Interview and Focus Group Session – Sample Questions

Thank you for your participation in my study. Please give your honest opinion about each question or statement. There 
are no right or wrong answers, and I am interested  to know what you truly feel. Please be as descriptive as possible in 
your answer. Please share stories and anecdotal examples that you think relate to the topic.
•	 Please	share	your	occupation,	age	bracket	 (18-28,	29-

38, 39-48, 49-58, 59>) and annual income.
•	 What	do	you	think	about	globalization	with	respect	to	

availability of foreign brands in Indian market?
•	 Do	you	prefer	 foreign	brands	over	 Indian	brands?	 If	

‘yes’ Kindly explain the reason in detail.
•	 Your	 preference	 for	 foreign	 brand	 is	 more	 for	

consumer durable (TV, Car, Washing machines) or 
Non durables (Food, Shampoo, cosmetics)  

•	 What	 according	 to	 you	 are	 the	 important	 factors	
which derive you to buy a foreign brand for example 
quality, reputation, accessibility, originating country, 
social influence etc.?

•	 The	 products/services	 of	 which	 country	 appeals	 to	
you most.

•	 How	 do	 you	 buy	 these	 foreign	 brands	 mostly,	 like	
internet, mall shopping, buys from local market etc.

•	 What	according	to	you	are	luxury	brands?
•	 Do	 you	 buy	 luxury	 brands?	 If	 ‘Yes	 ’please	 name	 a	

few. 
•	 Are	you	a	materialistic	person	(person	who	has	high	

desire to have worldly possessions like car, T.V, 
Laptop, Home, Air-conditioned etc.)?

•	 Do	 you	 think	 that	 factors	 like	 your	 age,	 income,	
gender and marital status impact on your tendency of 
being materialistic?

•	 Do	 you	 believe	 that	 the	 kind	 of	 family	 structure	
(Nuclear family, Joint family, Single parent, Divorced, 
Separated etc.) decides on one being materialistic or 
not?

•	 Do	 you	 experience	 internal	 satisfaction	 once	 you	
possess what you desire?

•	 Are	you	an	Impulse	buyer?
•	 What	situations	make	you	an	impulse	buyer?
•	 How	 globalization/The	 entry	 of	 foreign	 brands	 in	

Indian markets impacts on your buying.
•	 Do	foreignness/	internationalization	appeal	to	you?

•	 	I	am	going	to	read	a	couple	of	statements	and	ask	for	
your comments.

1)    Due to globalization of the consumer culture people 
are developing the attitude to buy global brands 
(Alden et al. 2006).

2)    Luxury consumption is the act of purchasing certain 
goods or services not in order to survive but to 
identify oneself to others as having superior wealth 
and social status (Veblen, 1899). 

3)    Luxury consumption in India is practiced by English 
speaking middle class populations who are in their 
transitional phase and actively adopt a new product 
that enhances their personality (Chaudhuri & 
Majumdar, 2006).

        How much do you concur with the above statement in 
your life?

•	 Do	 you	 feel	 that	 the	 inclination	 for	 foreign	 brands	
makes you more materialistic and impulse buyer?

•	 How	much	 is	 the	 role	 of	 foreign	 brands	 in	 shaping	
your lifestyle?

•	 How	much	do	you	 feel	 that	 there	 is	 the	 influence	of	
foreign products in your life?

•	 What	according	to	you	is	a	luxury	brand?
•	 On	 a	 scale	 of	 ten,	 how	 many	 luxury	 brand	 do	 you	

want to own ten being the highest?
•	 What	all	luxury	brands	do	you	currently	own?
•	 Do	you	think	foreign	brands	are	luxury	brands?
•	 Do	you	think	that	luxury	should	be	made	affordable?
•	 What	 are	 your	 favorite	 hangouts,	 restaurants,	 malls	

etc? Name some of them.
•	 What	do	you	think	about	your	friends	regarding	their	

choice of brands?
•	 What	according	to	you	is	the	future	of	foreign	brands	

in India?

Continued...
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•	 What	is	your	stand	on	the	change	in	culture	of	Indian	
society in the light of globalization?

•	 “Globalization	 leads	 to	 predisposition	 towards	
foreign brand which impacts on the change in 
consumer culture” How much do you concur with 
the statement.

•	 Please	 explain	 the	 role	 of	 globalization	 in	 shaping	
your life.

