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Abstract

Luxury real estate derives value not only from its physical characteristics but increasingly from the economic,
psychological and experiential meanings associated with ownership. This paper examines the extent to which
economic, marketing and design principles shape the perception and value of luxury lifestyle real estate in India,
using DLF's Aralias, Magnolias and Camellias developments as a case study. Drawing on theories of conspicuous
consumption, social signalling, brand equity, scarcity and experiential consumption, the paper develops a
framework for understanding luxury residential value beyond conventional factors such as location and
construction quality. The case study shows how restricted supply creates exclusivity, developer branding and
prominent resident communities reinforce status value, and architecture, amenities, and environmental design
create immersive lifestyle experiences. The findings suggest that these factors interact to significantly strengthen
perceived value and premium positioning, demonstrating that luxury residential real estate increasingly functions
as both a financial asset and a branded expression of identity and lifestyle.
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Introduction

Luxury housing is no longer simply about owning expensive property; it’s now increasingly about purchasing an
identity, lifestyle and experience.

Traditionally, real estate provided housing, largely viewed as a functional asset that met needs such as shelter,
security, and investment value (Chen, 2024). But nowadays, in developing economies and urban markets
specifically, there has been a rise in the concept of luxury real estate, which aligns more closely with the needs
of newer consumers who seek not just shelter but social status, uniqueness and self-identity through their homes,
which is why premium residential projects increasingly offer curated amenities, architectural design, exclusivity
and a prestigious community (Gaur et al., 2025).

Existing research largely examines luxury consumption in fashion, automobiles, and hospitality; however, it pays
limited attention to luxury residential real estate. The central issue is whether the value of luxury real estate stems
primarily from tangible factors such as location, construction quality and amenities, or whether intangible factors
such as branding, social signalling, design aesthetics and lifestyle narratives increasingly shape consumer
perception and purchasing behaviour (Al Msaddi, 2025). This raises the main research question: To what extent
do economic, marketing and design principles shape the perception and value of luxury lifestyle real estate
in India, with reference to DLF’s Aralias, Magnolias and Camellias developments?

This paper argues that the value of luxury real estate is created through economic signalling, branding strategies,
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lifestyle experiences, and consumer perception, and extends beyond functional housing attributes such as shelter
and location. This paper examines theories of luxury consumption and value creation, extends them to luxury real
estate, and evaluates how DLF’s Aralias, Magnolias, and Camellias operationalise these concepts.

Theoretical Foundations of Luxury Consumption and VValue Creation

Traditional economic theory treats consumers as rational utility-maximisers, but luxury spending does not fit
neatly into this model. Veblen's concept of conspicuous consumption offers a useful starting point: luxury goods,
he argued, are bought less for their use-value than because buying them is visible to others (Kenton, 2026). The
point is not what the product does, but what owning it announces about the buyer's wealth and position. This is
also where the "Veblen effect” comes in: normally, demand falls as price rises, but for status goods, the opposite
of that can happen, since the higher price is itself part of what makes the item desirable. What is interesting is
that this behaviour is no longer restricted to the elite Veblen was writing about. More recent work shows that
luxury consumption has spread to what is now described as an "aspirational middle class,” a group that lacks the
wealth or social position Veblen assumed but still consumes in the same status-driven way. This also explains a
pattern that seems counterintuitive at first: under conditions of financial scarcity, people do not necessarily cut
back on luxury spending. Research on perceived scarcity suggests that when people feel they have less control
over their circumstances, buying luxury goods becomes a way of restoring that sense of control, particularly for
those who already tend to attribute their situation to external forces. So the “irrationality” here is not really a
failure of the model; it is the model doing exactly what social signalling requires (Liu et al., 2025).

However, status signalling is only part of the picture. There is also a more internal, psychological side to why
people buy luxury goods, which has more to do with esteem and self-actualisation than with impressing anyone
in particular, the kind of needs Maslow places at the top of his hierarchy (Brainz Magazine, 2025). Self-concept
theory is useful here, since it suggests people are drawn to products that match the identity they want, not
necessarily the one they currently have. In this sense, the object itself becomes almost secondary; what is really
being bought is a version of the self, or at least the feeling of being closer to it. This is part of why luxury goods
are said to carry more hedonic value than utilitarian value, as they offer feelings of exclusivity, achievement, or
belonging that have little to do with how well the product actually functions (Gaur et al., 2025). Research on
status anxiety, recently done in 2022, adds another layer to this as people who see themselves as lower in social
standing tend to report more anxiety about their status, and this anxiety, more than a simple wish to show off,
seems to be what pushes them toward compensatory buying (Liu et al., 2022). The catch is that this kind of
satisfaction does not last. The hedonic treadmill suggests that the pleasure from a purchase fades fairly quickly
once it becomes the new normal, which creates pressure to keep buying, or to buy something even more
expensive, just to feel the same level of satisfaction again. This may also explain why luxury brands have started
moving away from selling possession alone and toward selling experience instead, since experience can do some
of the emotional work that an object on its own eventually stops doing (Julius Baer, 2025).

