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ABSTRACT

Luxury products sold in Chinese and Indian markets have high growth potential due to high purchasing
power of increasing numbers of middle income population and billionaires in the two countries. This is because the
two countries have excellent rates of economic development in comparison with other countries in the world. Luxury
products are classified into 4 types which have different characteristics as described in this arficle. In addition,
it recommends entfrepreneurs to produce luxury products to respond to the needs of the middle class consumers who

have high purchasing power.

KEYWORDS : Luxury products, Chinese market, Indian market, Middle class consumer
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