Table A2

Interview and Focus Group Responses

Derived from the interviews and  focus group sessions -
•	 “Yes”	I	do	prefer	foreign	brand	over	local	brands.
•	 It’s	the	quality	factor	mainly	which	drives	me	to	buy	a	

foreign brand.
•	 Foreign	brands	have	a	longer	life.
•	 Accessibility	 and	 Reputation	 of	 foreign	 brands	 are	

other factors for my preference towards them.
•	 Foreign	 consumer	 durables	 have	 good	 after	 sales	

service.
•	 I	mostly	use	internet	to	buy	products.
•	 Amazon	 is	 my	 favorite	 online	 shopping	 company	

followed by Jabong.
•	 I	 believe	 accessibility	 of	 foreign	 brands	 is	 better	

through online shopping mode.
•	 I	 own	 luxury	 brands	 like	Apple	 phone,	Volkswagen	

car, Samsung digital watch, Mac book, Gucci perfume 
and a bag of Louis Vuitton.

•	 If	I	get	a	luxury	brand	in	less	prices	than	I	will	be	the	
first person to buy it.

•	 I	 frequently	 visit	 DLF	 Mall	 of	 India,	 Dominos,	 and	
Starbucks coffee shop.

•	 I	 like	 brands	 of	 developed	 countries	 like	 American	
and European.   

•	 I	am	a	materialistic	person.
•	 Who	isn’t	materialistic	in	today’s	world.
•	 I	relate	success	with	materialism.
•	 Materialism	 is	 all	 about	 spending	 more	 and	

possession of luxury foreign brands is pricy.
•	 I	want	to	have	all	the	worldly	possessions.
•	 I	am	planning	to	buy	a	new	ford	car.
•	 We	visit	to	mall	almost	every	week	end	for	shopping.
•	 I	think	youngsters	are	crazier	for	foreign	brands.
•	 Women	 shop	 more	 than	 men	 especially	 cosmetics,	

household goods.
•	 I	want	to	have	a	luxurious	life	style.
•	 Standard	of	living	matters	a	lot	to	me.
•	 So	many	 good	 international	 brands	 at	 the	 shopping	

place entice me. 
•	 I	believe	people	flaunt	more	in	metro	cities	like	Delhi.
•	 There	are	 individuals	who	buy	 things	 to	show	off	 to	

others.
•	 ‘Yes’,	most	of	the	times	I	buy	things	spontaneously.
•	 Increased	access	to	use	financial	services	like	pay	tm,	

credit cards also encourages impulse buying.

•	 International	 brands	 indeed	 play	 a	 major	 role	 in	
impulse buying and materialism.

•	 International	 brands	 are	 associated	 with	 status,	
prestige, quality.

•	 Foreign	brands	are	a	new	fad	for	youngsters.
•	 All	foreign	brands	are	luxury	brands	for	me.
•	 On	a	scale	of	ten	I	rate	nine	to	own	a	luxury	brand.
•	 Luxury	 like	 cars,	 TV,	 mobiles	 etc.	 should	 be	 made	

affordable. 
•	 Many	 people	 would	 love	 to	 own	 a	 luxury	 brand	 if	

prices are a little on lower side.
•	 Globalization	 is	bringing	cultural	 change	 in	 the	 lives	

of people.
•	 I	 wear	 western	 outfits,	 listen	 to	 English	 Music,	 and	

love Italian food.
•	 There	is	change	in	the	lifestyle	of	people	which	is	due	

to availability of foreign made products.
•	 Foreign	brands	have	bright	future	in	India	especially	

due to maximum young population.
•	 I	 think	 there	 is	major	 shift	 in	 the	culture	practices	of	

people owing to globalization.
•	 Globalization	 and	 inclination	 for	 international	 brand	

is related.
•	 	Due	 to	 globalization	 customer	 awareness	 related	 to	

choice of products is increased.
•	 My	children	always	want	to	buy	international	brands.
•	 I	 think	 that	 in	 shopping	 malls	 there	 are	 mostly	

international brands.
•	 Preference	for	foreign	brands	is	certainly	higher	than	

local brand due to factors like quality, long life, and 
good after sale service.

•	 Influence	 to	 buy	 foreign	 brands	 also	 comes	 from	
friends, family, peers.

•	 Foreign	brands	 even	 if	 has	poor	quality	 still	 appeals	
than a local brand mainly because of mind –set.