Luxury industries have increasingly shifted away from selling ownership alone toward selling immersive and
curated experiences. This reflects a broader shift in consumer psychology, as luxury value is no longer derived
solely from owning an object but from living a brand's identity through experiences such as packaging and
customer service. Brands have extended this by expanding themselves into live environments such as Fendi’s
hotel in Switzerland, Ralph Lauren’s “Ralph’s Coffee,” and Prada’s cafes, all of which let consumers “consume”
the brand without necessarily buying a product. This is a brand equity strategy, as it builds an environment of
emotional engagement and lifestyle association that reinforces loyalty and justifies premium positioning in the
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market (Han et al., 2010). Wealth report data collected by Julius Baer (2025) confirms this at the top of the
market, as High Net Worth Individuals (HNWIs) have been reallocating spending from goods to travel,
hospitality, and wellness in recent years, treating experience itself as the new marker of status. Even physical
retail is being redesigned as an experiential destination rather than a transactional space, deepening brand image
ahead of the eventual purchase of a good (Wisson, 2025). This sets up the transition into luxury real estate as, if
experiential consumption is now central to perceived luxury value, the same logic would apply to luxury housing
and residential development.

Theoretical Framework for Luxury Real Estate and Lifestyle Ecosystems

Real estate was typically assessed based on its functional and financial value. Generally, properties were valued
based on their location, size, quality of construction, and other investment considerations. Properties located on
a metro line or built in an affluent neighbourhood had clear, measurable, and rational value (Al Msaddi, 2025).
Hence, properties located in centres of urban traffic had more potential value. This value logic is true for
mainstream housing today. However, luxury real estate is an exception (Thorsby, 2017). This real estate caters
to factors beyond quantitative value (that cannot be read off a floor plan), going beyond physical construction.
Luxury real estate also signals an exceptional layer of value, social status, and community value (Tokouzis, 2025).
Research on material wealth and luxury housing also supports this. Gated luxury housing projects a tangible
image of wealth and social status and extends the luxury real estate owner's identity (Yeole et al., 2024).

Luxury real estate derives a significant proportion of its value not only from the physical property itself but also
from the developer or brand behind it, making value-capturing strategies an important part of how such properties
are developed, positioned and sold. One such strategy is deliberately restricting supply to create perceptions of
scarcity and exclusivity. When supply is intentionally limited, consumers may perceive the asset as more
desirable or prestigious, allowing developers to command premium prices (Thorsby, 2017). This distinguishes
luxury real estate from the mainstream housing market, where purchasing decisions are typically more sensitive
to price, affordability and functional considerations such as proximity to workplaces or schools. Luxury buyers,
by contrast, may place greater emphasis on exclusivity, prestige and the long-term brand equity associated with
a property (Thorsby, 2017). Brand loyalty can therefore play a particularly important role in this segment,
contributing to the increasing prominence of developer branding within luxury real estate. Historically, the
construction company's reputation was often secondary to the property's quality and characteristics. However,
this relationship has increasingly reversed, with the developer's identity and reputation becoming an important
component of the property's perceived value. Consequently, luxury real estate developers increasingly employ
marketing approaches traditionally associated with luxury fashion and hospitality, particularly trust-building and
emotional branding. A luxury property is therefore marketed not simply as a functional residence but as an
investment, status symbol and expression of identity, enabling developers to differentiate otherwise comparable
properties and potentially sustain significant price premiums.

Luxury developments and their physical environments strongly influence residents' experiences. Not only do the
product's economics and branding matter, but environmental psychology, as a new and exciting concept, has an
even more profound impact. Living in a space involves more than its function, and luxury developments recognise
this. Architectural design, landscaping, and interiors are among the many elements that dramatically affect a
luxury development (EI Hachem, 2025). Developments are no longer just buildings with many apartments. They
feature private clubs, concierge services, recreational facilities, and even community services. The collection of
these services and facilities creates something a typical development cannot (Bloomberg News, 2026). Integrating
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attachment, serving as a living advertisement for the brand through experience. The development and construction
of luxury living spaces as branded spaces that serve as experiential advertisements, rather than traditional luxury
goods, stems from the new wave of luxury consumption, and the findings in the Bain and Co. and Altagamma
2026 report reinforce this. They indicate that luxury experience spending has roughly doubled the growth of
luxury goods spending, especially because consumers want experiences that are personal and meaningful, unlike
goods that merely express wealth (Frank, 2026).