•	 I	 agree	 with	 the	 statement	 that	 –	 “Globalization	
leads to predisposition towards foreign brand which 
impacts on the change in consumer culture”.

•	 The	 above	 is	 especially	 evident	 from	 the	 variety	 of	
different international products and services we use 
in our daily lives. This has made a shift in lifestyles 
also.

•	 Globalization	 has	 changed	 the	 country	 so	 that	 my	
frequent visits to London because of my son’s job 
don’t make me feel a lot more different. The two 
places are almost same with regard to brands, food 
and people.
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Conclusion and Strategic Marketing Implications
One of the most potent forces of globalization is predisposition towards foreign brands 

(Gupta, 2012). Eminent researchers like Alden et al. (2006) have made a call for research to study 
and understand various changing variables of consumer as a response to globalization. More 
specifically, Suh and Kwon (2002) and Wilson (1995) pointed towards the need to investigate 
different impacts of globalization among different cultures on buyers’ attitudes and behaviors so 
as to better understand the blurred borders that exist in the construction of a postmodern world. 
The presents study makes an attempt to address this void in literature by examining consumers’ 
response to foreign brand and its impact thereof on other behavioural traits. The findings have 
been able to answer some of the pertinent questions in this regard by indicating that PTFB has 
a positive influence on consumers’ impulse buying, luxury consumption, materialism, and 
lifestyle. The respondents of the study have dominantly suggested that they purchase foreign 
brands. Further, foreign brands stimulate materialism in consumers as they believe that attributes 
of materialism such as success, extravagance and possessiveness encourage their predisposition 
towards foreign brands. The support for the same can also be obtained from extant literature. 
For instance, in a study on the extent of westernization in Indian advertisements, Khairullah and 
Khairullah (2005) pointed out that Indians are exposed to western brands through advertisements 
in magazines and TV. The ad of a wristwatch presented with western background and foreign 
models reflecting western culture and lifestyle creates an impression of superiority, affluence 
and upgraded lifestyle in the mind of an Indian consumer and mirrors material success for 
its users. Further, “extravagance” signifies the presence of high spending in consumers due 
to inclination for foreign brands. In support to the same, Sharma (2010) posited that the sales 
of many international brands have surpassed domestically produced products because of the 
transformation of Indian consumer as ‘global buyers’ preferring foreign origin goods. The author 
also highlighted the Mc Kinsey report (2007) that suggests that because of globalization there is a 
surge in spending of Indians and therefore India will grow to the fifth largest consumer market in 
the world by 2025. 

Further, the findings are consistent with Richin’s (1994) conviction in suggesting that 
materialism encourages the need to own that is associated with prestige, thereby resulting in 
consumers buying goods less to satisfy their own requirement but more for status in society. With 
respect to demographics and materialism, the current research presents noteworthy findings in 
suggesting that young consumers falling in the age group of 18-28 years are more prone to buying 
foreign brands and possess more materialistic, impulse-buying and luxury- buying tendencies. 
As per the responses of focus group and in-depth interviews, the present study proposes the 
following marketing strategies:

Suggestive Segmenting, Targeting and Positioning (STP) Strategies for 
International Marketers

In order to identify the consumer segment that is most susceptible to the use of foreign brands, 
international marketers can make advantageous use of demographic segmentation. Marketers 
may target young working educated female consumers belonging to middle class segment because 
of their predisposition towards foreign brands. This would further make it easy for a marketer 
to position the brand so that the target group recognizes the company’s distinctive offering and 
image. The present study recommends to marketers of foreign brands to plan their positioning 
strategy for the above mentioned target group of consumers based upon the response received 
according to which Quality, Accessibility and Reputation are the important factors which propels 
a consumer to buy a foreign brand. They can choose statements like ‘A brand with world class 
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quality’, ‘A brand always in your vicinity’ and ‘Our brand your new style statement’ to reflect 
‘quality’, ‘accessibility’ and ‘reputation’ as their brand’s value proposition. To further enunciate 
the same, it is advisable that marketers should communicate their positioning strategy through an 
advertisement designed specifically to stimulate a stronger quality perception in the minds of the 
prospective buyers for their brand. Similarly, the message of brand’s accessibility and reputation 
should be articulated. It is important that the marketers leverage a robust distribution network in 
order to make their products available and easily accessible. Finally, it will also be rewarding for 
a marketer to communicate through positioning that use of their brand will help in enhancing the 
status of user in the society by improving his/her self image. 

Plan an Appropriate Entry Strategy
The findings of the current study reveal that largely all middle class and younger consumers 

have high predisposition towards foreign brands, buy foreign brands on impulse, adopt foreign 
culture and lifestyle, and indulge in luxury consumption and materialistic tendency. Further, the 
in-depth interviews reveal “Accessibility” as the second most dominant factor that encourages 
a consumer to buy foreign brand. Therefore, it is recommended that international marketers 
should target the younger and middle class consumer segment and should plan to reach those 
most conveniently by making their products accessible. One suggestive way for reaching and 
targeting this segment could be through e – commerce (selling of the products online through 
internet). India is indeed a lucrative market for foreign marketers because of  reasons like higher 
disposable income, double income families, transformation in lifestyle and ready acceptance of 
foreign culture and practices. However, the entry of foreign investors into a new market involves 
huge investment in physical set up of retail outlets, robust marketing channel and many other 
miscellaneous costs. In India e –commerce is growing at an unprecedented pace and India has 
the second largest internet user base in the world comprising mainly young population (Singh, 
2015). This makes the entry of foreign brands through e – commerce initially a viable option as 
this involves minimum cost but has the capacity to generate maximum revenue.  Further, the 
recommendation of entry of foreign brands through e – commerce companies operational in 
India substantiates from the findings of Bansal (2016) in which the researcher conducted a global 
study of 800 Indian participants and found that younger Indian population (18-34 years) are 
spending maximum in cross border online shopping,  accessing foreign online shopping portals 
to acquire foreign brands. They readily adopt technology that enable online shopping largely due 
to their perception that the quality and variety of foreign products available online is better than 
domestic brands. It was also found that top countries for online shopping of products are US, UK, 
Singapore, China, Germany and Canada. In the same study it was revealed that the consumers, 
while shopping from these foreign online shopping portals, encounter hurdles like payment 
made in foreign currency, possibility of fraud / identity theft and extremely high shipment 
costs. The present study thus recommends to foreign marketers to sell their products through e 
– commerce companies operational in India in order to capitalize on the consumers’ attitude of 
buying accessible foreign brands without facing the aforesaid difficulties. Moreover, the economic 
and business environment of the country also supports this recommendation as the Department 
of Industrial Policy and Promotion (DIPP), Government of India, has allowed 100 % FDI (Foreign 
direct investment) in e – commerce which means more platforms for foreign brands to sell online 
in India. The case in point is “Amazon” -the largest and most successful American e – Commerce 
Company operational in India. Amazon manages its portfolio in India by exhibiting an exclusive 
range of international brands in its dedicated foreign brands portal called “The international 
store”. The online store claims to have imported products from all over the world in the category 
of mobile, watches, shoes, toys, kitchen ware and other gadgets.
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Democratization of Luxury
The proclivity for luxury brands has augmented immensely worldwide. This expansion has 

been largely due to the change in consumer’s consumption behaviour, rising demand as a result 
of economic growth, and accelerated globalization which enables a consumer to buy their favorite 
foreign brands easily. 

It is found through this study that predisposition towards foreign brands impacts the 
consumption of luxury foreign brands (conspicuous consumption).  The findings reveal young 
males belonging to middle and upper-middle income group to be more receptive to conspicuous/
luxury consumption than other segments. In the light of these findings, present study generates 
significant implication for the marketers of luxury brands. The study suggests democratization of 
luxury which means offering a luxury brand at lower price or discounted prices. As the consumers 
in developing countries have a newly gained appetite of consuming luxury global brands, the 
middle class consumers in these countries are less attracted to the product and more to a general 
aura that is created by the image of a luxury foreign brand. Exhausted demand and severe 
competition in home markets has led western producers of luxury brands to explore foreign 
markets for future growth, especially in emerging economies like India (Holt et al., 2004). Further, 
a glance at India’s statistics disclose sixty five per cent of the population below the age of 35 years 
and around 300 million population in the middle income segment. These young middle-income 
group Indians are educated, gainfully employed, and have a desire for luxury foreign brands 
unlike before which makes them more brand conscious. Therefore, it is suggested that luxury 
brand marketers may launch low priced variants of their products for the brand conscious limited 
income segment of consumers to ensure higher revenue by their foray in emerging consumer 
market like India. As the consumer mindset is already luxury-oriented,  lowering of price will 
only ensure a sure purchase of these brands. Further, this will foster and augment their decision 
of purchasing the luxury product for which they have a deep set desire of acquisition as per the 
results of the study. For example, Starbucks, a famous American coffee house that is most popular 
among youth for its excellent coffee and environment, has entered the Indian market to capture 
its burgeoning middle-income group of consumers. The coffee maker has smartly adopted a 
pricing strategy for this group by introducing a regular cup of coffee at competitive and lesser 
price without compromising its premium range of coffee cups for upper and affluent segments. At 
affordable prices, the middle class can feel the much desired ecstasy of indulging in a cup of coffee 
from the branded, esteemed and high end coffee house of America. Similarly, Apple (American 
multinational technology company) has launched a smaller and cheaper version of I – phone 
(mobile) aiming at new buyer class in emerging economies like India. The price of the mobile is 
set at almost fifty percent less than its existing mobile phones. Further, the multinational luxury 
and high end car manufacturers like Mercedes and Audi have experienced market stagnation in 
US and Europe. In order to capitalize from highly aspiring emerging middle-income and youth 
segment, the car makers have launched cheaper luxury hatch back cars available in a quarter of 
price of existing high end models without disturbing the existing high class customer base. 