These three dimensions form the framework for valuing luxury real estate. Scarcity and exclusivity provide the
economic foundation of luxury real estate. As a result, developers maintain the value and attractiveness of luxury
real estate regardless of the fluctuations of the overall real estate market (Al Msaddi, 2025). Psychological value
derives from the real estate’s conferred status and identity, reflecting social signalling, compensatory
consumption, and self-concept, and serving the broader luxury market context (Yeole et al., 2024). Lastly,
experiential value is the architectural and design expression of a luxury real estate developer’s vision of quality,
seamlessly integrating a lifestyle that residents fully identify with and can occupy over a lengthy period of time
(El Hachem, 2025). Each dimension must work in concert with the other two. The value luxury residential real
estate commands is derived from the interrelationship of the three dimensions. This framework serves as a
reference point for determining the value of DLF's Aralias, Magnolias, and Camellias projects.

Case Studyv of DLF’s Luxury Residential Developments.

Founded in the 1940s, DLF Limited is India's largest listed real estate developer by market capitalisation (Forbes,
2025). In addition to developing large-scale urban projects such as Cyber City, one of India's most successful
business districts, and modern large-scale retail complexes that serve as entry points for international retail
business, DLF has also developed luxury residential properties across India. DLF has developed three luxury
residential projects along the prestigious Golf Course Road in Gurgaon: The Aralias, The Magnolias, and The
Camellias. These three projects are located in DLF Phase 5, one of the most luxurious and high-end residential
phases in Gurgaon, and also in India. The Aralias, The Magnolias, and The Camellias represent different luxury
value, price, and real estate product offerings. The Aralias, pictured below, is the first of the three luxury
residential projects, has the lowest price, and offers the least luxury value.
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The Magnolias are luxury apartments with golf course views and a higher price and value than The Aralias. The
Camellias are the newest and the most luxurious among the three projects. Together, the three projects represent
a continuum of differentiation and luxury that DLF has expressed and continues to enhance along the luxury
value line in India's residential real estate.

The most striking economic fact about DLF's Golf Course Road projects is the low number of residential units.
The Camellias has 429 units, The Magnolias has 250, and The Aralias around 200, bringing the combined total
to roughly 900 units across three developments in a country of 1.4 billion people. DLF has been deliberate about
this. Limited inventory creates conditions where demand is never fully met, and when a product is available only
in restricted quantities, that scarcity becomes a signal of worth —a dynamic discussed in the consumer psychology
section and one that translates directly into price behaviour here. At the Camellias specifically, prices have risen
sharply since launch. Units that sold in 2015 for around Rs 59 crore have seen market valuations climb to between
Rs 150 and Rs 200 crore (HT Real Estate, 2025). In December 2024, a 16,290-square-foot penthouse sold for Rs
190 crore, the highest apartment transaction recorded in the Delhi-NCR region at that time (Sinha, 2024). In
September 2025 alone, four registrations at the Camellias totalled Rs 270 crore, with standard units now ranging
from Rs 50 to Rs 95 crore and premium penthouses going well above that (Chadha, 2025). These figures reflect
a seller's market that conventional value-for-money logic cannot explain. Currently, real estate accounts for 32%
of Indian HNI portfolios, and 62% of HNIs plan to invest in property within the next two years (Mishra, 2025),
with DLF's projects consistently among the most sought-after. The progression from Aralias to Magnolias to
Camellias reflects DLF's learning curve on what the market would bear at the top end: with each successive
project, floor areas grew, price per square foot rose, and exclusivity was managed more deliberately.

When someone talks about buying a Camellias or a Magnolias apartment, they are not simply talking about
buying a flat in Gurgaon. The name of the development carries meaning, and this is where DLF's brand identity
does its most significant work. Over the years, DLF has shifted from being a builder known for construction
quality to a name that functions more like a luxury marque. Buying a DLF super-luxury apartment carries an
implied assurance of standards in design, management, and community — much like buying a car from a particular
manufacturer signals something beyond the vehicle itself. DLF has deliberately built this image, and the
Camellias' resident profile is both a product of that effort and its most visible proof. The development has attracted
a concentration of India's wealthiest and most prominent entrepreneurs and executives; Deepinder Goyal, co-
founder of Zomato, registered a Camellias apartment in March 2025 (The Times of India, 2025); Peyush Bansal,
founder of Lenskart, owns a unit there (Mishra, 2024); a vice chairman at Berkshire Hathaway paid around Rs
85 crore for a 7,400-square-foot apartment, setting a new benchmark for that configuration (Haidar, 2026). This
concentration is not coincidental. The community has become self-reinforcing: prominent residents attract media
coverage, media coverage signals quality and status to prospective buyers, and that signal draws further high-
profile interest. Each major transaction that makes headlines — the Rs 190 crore Rishi Parti penthouse, the Rs 100
crore purchase by British businessman Sukhpal Singh Ahluwalia, Deepinder Goyal's registration — functions as
advertising that DLF does not have to pay for. It positions the Camellias not merely as expensive property but as
the address where the people who built India's most successful companies choose to live. For buyers with the
means to purchase there, that carries a level of social positioning no other residential development in the country
currently offers at the same scale. The Camellias works as a status signal in the same way a Bentley or a Patek
Philippe does, with DLF's name functioning as the brand that authenticates it.