Design the Marketing Communication Strategy that Triggers Materialism
In a consumer demand-driven economy like India, the most important task for a marketing 

manager is to understand the set of drivers and motivators that boost the consumption in 
order to plan the most appropriate marketing communication strategy. As the qualitative 
analysis conducted in the present work is indicative of the impact of PTFB on materialism and 
consumer acculturation, it is recommended that the international marketers plan their marketing 
communication strategy so as to instill higher materialism in consumers. This may further result 
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in the purchase of foreign brand/service. As per the results of the present work, the level of 
consumer acculturation (i.e. the influence of westernization) is higher in the educated younger 
population and middle class segment. The findings show that these consumers speak western 
language, adore western/foreign music and films, wear western/foreign clothes and eat foreign 
food.  It is therefore suggested that the marketers should not plan and develop a marketing 
communication strategy that is too localized due to high degree of adaption and liking towards 
foreign brands and foreign lifestyle. In the light of the same, it is advisable that the “foreignness” 
or foreign appeal of the brand should not be lost while planning a marketing communication 
strategy. In other words, the effect of the “non - localness” of the brand, reflected through a 
marketing message, is most important and positive sign to customers now than ever before.

The present research therefore provide a useful guidance to foreign companies that either 
plan to enter in Indian markets or are already competing by suggesting a most suitable image of 
presentation by communicating and emphasizing on the “internationalization” and “foreignness” 
of their brands which is perceived by the Indian consumer as prestigious, high status and 
of excellent quality and eventually instills materialism which encourages its purchase. For 
Indian market, international marketers can use standardized messages which they use in their 
home country instead of completely giving it a different shape and local touch. This will help 
in reducing the cost of planning and control, will help in consistent brand building all over the 
world, and would eventually result in better utilization of a good idea. The strategy advised here 
can be called “a middle approach” which advocates that some degree of standardized advertising 
is possible and even desirable.  However, due consideration at the same time should be given 
to product characteristics, consumer characteristics and the environmental factors. Through 
appropriate marketing communication strategy marketers should showcase the pleasure of 
ownership of the product/service and create a desire and want for its acquisition by stimulating 
the materialistic tendency of the consumer. As indicated by study, the very cue of product being 
originated from a developed western country makes it attitudinally preferred over local brands. 
Hence, using foreign origin of product and highlighting its “globalness” in the communication 
strategy could be useful for International marketers, especially in the context of a developing 
country like India. 

Limitations and Future Research Directions
“A good research generates as many new questions as it answers” – Cleveland Mark 

The study has opened up many provocative questions for future research and is useful as a 
foundation to practitioners and scholars who are interested in the same field. The literature, 
analysis and discussion presented in the study are merely a fraction of research work which 
attempts to expand our understanding of how globalization resulting in the entry of foreign 
brands is shaping the behaviour and lifestyle of consumers of a developing economy. The present 
research will serve as a catalyst for further investigating and expanding the understanding of this 
prevailing phenomenon. The study is also not devoid of the limitations. A major limitation of 
this study is that only qualitative method of research is used. Future studies should include the 
use of quantitative analysis to obtain more robust findings. Also, inclusion of diverse population 
with appropriate geographical spread may provide useful and deeper insights to the marketers of 
foreign brands. 
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