The physical environment of the Camellias is where the economic and branding logic takes the form that residents
actually live in. Hafeez Contractor, the principal architect, has described the Camellias as the project he is
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proudest of in a career spanning hundreds of buildings, with the stated ambition of creating something that goes
beyond just a building (Elengical, 2021). The development spans nine towers on 17.5 acres, with a single
residence per floor in each tower (Ramnani, 2024) — a density so low it functions more like a private estate than
a residential complex. Views across the 200 acres of the DLF Golf and Country Club reinforce this quality: from
inside the apartments, the surrounding city recedes almost entirely. The Camellias Club, pictured in Image 2,
serving only the 429 households in the development, spans 160,000 square feet and was designed by a team of
six internationally recognised firms (Kaushal, 2022). Rockwell Group from New York led the architecture and
interiors, SWA Group handled landscape design, Isometrix designed the lighting, and GOCO Hospitality shaped
the wellness programming (DLF Limited, 2024). The resulting facility includes fine dining, a 12,000-square-foot
gym, a spa, pools, sports courts, private lounges, concierge services, and dedicated entertainment spaces —
amenities that, by any standard, exceed what most five-star hotels offer their guests.

Image 2: Camellias Club Image 3: Overlapping Green Roofs

Sustainability runs through the development at a structural level. The Camellias is the first residential project in
India to receive LEED Platinum certification from the US Green Building Council (Denman, 2021). Overlapping
green roofs enclose the Camellias Wellness Club (Image 3); solar power cuts energy consumption across the
towers; all green areas, including the golf course, are irrigated entirely with recycled treated water; over 100
mature trees facing removal elsewhere in the city were transplanted to the site; and the onsite sewage treatment
plant produces water clean enough for horticultural use. These are not cosmetic additions — they produce a quality
of air, greenery, and open space that is genuinely rare in urban India, and they contribute to the kind of
environment residents do not want to leave. People who live at the Camellias consistently describe the experience
as closer to a seven-star hotel than a housing complex. When a development produces that level of daily
attachment, it stops being just an asset and becomes something residents build their lives around — which is the
deeper purpose the experiential value framework describes, and what DLF has managed to sustain across these
three developments over nearly three decades.

Conclusion

Real estate has always been about providing people with a place to live, feel safe, and have what they need. Over
time, different types of real estate have come up, and luxury real estate is one of them. It works differently.
Beyond providing a place to live, luxury real estate signals status, uniqueness, and identity. People have studied
luxury purchasing in many sectors, but not much in real estate. This paper fills that gap by examining what drives
people to buy luxury real estate, using DLF's Aralias, Magnolias, and Camellias in India as examples.
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The theory part of this paper shows that people do not buy luxury things just because they are useful. Veblen's
idea of consumption suggests that people buy luxury goods to show others how rich and important they are. This
Is about signalling your status and identity. Buying luxury things also makes people feel good about themselves,
helps them feel important and gives them a sense of their wealth. The value of luxury things isn't just about what
they are; it's also about the experience of buying them. The same principles apply to luxury real estate. When
supply is deliberately restricted, scarcity drives desirability and price; buyers interpret limited availability as a
signal of quality and prestige. Developer branding creates trust and emotional association that adds value beyond
the physical construction itself. A development's design, architecture, and lifestyle offerings also create
experiential value that keeps residents emotionally attached over time.

The case study of DLF’s developments on Golf Course Road demonstrates that economic, marketing and design
principles shape the perception and value of luxury lifestyle real estate to a significant extent. Economically, DLF
has maintained highly restricted inventory across the Aralias, Magnolias and Camellias, creating scarcity and
exclusivity that have supported substantial price appreciation, particularly at the Camellias. From a marketing
perspective, DLF’s reputation as a luxury developer, reinforced by the concentration of prominent businesspeople
within its developments, has transformed ownership into a visible marker of status and prestige. From a design
perspective, the Camellias combines distinctive architecture, extensive amenities, sustainability features and
hospitality-style services to create an experiential form of luxury that extends beyond the physical apartment.
Therefore, while conventional factors such as location, construction quality and investment potential remain
important, they alone cannot explain the exceptional value associated with these developments. Rather, DLF
shows how scarcity, brand identity, social signalling, and experiential design can work together to transform
residential property into a lifestyle product whose value is simultaneously economic, functional, and symbolic.
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